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General Mills 
Talks Discounts 
With Newspapers 


52-Week Color Schedules 
Are Lure in GM's Talks 
With Print Media People 


MINNEAPOLIS, April 5—General 
Mills and one of its agencies—Bat- 
ten, Barton, Durstine & Osborn— 
are shopping around for radio-tv- 
style continuity discounts in news- 
papers and magazines. 

Specifically, General Mills has 
been dickering with newspapers 
on the matter. Though the com- 
pany said it has not made any ac- 
tual proposals, the General Mills 
idea is basically this, AA learned: 

It would like a contract with 
newspapers for full-color space, 
running on “food days,” on a 52- 
week basis. As part of this year 
contract it would want some kind 
of continuity discount. 


® The actual discount figure, even 
as something General Mills would 
propose to newspapers, is still very 
much in the air. But one newspa- 
per source who had been contact- 
ed said 20% was a figure men- 
tioned to him. BBDO itself told 
AA that various newspapers are 
showing interest in the idea, and 
that a number of them have pro- 
posed discounts ranging from 5% 
to 25%. 

In Minneapolis, C. S. Samuelson, 
advertising manager of GM’s gro- 
cery products division, emphasized 
that the scheme is not yet in the 
proposition stage. 

“We have talked personally 
with newspaper people and with 
other media,” he told AA. “We 
have asked BBDO to investigate 
certain possibilities, not only in the 
newspaper medium, but in the 

(Continued on Page 121) 


CBC Is Hit for 


Entertainment 
‘Stranglehold’ 


U.S. Interests’ Holdings 
in Canadian Stations 
May Be Limited to 20% 


Toronto, April 5—Criticism is 
mounting in Canada against the 
government-controlled Canadian 
Broadcasting Corp. 

Roy Ward Dickson, veteran ra- 
dio and tv quizmaster, announced 
he is through producing shows 
here. He said CBC is a “monstrous 
monopoly with a stranglehold on 
the Canadian entertainment field.” 

“The CBC has hogged all the big 
Canadian markets, and the stations, 
the agencies and the sponsors are 
scared,” he said. 

“The Fowler 


commission on 


radio and television has offered to 
hear evidence in secret, because it 
is aware that many persons with 
knowledge of what is going on will 
(Continued on Page 121) 


Ike Praises Ad 
Council, ‘People’s 
Capitalism’ Exhibit 


WasuincTon, April 3—In a cor- 
dial, informal talk before the 12th 
annual Washington conference of 
the Advertising Council, President 
Eisenhower today expressed his 
personal enthusiasm for the coun- 
cil’s People’s Capitalism exhibit 
and added that he hoped that the 
“truth that it exemplifies and 
shows could be brought home to 
our own people as well as to those 
abroad for whom it was designed.” 

The President said his tour of 
the exhibit, when it was on display 
here early this year, impressed him 


abroad.” 
He commented, however, that he | 
would like to have seen some kind 
of adjective put between “Peo- 
ple’s” and “Capitalism.” He men- 
tioned “Democratic,” “Competi- 
(Continued on Page 124) 
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as “the kind of message that | CARTER’S CAPERS—William Carter Co. 
America ought to be carrying will run four-color pages this fall 


in its “strongest campaign devoted 
to sleepers.” This one is scheduied 
for Ladies’ Home Journal, My 
Baby and Parents’ Magazine. Bat- 
ten, Barton, Durstine & Osborn, 
New York, is the agency. 


WasurncrTon, April 4—New rate- 
making procedures endorsed by 
postal officials during the current | 
hearings of the House post office | 
committee have tempered—but not 
entirely eliminated—the usual dis- 
putes over the department’s book- 
keeping methods. 

After two weeks of hearings, the 
committee’s study of a $406,500,000 
rate bill proposed by Postmaster | 
General Arthur Summerfield ap- | 
pears to be at about the mid-point, | 
as Congress suspends for its spring | 
recess. 

While a long list of witnesses is 


House Post Office Committee Ponders 
Compromise for ‘Workable’ Rate Bill 


department’s rate makers have 
failed to credit second class (peri- 
odicals) and third class (advertis- 
ing matter) for such intangibles as 
deferred handling, sorting by the 


|mailer, service to the public and 


intrinsic value. 

Under the Stans’ system, second 
class is given a 50% discount from 
assigned cost in recognition of 
these intangibles, and third class is 
given a 25% discount. 

While this reduces the “deficit” 
assigned to second class from a 
prospective $249,000,000 to $91,- 
600,000, and for third class from 


still scheduled to appear when | $200,000,000 to $82,500,000, mailers 
hearings resume Tuesday, commit- | continue to voice dissent. 

tee members are already begin- | 

ning to formulate in their minds\|s Aside from the arbitrary 50% 
some kind of a compromise which and 25% discounts selected by Mr. 
would result in a “workable” rate|Stans which they would like to 
bill. examine, they object to any cost 
arrangements which blanket such 
s The system of “differential pric- | public services as rural free de- 
ing” advocated by Deputy Post-| livery into the cost of operating 
master General Maurice Stans goes the department. (Government mail 
a long way toward meeting the and airmail subsidies have already 
complaint of mail users that the | (Continued on Page 121) 


Last Minute News Flashes 


Norman, Craig Signs for $4,600,000 Series on CBS-TV 


New York, April 6—Norman, Craig & Kummel will announce a 
new $4,600,000 series on CBS-TV next week for°one ef the agency’s 
current clients. This figure covers time and talent for an alternate-week 
hour show for the 1956-57 season. 


Ogilvy Gets Christian Bros. from Kelly, Nason 

New York, April 6—Fromm & Sichel, distributor of Christian Bros. 
wines and brandy, will move its account Aug. 1 from Kelly, Nason to 
Ogilvy, Benson & Mather. 


Van Beynum Joins B&B as Account Exec 

New York, April 6—Robert Van Beynum is resigning as advertising 
manager of New York Life Insurance Co. to join Benton & Bowles as 
an account executive. Mr. Van Beynum will be succeeded at New York 
Life by F. L. Cooper, formerly in charge of employe relations. 


Lever Bros. May Place 104-Page Color Order 


New York, April 6—Lever Bros. is seriously considering something 
new in comics section advertising, AA learned today. Reportedly it 
is planning to order from the Chicago Tribune 104 full-color pages, 
to run in the comics section during a 52-week period. No rates were 
mentioned, but on a one-time basis the total would be $575,000. 


(Additional News Flashes on Page 125) 


“Enjoyed Every Minute’... 


Beleaguered Biow 


Mercurial Adman Gives 
Clients, Personnel 90 
Days to Find Successor 


New York, April 6—Milton 
Biow today conceded, in effect, 


jthat a $1,000,000 repair budget 


isn’t enough to keep his agency 
going. The Biow Co.—which as 
Biow-Beirn-Toigo dropped $25,- 
000,000 in billings in a recent six- 


Kaufman, DuFine 


Part Company; 
Accounts Split 


New York, April 6—Herbert) 


Kaufman, one of the two partners 
in DuFine-Kaufman, eight-year- 
old advertising agency, has re- 
signed and sold his interests to 
Irving H. DuFine, who is now the 
sole owner of the agency. 

Mr. Kaufman is taking with him 
somewhat less than half of the 
agency’s 40 to 50 accounts, includ- 
ing all publicity accounts. 

“We've been disagreeing on 
fundamentals for some time,” Mr. 
Kaufman said, explaining the 
breakup. But, he emphasized, the 
parting was amicable. 

Goodren Products Corp., Coat- 
ing Products, Allen Hollander Co. 
and Hutton’s Murray Hill Restau- 
rant are among the accounts Mr. 
Kaufman is taking with him. He 
will announce a newly acquired 
account shortly. 


® Mr. Kaufman said he is seeking 
an affiliation with an agency which 
(Continued on Page 125) 


Folds His Agency 


week period—will be no more after 
June 30. 

Mr. Biow—who 60 days ago al- 
located $1,000,000 to meet what- 
ever costs might 
be entailed in 
strengthening the 
agency following 
the disastrous 
series of account 
losses—today de- 
clared: 

“IT have devot- 
ed an entire 
business lifetime 
to the advertis- 
ing profession, 
and I have en- 
joyed every minute of it. But after 
40 years of intensive application, 
I feel that I can now pursue other 
interests.” 

Mr. Biow said he was giving 
three months’ notice of closing “to 
give the company’s clients and its 
personnel all possible time in 
which to make other plans.” 


Milton Biow 


@ He said he does not plan an in- 
active life from here on out. “I 
couldn’t be,” he said. “There are 
many ventures and many things 
I would like to do—in industry, in 
government and in the humani- 
ties.” 

“I have tried in my years in 
advertising,” he continued, “to 
contribute in some small measure 
not just to the progress of the 
companies I served, but to the ad- 
vancement of my profession and 
to the general welfare as well. If 
I have succeeded at all, then those 
years were well spent.” 


a At 63, Mr. Biow, who started his 
agency in 1918 as a one-man oper- 
ation and saw its billings climb to 
a peak of $50,000,000, can look back 
on a_hard-driving, productive 
(Continued on Page 124) 


Displays Are Getting Bigger Share 
of the Advertiser's Total Budget 


(On the eve of the annual 
Point-of-Purchase Advertising In- 
stitute symposium Advertising Age 
decided to call on the “experts” to 
review developments during the 
past year in the display field, and 
to tell AA readers what is new and 
what some of the trends are. The 
“experts” called upon were the 
editors of AA’s sister publication, 
Advertising Requirements; their 
report on the industry follows.) 


By Dick Hodgson 
Executive Editor, 


Advertising Requirements 


Cuicaco, April 5—If America’s 

display producers have their way 

the retail sales clerk may 

soon become as extinct as bustles 
and celluloid collars. 

Once content to hitch its wagon 
to the trend toward self-service 
selling, the point of purchase ad- 
vertising industry has moved out 
in front and is almost daily coming 


forth with new ideas aimed at de- 
creasing the importance of person- 
al selling. 

During the past year, the indus- 
try has become increasingly com- 
petitive, and with the competition 
has come a rash of innova- 
tions in window and store displays. 
The competition hasn’t been lim- 
ited to the display makers, how- 
ever; it also has had a marked 
effect upon both advertisers: and 
their agencies. 


ws Probably the best indication that 
point of purchase advertising has 
reached an age of maturity is the 
fact that the past couple of years 
have seen only a relatively few 
really new display ideas. Instead, 
the industry has settled down to 
the task of refining already proved 
sales-builders. The net result has 
been a general upgrading of the 
quality of display material. 

No longer is just a tricky new 

(Continued on Page 20) 
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100 Years Old, Litfass Invention Is 


Pillar of German Outdoor Advertising 


Criticized in Hinterland, 
Outdoor Ads Change with 
Trend to Mechanization 


By John Dornberg 

Sruttcart, April 4—Outdoor 
advertising meets with opposition 
from nature lovers in Germany 
the same way it does in the States. 

Though the painted bulletin and 
the 24-sheet poster are virtually 
unknown here, German cities and 
villages are dotted with poster pil- 
lars—-one to every thousand popu- 
lation, and even more in the 
smaller towns. 

The Litfass pillar, named after 
a Berlin printer who invented it— 
Ernst Litfass—celebrated its 100th 
anniversary last July. 

From the first 150 pillars estab- 
lished by Litfass in Berlin, this 


PILLAR POSTER—“For a healthful life, 

eat more sauerkraut,” says the 

copy on this 3’x4’ poster for a Ger- 

man pickling and canning associa- 
tion. 


method of outdoor advertising has 
grown to a firmly entrenched posi- 
tion in Germany, and in other Eu- 
ropean countries as weli. Whereas 


Bissell Loses Fair 
Trade Suit Against 


Discounts-by-Mail 


Battrmore, April 4—The Mc- 
Guire Act and the Maryland fair 
trade act cannot prevent a mail- 
order company located out of the 
state from advertising and offering 
fair traded merchandise for sale 
at discounts in the state of Mary- 
land, according to a decision filed 
by Judge R. Dorsey Watkins in 
federal court. 

The Bissell Carpet Sweeper Co. 
suit, originally argued before 
Judge Watkins last September, 
cited the Maryland fair trade act 
of 1951 and the McGuire Act to 
prohibit Masters Mail Order Co., 
Washington, from advertising to 
Maryland consumers that Bissell 


sweepers could be bought or or- 
dered from the Washington store 
at retail costs below the Maryland 
fair trade prices. 


a In his decision, Judge Watkins 
contended that the Maryland law 
does not make it unlawful for a 
retailer operating with outlets out- 
side of the state to advertise to 
Maryland consumers that they 
have merchandise available at a 
lower price. 

Because the Masters Co. had not 
violated the Maryland act through 
its advertising and sales, Judge 
Watkins ruled that the McGuire 
Act, intended to protect the rights 
of states in passing fair trade laws, 
had not been violated. 

In his argument, Judge Watkins 
|pointed out that a proposed 
| amendment to the McGuire Act 
| which would have prevented mail- 
| order and wholesale houses located 
|in states without fair trade laws 
from selling to consumers in 
neighboring states with fair trade 
|laws, was defeated. Congress has 
refused to pass a fair trade law 
for the District of Columbia. 


Tuna Week Moves Up 


New York, April 4—Starting 
next Monday, the Point-of-Pur- 
chase Advertising Institute will 
hold its annual convention here. 
Several associate members, users 
of the point of purchase materials 
manufactured by POPAI mem- 


100 years ago the pillars served| National Tuma Week has been 

primarily for public announce-| moved up this year, with empha- 

ments, theater, opera and concert sis on “back to school” promotion. 

notices, today the cement pillars | Dates will be from Sept. 13 to 23, 

that line German streets carry according to the Tuna Research 
(Continued on Page 108) | Foundation. 


Pearce's Stay-Young Palmolive Ads 
Helped Company Attain Ripe Old Age 


1877, at Walworth, Wis. His first 
brush with advertising occurred 
when he worked for the Cardinal, 
the student daily at the University 


Veteran Adman and Exec 
Will Join in Company’s 


April Sesquicentennial 


By Emmett Curme 

Cuicaco, April 3—“The history 
of advertising is the history of 
the growth of the Colgate-Palm- 
olive Co.” 

The man who ventured this chal- 
lenging appraisal is Charles Sum- 
ner Pearce, 78, now honorary 
chairman of the board of the com- 


of Wisconsin. He served as busi- 
ness manager in his senior year. 
After receiving a bachelor of 
letters degree in 1900, and a bach- 
elor of law degree in 1903, Mr. 
Pearce joined the B. J. Johnson 
Soap Co., Milwaukce, in 1903. The 
company manufactured what was 


to become Palmolive soap. He be- 


jcame advertising and sales man- 


ager in 1907. 


pany. Mr. Pearce, who has held 
many important positions with} 
Colgate-Palmolive, including the|® “I will never forget my first 
presidency and board chairman-|ad campaign,” Mr. Pearce told 
ship, has spent his entire working | AA. “I had a budget of $10,000 
life with the company—53 years in| and I spent all of it in Harper’s 
all. | Magazine and the old Scribner’s. 
In his earlier days Mr. Pearce|The campaign was very success- 
wrote much of the advertising copy | ful. Not only did we introduce our 
and directed the advertising cam-|soap nationally, but we managed 
paigns for Palmolive soap. He is|to pick up many drug stores that 
the man generally credited with! previously had refused to distrib- 
convincing women, through ad-| ute the soap.” 

vertising, that use of the soap Probably the most smashing ad- 
would make them more beautiful|vertising triumph scored by Mr. 
and help them stay that way. Pearce happened two years later, 

Mr. Pearce was born on Sept. 16, (Continued on Page 127) 


bers, will demonstrate how they 
use the materials the show is 
about. 

For comparative purposes, AA 
has culled at random four different 
companies in various fields and 
presents here some data on how 
they use point of purchase. 


Reynolds Metals Co. 


Reynolds Metals Co., Louisville, 
has a natural in its point of pur- 
chase program: it can use the 
product it is selling as an integral 


IRHA Hardware 
Week Is Keyed to 
Multi-Page ‘SEP’ Ad 


INDIANAPOLIS, April 5—Inde- 
pendent Retail Hardwaremen of 
|America will devote considerably 
|more than $1,000,000 to the 1956 
|edition of its annual IRHA Hard- 
ware Week promotion, which be- 
gins April 12 and continues for 
nine more days. The promotion 
will involve the use of newspapers, 
radio, tv, magazines, direct mail 
}and point of sale material. 


clude a special section in the April 
14 issue of The Saturday Evening 


$1,000,000 schedule of local adver- 
tising, according to Russell R. 
Mueller, managing director of the 
National Retail Hardware Assn. 


over the signature of the Independ- 
ent Retail Hardwaremen of Amer- 
ica, the SEP section has four and 
one-half pages of unit advertise- 
(Continued on Page 6) 
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LET’S HAVE A PICNIC—Reynolds’ Picnic Center display for grocery 
stores allows grocer to display every product that can conceivably 
be used at a picnic. 


| Reynolds, Bristol-Myers, Cities Service, 
Calvert—Each Has Own Display Problem 


Advertising Age, April 9, 1956 


$64,000 Answer... 
Superiority, Not 
TV Quiz, Sold 
Revion: Abrams 


New York, April 4—George J. 
Abrams, vp of Revlon Inc., tackled 
“The $64,000 Question” today with 
|the emphatic statement that the 
| company’s new cosmetic products 
| would have succeeded without the 
|current CBS-TV quiz spectacular. 
| Speaking before a new products 
| seminar on how to sell a new prod- 
uct to women, Mr. Abrams said 
|the successive successes experi- 
/enced by Revlon have come about 
|“because a superior product was 
carefully researched, carefully ad- 
vertised and carefully merchan- 
dised. They had already succeeded 
|in test markets before they were 
|nationally promoted on the net- 
work program.” 

Outlining rules that “must not 
be violated” in 
selling to women, 
Abrams 


| 
} 
| 
| 
| 
| 
| 
| 
| 
| 
| 


|part of its display program. 

| Many Reynolds Wrap displays 
|in supermarkets are printed on 
| aluminum foil itself. 

“We're selling foil with foil—| Mr. 1 
we have the most varied array of Warned against 
icolor-printed aluminum foil point | losing sight of 
‘of purchase displays ever pre- the fact that 
pared,” says James C. Bjorkholm,|; Women. . . are 
‘director of consumer advertising romantic crea- 
‘for Reynolds. “They include win- tures who must 
dow and wall streamers, wall, be sold emotion- 
‘counter and floor displays and /|@lly, yet who re- 
|push cart displays.” | tain enough good 
| sense to expect 
= This year, Reynolds is distrib-/8004 explana- ; 
uting a 4’x6’ “Picnic Center.” It | tions from the advertiser as to the 
can be used to display any product Superior merits of his product.” 
suitable for a picnic, from pickles 
to potato chips, from buns to beer. 

When the picnic center was in 
the production stage, more than 3,- 
/000 grocers placed orders for it it is necessary to go along with 
sight unseen, Reynolds says. | them and “keep them young, treat 

Once again this year, Reynolds | them young; we even try to make 
will have a “Rainbow Promotion,” them young. Whenever possible 
offering grocers colorful rainbow we give our products youthful 
displays. |nmames ... and women love it.” 

“This year, our rainbow kit has To catch women’s attention, Mr. 

(Continued on Page 123) (Continued on Page 127) 


George Abrams 


|s Emphasizing the need to comply 
with the slogan, “Women are... 
forever young,” Mr. Abrams said 


Davidow Backs ‘Family Weekly’ with 


Highlights of the promotion in-' 


Post, a 400-piece promotion kit for | 
each IRHA hardware store and a! 


Spearheaded by two color pages | 


$50,000,000 Book-Publishing Empire 


Supplement Represents 
Reference Book Tycoon’s 
Return to Newspapers 


Cuicaco, April 4—One of the 
least known, because one of the 
shyest, of publishing tycoons is the 
publisher of the re-born newspa- 
|per supplement, Family Weekly. 

He is Leonard S. Davidow, 
who also presides over Consoli- 
'dated Book Publishers. “Also” is 
la strange word in this context. 


vidow is that he has gotten more 
|notice out of his Family Weekly 
venture than from a whole book- 
publishing empire, whose receipts 
currently amount to ten times as 
much. 

Starting 25 years ago with a 10¢ 
paper-covered cookbook, he had 
built what was reliably believed to 
be a $50,000,000 book business by 
the time he got rolling in the sup- 
plement field (the still-shy Con- 
solidated currently admits to $40,- 
| 000,000 of this). 


An intriguing fact about Mr. Da- 
| In the two years he has owned 


it, Family Weekly’s sales record 

' | has been similarly vertical, though 

<i © |it is by no means a senior partner 
Ae: to Consolidated yet. From almost 

|a standing start Mr. Davidow built 
| the supplement’s advertising rev- 
enues last year to near the $2,000,- 
000 mark (the gain over ’54 was 
558%). If the ’56 pace continues 


THIRTY TYPES—A clue to the identity of “everyone” provides the illus- 

tration used in this color spread which opens the IRHA Hardware 

Week advertising section in the April 14 issue of The Saturday 
Evening Post. 


'as it’s going now, the magazine 
should come close to $4,000,000 this 
| year. 

| Meanwhile, from his small of- 
|fice in one of Michigan Ave.’s 
'shabbier structures, the 55-year- 
{old publisher holds sway over 
these book ventures: A series of 
$3-$4 hard-cover cookbooks, two 
of which have sold 5,000,000 copies 
between them; three book clubs 
| which he operates for Sears, Roe- 
j}buck & Co.; the Sears-marketed 
| “American People’s Encyclopedia,” 
jone of encyclopediadom’s “big 


| (Continued on Page 122) 
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Park & Tilford 
Sues Rivals on 
‘Piracy’ Charge 


Seagram, Distillers 
Co. Are Key Defendants 
in $90,000,000 Action 


New York, April 4—Park & Til-| 
ford Distillers Corp. has filed an 
anti-trust suit for treble damages | 
totaling $90,000,000 against a Brit- | 
ish and two Canadian distillers and 
an American whisky producer, 
charging them with an interna- 
tional conspiracy to monopolize the 
American market for Scotch whis- 
ky, English gin and French brandy. 

The alleged conspiracy links 
Distillers Co. Ltd., British distiller 
which dominates the Scotch whis- 
ky market, Distillers Corp.-Sea- 
gram Ltd. and Hiram Walker- 
Gooderham & Worts Ltd., Canadi- 
an distillers, National Distillers 
Products Corp., U. S. distiller, 
and several of their affiliated com- 
panies. 

In its complaint, filed yesterday 
in federal district court, P&T 
claims that it had been the U. S. 
distributor for two Distillers Co. | 
products, Vat 69 Scotch whisky | 
and Booth’s House of Lords gin, 

(Continued on Page 122) 


Hearst ‘55 Profits 
Hit $2,369,192 


Los ANGELES, April 3—Hearst 
Consolidated Publications Inc. got 
out of the red in 1955. 

The company’s annual report | 
for last year showed a net profit of | 
$2,369,192, or $2.22 a Class A 
share. In 1954, the company suf- 
fered a net loss of $340,050. Oper- 
ating revenues in 1955 hit a record 
high of $207,556,414, as compared 
with $190,900,000 in 1954. 

Company officials said increased 
advertising volume in 1955 ac- 
counted for most of the gains. Ad 
revenue jumped $14,600,000 ahead 
of 1954 to a new high of $119,400,- 
000 last year, according to the 
statement. Other operating divi- 
sions showed smaller increases. 


| 
| 
| 
| 
| 
| 
| 


ws Because of the rise in the cost 
of newsprint, company officials 
estimated that the company’s| 
newsprint bill this year will in- 
crease more than $2,000,000. A 
strike against MHearst’s Detroit 
Times last December also affected | 
operating figures, according to the | 
report. 

Company officers pointed out) 
that the company has installed new | 
high speed presses in Detroit, and | 
new press units are being installed | 
for two Los Angeles newspapers | 
and in San Antonio. 


B. W. S. DODGE has been named di- 
rector of advertising of Gulf Oil 
Corp., with headquarters in Pitts- 
burgh. Formerly supervisor of re- 
tail layout and copy in the com- 
pany’s ad department, Mr. Dodge 
succeeds W. E. Dermody, who has 


retired after 22 years with Gulf. 
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WITH & WITHOUT BUBBLES—It’s gay young things who drink Coca- 
Cola—no matter what agency prepares the ads. At the top is the 
first ad prepared for Coke by McCann-Erickson, which replaced 
D’Arcy Advertising Co. as of March 31 (AA, Oct. 17, 55). The four- 
color spread appears in the April 8 issue of This Week Magazine and 
also is scheduled for The American Weekly, Life, Look and The 


Saturday Evening Post later this 


month. At the bottom are two of 


the last ads prepared by D’Arcy. 


Raw Materials-Poor U. 
Trade Grow to 30% of Its Business: Drucker 


Cuicaco, April 4—Peter F. 
Drucker, management consultant, 
whose predictions regarding in- 
creasing automation of retail sales 
operations have attracted wide- 
spread comment, today gave Chi- 
cago advertising executives an- 
other challenging glimpse of what 
he expects the next 20 years to be 
like. 

He was presented by John Fisch- 
er, editor of Harper’s, at a 
luncheon sponsored by Harper- 
Atlantic Sales, national represent- 
ative of the two magazines, which 
has presented outstanding contrib- 
utors to the magazines to business 
audiences in recent months. 

Because increased industrial 
production is making America a 
have-not nation in respect to raw 
materials, Mr. Drucker said, inter- 
national trade will increase to 30% 
of total business volume. More 
materials will have to be imported, 
and the Great Lakes ports, made 


accessible by the St. Lawrence | 


S. Will See Foreign 


|Seaway, will become more im- 
portant in tonnage handled than 
the coast ports, said Mr. Drucker. 
Exports will rise in proportion, as 
foreign buyers accumulate dollars 
for purchases here, he predicted. 


s Population increases will be 
‘larger than the additions to the 
|labor force, and thus, in the ab- 
sence of a major depression, there 
will be overemployment and labor 
shortages, Mr. Drucker said. 
Urban population will continue 
to increase and rural population to 
diminish, and the gradual elimina- 
tion of fringe farmers will help to 


Because residential building and 
community services will continue 
to expand, industry may find it 
more difficult to obtain necessary 
capital. He said he expects a con- 
tinuation of the building boom, 
pointing out that new residences 
|have barely kept pace with the 
(Continued on Page 122) 


solve the surplus problem, he said. | 


But Plymouth Drops Out | 
of Medium, as Chevrolet, 
Chrysler Ponder Shifts 


(Full text of Mr. Jones’ speech 
| appears on Page 68.) 


By James V. O'Gara | 


New York, April Ernest | 
Jones, president of MacManus, 
|John & Adams, today felt much 
|like a man whose sneeze started | 
|an avalanche. 
| ‘The “sneeze” in this case was} 
his speech to the Pittsburgh coun- | 
cil of the American Assn. of Ad- 
vertising Agencies, wherein he as- 
serted television is an effective | 
salesman of package goods, but it} 
|leaves something to be desired 
| when it comes to hard goods, like 
|automobiles. His agency, he said, 
questioned the use of tv as a 
| “prime medium” for durable goods 
(AA, April 2). 


Four A’s Issues 


New Post-Decree 
Order Blanks 


Forms Drop Anti-Rebate 
Provisions, but Retain 
Sole-Liability Clause 


New York, April 4—The 
American Assn. of Advertising 
Agencies today announced it had 
revised its copyrighted forms for 
the placement of agency orders for 
space and time. 

The four revised forms—the 
Four A’s order blanks for publi- 
cations and for transportation ad- 
vertising, and contracts for spot 
broadcasting and spot telecasting 
—have been announced to agen- 
cies throughout the U. S., and me- 
dia are now being notified. 

Revision of the forms was oc- 
casioned by the consent decree 
signed by the association with the 
Department of Justice on Feb. 1. 


@ Here are the principal changes: 

1. Previous provisions against 
rebating have been omitted in the 
revised forms. 

2. The new forms contain a 
warranty, which states that the 
agency using the form “represents 
that it is primarily engaged in the 
business of developing, servicing 
and placing advertising, and that 
no advertiser, medium or supplier 
has a direct or indirect financial 
interest in it, and that its prin- 
cipal owners are active in its 

(Continued on Page 60) 


Highlights of This Week's Issue 


ABP asks for biennial census of! Tappan ad drive promotes its new! Canadian department store sales 


production, distribution Page 16 
Anti-liquor ad bill has a chance to. 
pass in House, 
say 
Success of initial ad drive encour-| 
ages second campaign for in-| 


PD Keren cuetdueec se Page 23 
Canadian capital expansion in 
1956 is inflationary potential, 


Bank of Montreal says .Page 28 


Gleem launches first successful, Oster offers baby Osterizer with| Getting Personal 


invasion of London _ since 


electronic ranges to home build- 
ee, ae Page 36 


opponents Johnson Motors kicks off largest| Ingredients in a product can 


ad program 
WTOP, food chains and groups 


jointly sponsor food scholar-| 


ship contest 
Waring Blendor attachment will 
crush bushels of ice in min- 
COUT bs S thebadacdaadciad Page 44 


purchase of “momma”-size 
i A$ GRRAGisdencwewdsseiend Page 44 


Special promotions shouldn't be Plough Inc. buys its fourth radio 


substituted for ad program, 
Nielsen’s Peckham says Page 30 
Dial soap offers “Birds and Bees” 
blouses as premium ....Page 34 


station—WCOP, Boston Page 44 
Food choice reveals a man’s char- 

acter, Dichter newsletter 
A QR eves a wsa es 0% duals Page 47 


set new record in first two 


| months of ’56 


be trademarked, says patent 


WO 85S oat ceas des Page 56 
REGULAR FEATURES 
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| Creative Man’s Corner 


| Editorials 12 
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| Volee of the Advertiser 
| What They're Saying 


TV Can Too Sell Hard 
Goods, Jones Is Told 


He added that it is “significant 
that even top-rated shows simply 
aren’t moving cars for their spon- 
sors” and that he feels the “public’s 
honeymoon with tv is over.” 

These remarks evoked an “ava- 
lanche” of verbal slings and ar- 
rows from outraged television men, 
who promptly manned their an- 
tennae. Examples: 


® Oliver Treyz, head of the Tele- 
vision Bureau of Advertising: “We 
suggest he refrain from criticizing 
television as a ‘prime’ medium un- 
til he uses it that way.” 


® Ely Landau, president of Na- 
tional Telefilm Associates: “It’s 
no secret that the line forms to the 
right to buy prime time on the tv 
networks. Many in that line are 
the manufacturers of automobiles 
and other durable goods.” 


© Billboard editorial: “Blaming tv 
for a general industry condition 
[car sales down from last year] 
seems to us about as logical as 
blaming a tv station’s weather 
forecaster for a surprise snow- 
storm.” 


® Ziv Television Programs, co- 
incidentally, published a _ study 
that found a strong relationship 
existing between an auto dealer’s 
share of the new-car market and 
the extent to which he is us- 
ing tv program film advertising 
to pinpoint his buying audience. 
This is particularly true, Ziv said, 
in the case of dealers handling 
Pontiac, Chevrolet, Oldsmobile 
and Buick. 

“The relationship is so close,” 
said Ziv, “that it is clearly indica- 
tive of tv’s ability to sell an ex- 
pensive ‘durable goods’ product 
like an auto within a given com- 
munity.” 


® Jack Minor, general sales man- 
ager for Dodge: “I’m not out to 
carry the flag for television, but 
when you get complete unity 
among 3,800 dealers about your 
(Continued on Page 69) 


McCann Consolidates 
All Westinghouse 
Activity in New York 


CLEVELAND, April 4—Work being 
done here by McCann-Erickson on 
the Westinghouse consumer prod- 
ucts account will be shifted to New 
York by July 1. 

Robert W. Dailey, McCann- 
Erickson manager here, confirmed 
reports the agency is “consolidat- 
ing” the Westinghouse activities at 
McCann’s home office. 

Only “a half dozen” agency staff 
members will be transferred; oth- 
ers now doing Westinghouse work 
will be put on other assignments, 
Mr. Dailey said. 

Account and sales promotion 
work has been handled here for 
major appliances produced by 
Westinghouse at Columbus and 
Mansfield, with the mass media 
and television activities conducted 
in New York. 

Mr. Dailey pointed out that the 
New York office iias performed 
the creative work for all of the 
major appliance divisions of West- 
inghouse, except in the sales pro- 
motion field. 

“Communication became a prob~ 
lem,” he said, “and we think con- 
solidation is the answer.” 


Walter Benz Joins Relyea 
Walter L. Benz, formerly a prin- 
cipal in John T. Fosdick Associates, 
industrial market research organ- 
ization, New York, has joined 
Relyea Publishing Corp., New 
York, as publishing manager, 
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Attention Please! 


Magazine Publishers 


Doss your magazine closely fit these specifications: 50,000 
to 300,000 copies; trim size 844” x 114" or 55%” x84"; 2 
colors to 4; bleed; monthly or twice-monthly issuance? 


A Midwest union publication printer, not far from Chicago 


and with real location advantages, amply financed, is ex- 
ploring expansion with added, new, rotary web letterpress 
magazine equipment—plus every other factor making for the 
most modern high speed, low cost magazine production. Plans 
now at point where we would welcome full, frank discussion 
of the benefits with interested publishers. 


Your letter or wire will bring an immediate reply. 


Box 870, ADVERTISING AGE 
200 East lilinois Street, Chicago 11, Illinois 


‘Mason Says FTC Is Working on a ‘Remedy’ | 


Wasuincton, April 2—Federal 
Trade Commissioner Lowell Ma- 
son said today that he is working 
| on proposals to provide more ef- 
fective restraints on misleading 
radio and tv advertising. 

In a speech before the Federal 
Communications Bar Assn. he said 
“this is neither the time nor the 
place” to discuss the remedy he 
has in mind, but he made it clear 
that he intends to see that prime 
responsibility remains with the 


for Bait and Switch Ads on Radio and TV | ai 


4 
point of departure at the next) © 


session of Congress.” 


® He emphasized his belief that 
FTC should be the agency picked | 
to crack down on controversial 
radio and tv advertising. 

“Every man has some quality, 
some special ability, that sets him 
above all others,” he said. “As 
dean of the Federal Trade Com- 
|missioners, I know (or should 
/know) more about false and mis- 


FTC. leading advertising than any other 
He conceded that FTC’s proce-| person in this room.” 
dures are too cumbersome to| Since his widely quoted attack 
check deliberate bait and switch|on radio and tv ads at Harvard 
operators, but he added, “I believe| last month, he has had visits from 
I have the answer which will! officials of the National Assn. of 
enable us to put teeth into the| Radio & Television Broadcasters, 
problem of adequate protection| who explained the operations of 
and still guarantee every operator | their codes. 
the full protection of the judicial 
process. ® Outlining the limitations which 
“My answer may not be the) the anti-trust laws place on en- 
right one, but it will serve as a| forcement activities by a trade 
association, he said, “Unfortunate- 


ly the code leaves the ninety and 
nine legitimate broadcasters at the 
mercy of the one shill, the one 
huckster, and the one bait and 
switch artist.” 

Asserting FTC’s role in meeting 
the problem, he said, “After all, 


is a technique developed over 40 


the gentle art of running down) 
false and misleading advertising. 


| LEE J. HAEGERTY has been advanced 
|to vp of merchandising for the en- 
tire network of Grant Advertising, 
including domestic and interna- 
tional divisions. Mr. Haegerty for- 
|merly was vp and general man- 
‘ager of Grant Advertising (of 
Canada) Ltd. 


|but in the possibility of over- 
shooting the field and landing in 
the quagmire of censorship,” he 
said. 


® He said his purpose in speaking 
out harshly against over-commer- 
cialism in his speech at Harvard 
“was to jolt the industry into a 
realization” that the possibility of 
new legislation is no idle threat. 

In sharp contrast with the broad 
| and quotable charges levied at 
|Harvard, his speech today was 


Barber shop quartets go modern...in lowa! 


In fact the modern trend to electric razors 
is something to see, in Iowa. For example, 
use has almost doubled in just four short 
years. And last year, use of one well-known 
brand went from 3.2 to 8.1 %* in Iowa cities 
and towns—4.7 to 12.8%* on he-man Iowa 


farms. 


THE DES MOINES 


Speaking of the man-market, did you 
know that 70.6% of all the men in Iowa 


regularly read The Des Moines Sunday Reg- 


REGISTER anv TRIBUNE 


An “A” schedule newspaper in an “A-1'’ market! 
Gardner Cowles, President 


ister—the A-schedule newspaper with 
better than 500,000 circulation—the one 
medium that covers the entire state of lowa? 


*That’s only part of the story of this big-income, 


big-spending all-lowa market. See what's hap- 


REPRESENTED BY 


Scolaro, Meeker & Scott—New York, Chicago, Detroit, Philadelphia 
Deyle & Hawley—Los Angeles and San Francisco 


pening to all kinds of personal and family prod- 
ucts in our latest BRAND INVENTORY IN 
THE HOMES OF IOWA SUBSCRIBERS to The 
Des Moines Sunday Register. W rite for your copy, 


on your company letterhead. 


‘ on Pare | 


mS 
co 


years’ experience by the FTC. I| based on a discussion of typical 

would be the last to assert that it misleading advertising which FTC 

is anywhere near perfect, but has attacked in the past. 

there is no use throwing $200,000,- 

000 worth of accumulated experi- Glenn, Jordan Changes Name 

ence out the window when dealing! Glenn, Jordan, Stoetzel, Chica- 

with this problem. | go, has changed its name to Stoetz- 
“The great danger is not alone|el & Associates. H. W. Stoetzel is 

in the waste of past experience, | president of the agency. 


_ “This is the size we use in the 
Growing Greensboro Market!" 


SPORTING 
GOODS 


r 


One reason for the whale-size tackle is the free-reeling spend- 
ing that goes on in our ABC Retail Trading Area, One-fifth of 
North Carolina’s $3 billion in retail sales are made to the one- 
sixth of the state’s population that reside hereabouts. And the 
real hook is an advertising schedule in the Greensboro News 
and Record—with an audited circulation of more than 100,000 


(daily). 


0. edium with dominant coverage in the Greensboro 12-County 
5 Market and selling influence in over half of North Carolina! 


Sales Management Figures 


greensboro — 


4 
” 
— 


— 
aT 


News and Record 8 a 


. GREENSBORO, NORTH CAROLINA 
° Represented by Jann & Kelley, Inc. 
@®eeeveees2e#eee#e8te@e @ 
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If yowre gonna 
hammer home 
an idea, 

may we suggest 


the sledge? 


TOTAL CIRCULATION 

Circulation Source: 

THIS WEEK — combined ABC averages ended 9/30/55 for 36 newspapers 
Other magazines — ABC average ended 12/31/55 

LIFE — circulation base 


This Week 


MAGAZINE 


AMERICA’S LARGEST FAMILY MAGAZINE 
READ BY 11,000,000 FAMILIEs Every SUNDAY 


THIS WEEK LIFE S.E. POST LOOK COLLIER’S 
11,145,777 5,600,000 4,764,879 4,061,572 3,776,538 


SHARES THE POWER AND PRESTIGE OF THESE 36 GREAT NEWSPAPERS WHICH DISTRIBUTE IT 


The Baltimore Sunday Sun - The Birmingham News - Boston Sunday Herald - The Charlotte Observer - Chicago Daily News - The Cincinnati Enquirer 

Cleveland Plain Dealer - The Dallas Morning News - Des Moines Sunday Register - The Detroit News - The Houston Post - The Indianapolis Star 

The Jacksonville Florida Times-Union - Los Angeles Times - The Memphis Commercial Appeal - Miami Daily News - The Milwaukee Journal « Minneapolis Sunday Tribune 
New Orleans Times-Picayune-States - New York Herald Tribune - Norfolk Virginian-Pilot and Portsmouth Star - The Philadelphia Sunday Bulletin 

The Phoenix Arizona Republic - The Pittsburgh Press - Portland Oregon Sunday Journal - Providence Sunday Journal - Richmond Times-Dispatch 

Rochester Democrat and Chronicle - St. Louis Globe-Democrat - The Salt Lake Tribune - San Antonio Express and Sunday News - San Francisco Chronicle 


The Spokane Spokesman-Review - The (Syracuse) Post-Standard* - The Washington Sunday Star - The Wichita Sunday Eagle Effective July 1, 1968 


‘The written message is the one that LIVES 
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Advertising Age, April 9, 1956 


‘Prestige’ Company ‘head of the market research com-| too, since among major manufac- 


| pany bearing his name, maintains. turers alone there are about a 
Names Are Confusing ¥* example, he says, take the thousand whose names begin with 


@ If Your Printer Doesn't Want'em, be DO! name “American Steel.” “American” and 26 that start with 
do . f hi to Use Says Vicary First your customer must look | “American Steel.” 
(or we it Tor im) f for “American.” Then he will | 
IMPRINTING OR OVERPRINTING New York, April 3—If your |have to sift through all of thea A company jams its communi- 
OF FOLDED AND BOUND JOBS begin name starts ed aa of Fr gal — he comes jaf Say with — a name, Mr. 
’ CHesapeake 3-2050 |the “prestige” names like Amer- “Steel,” and then he must look|Vicary insists. “Consider the pros- 
Sersen s IMPRINTING, INC. 17 rence St. CHICAGO 7 ican, National, United, General or through all of the “American! pect’s frustration when trying to 
Standard, it’s as good as lost in a/ Steels.” | file your letter, find your sales lit- 
directory or the customer’s files. | By this time he discovers that |erature or simply make a telephone 
That’s what James M. Vicary, ‘he had better know your address | inquiry,” he says. 


As a final clincher, he points to 
|“Thomas’ Register of American 
| Manufacturers,” which lists 990 
;national company names starting 
| with American; 530 with National; 
440 with United; 330 with General; 
another 330 with Standard; 280 
| with New; 220 with Industrial; 176 
with Universal, and 140 with In- 
ternational. 


IRHA Hardware 
Week Is Keyed to 
‘Multi-Page ‘SEP’ Ad 


(Continued from Page 2) 
ments, followed by 27 pages of dis- 
play advertising. Seventy-four 
manufacturers are participating in 
IRHA Hardware Week, and 51 na- 
tional advertisers will back up 
their products with consumer ad- 
vertising in the special section. 


a “The Saturday Evening Post 
Hardware Week advertising will 
set the stage for 23,000 IRHA 
member stores to move into ex- 
tensive local newspaper, radio 
and tv advertising and promotional 
efforts to capitalize on this selling 
event,” Mr. Mueller said. 

Approximately $1,000,000 will 
be spent on newspaper linage, ra- 
dio-tv time and on more than 10,- 
000,000 consumer circulars, which 
will be distributed in homes from 
coast to coast, Mr. Mueller added. 

The 400-piece IRHA Hardware 
Week promotion kit, sent to all 
member stores, contains posters, 
| banners, pennants, window stream- 
ers, pricing cards and other adver- 
tising materials. Show cards, pen- 
nants and newspaper ad mats and 
layouts all feature specific Hard- 
ware Week merchandise of the 74 
participating manufacturers. 
P ar P . The promotion kit also contains 
Pioneer of television in the Carolinas, an electrical transcription of four 
Top-Power WBTV has reached new heights special musical commercials, fur- 


in serving an ever-growing coverage area co = bay lca wth pn Suerte 
of more than 500,000 families. cials ever produced for a single 


sales promotion. 


Jefferson Standard vision recently saw 


completion of a $14% Million facility. s As added incentives for retailers 
Operating from these kingsize facilities, and wholesalers, the NRHA is run- 
WBTV originated a “ sana t? ning four contests during Hard- 
in full col pam e local live propem ware Week. The Hardware Retail- 
Fee Corer OR New Year’s Eve, becoming er of the Year award, for out- 
the first station in the Southeast to be standing local tie-in activity in 


connection with Hardware Week, 


completely equipped for color telecasting. guashes b tities ohathns teuaa On ton 


Years of leadership has projected this visior prize, plus 37 other awards. Whole- 
F : : - saler contests include the Hard- 
into programming, engineering, promotion, ware Wholesaler of the Year, the 
merchandising, and research. The vast Hardware Wholesaler-Salesman of 
Carolina television market has been the Year, and a “jack pot” drawing 

Itivated b h a iting i for all wholesaler-salesmen. Most 
cultivated by suc vision resulting in more of the nation’s 600 hardware 
sales for advertisers! wholesalers are actively partici- 


, : ee pating in this year’s Hardware 
Advertisers with vision rate WBTV the finest Week promotion. 


in the Carolinas for “cost per thousand” In the past two years the IRHA 
Hardware Week promotion is 


and immediate sales results. The whole story (credited with a 26% increase in 
of “Vision in the Carolinas” can be yours by _sales in member stores during the 
calling: CBS Television Spot Sales or WBTV. | aay selling period, Mr. Mueller 
| said. 

Bozell & Jacobs, Indianapolis, is 
|the NRHA agency. 


JEFFERSON STANDARD BROADCASTING COMPANY 
“VISION IN THE CAROLINAS” 
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Best known character in American fiction ...all time great motion 
picture .. . record-smashing series— more than 60 stories in the 
SATURDAY EVENING POST (216,777,260 copies () ) — now 
comes to television! Thirteen month talent search—‘“‘most expen- 
sively produced in telepix history” (Variety, 3/14/56) —has resulted 
in selection of stars for Tugboat Annie and Captain Bullwinkle 
roles who ‘‘epitomize the very concept of this great and popular 
sea-going team.” 


For your private screening, talk to 
MICHAEL M. SILLERMAN, Executive Vice President, at PLaza 5-2100. 
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Ayer Heads List 
in Philadelphia 
Ad Art Awards 


PHILADELPHIA, April 4—N. W. 
Ayer & Son won four gold medals 
and two silver medals to walk 
away with the awards at the 2lst 
Annual Exhibition of Advertising 
and Editorial Art. 

Geare-Marston won one gold 
medal! and one silver one—the only 
other agency to win more than one 
award. 

Awards were presented at the 
Poor Richard Club by Judy Lee of 
WRCV-TV. Some 200 pieces of art, 
screened from more than 2,000 ad- 
mitted, have been on exhibit at the 
Commercial Museum here. 

The awards jury included Wil- 
liam Golden, art director of CBS; 
Will Burtin, consultant art director, 
and Bradbury Thompson, art direc- 
tor of Street & Smith Publications. 


s Here is the list of winners: 


Magazine advertising illustration: Gold 
medal, N. W. Ayer for Container Corp. 
of America, Abraham Rattner, artist; sil- 
ver certificate, Ayer for Plymouth, Irving 
Penn, artist. 

Trade periodical advertising in color: 
Gold medal to Mel Richman Studios for 
Merck-Sharp & Dohme International; sil- 
ver certificate, Kenyon & Eckhardt for 
RCA Victor, George Faraghan, artist. 

Direct mail illustration: Elaine Kahn for 
Curtis Publishing Co., gold medal; silver 
certificate, Associated American Artists 
for Hoffmann LaRoche Inc., Samuel 
Maitin, artist. 

Black and white carteon illustrations: 
Gold medal to Geare-Marston Inc. for 
Lederle Laboratories, Roy McKie, artist; 
silver certificate to N. W. Ayer for 
Peoples Drug Stores, Donald Almquist, 
artist. 


@ Color cartoon illustration: Gold med- 
al to Ayer for Zippo, Bob Miller, artist; 
Silver certificate to Geare-Marston Inc. 
for Lederle Laboratories, Roy McKie, 
artist. 

Outdoor poster art: Gold medal to Sharp 
& Dohme, artist is Savignac; silver certifi- 
cate to Ayer for Atlantic Refining Co., 
John W. Doscher, artist. 

Color editorial illustration: Fortune 
Magazine, Lemuel B. Line, artist, for gold 
medal; silver certificate, no award. 

Magazine cover: Gold medal to Ladies’ 
Home Journal, Tana Hoban, photographer; 
silver certificate to Armstrong Cork, Les 
Reinhart, artist. 

Magazine ad: Gold medal to Ayer for 
De Beers Consolidated Mines, Paul 
Darrow, artist; silver certificate to Ayer 
for Container Corp. of America, Walter 
Reinsel, artist. 


@ Newspaper ad: Gold medal to Ayer 
for Plymouth, Bill Suraaky, artist; no 
silver certificate award. 

Trade periodical ad: gold medal to Al 
Storz for Mel Richman Studios; silver 
certificate to Ayer for Container Corp. of 
America, Chuck Hayden, artist; small ad: 
Gold medal to Geare-Marston Inc. for 
Western Saving Fund Society of Phila- 
delphia, John C. Bythrow, artist; no sil- 
ver certificate. 

Pharmaceutical direct mail piece: Gold 
medal to Sharp & Dohme, Andrew 
Schmith, artist. 

Booklet or direct mail piece: N. W. Ayer 
& Son, gold medal for Piymouth, Irving 
Penn, artist; silver certificate to Al Storz | 
and Jack Weaver of Mel Richman Studios | 
for Ladies’ Home Journal, and silver cer- | 
tificate to Weightman Inc. for Trans-| 
portation Center, Joseph Gering, designer. | 

Indoor poster: Gold medal to Patterson | 
Productions Inc. for Lawn-Boy power 
mowers, Sid Steinberg, artist; no silver 
certificate. 


@ Point-of-sale material; Gold meda! to 
Chew, Harvey & Thomas for Nationa) | 
Drug Co., Mathew Leibowitz, artist; 
silver certificate. 

House organ, company magazine or an- | 
nual repert: Gold medal to Joseph Gering | 
for Drake Press; silver certificate to Ed- | 
ward G. Cullen for C. Schmidt & Sons. | 

Packaging: Gold medal to Tom Vroman | 
for Columbia Records; no silver certifi- | 
cate. ' } 

Miscellaneous: R. G. Schneeberg for 
Hallmark Cards; silver certificate to Karl 
Koehler Associates for Life Magazine, Karl 
Koehler, artist 

Projection: Gold medal to Dailey Ser- 
vice for Carrier Air Conditioners’ “Na- 
tional Buyers”; no silver certificate. 


Dickens Joins Foote, Cone 

Donaid Dickens, formerly cre- 
ative director of McCann-Erickson, 
Chicago, has joined the Chicago 
office of Foote, Cone & Belding. 
He will serve on the copy staff in 
a supervisory capacity. 


Willis 


Honold 


Arvold 


NEW AD MANAGER—G. Albert Honold, recently appointed advertising 
manager of Friskies pet foods, made by Albers Milling Co. division 
of Carnation Co., talks over his new duties with Paul Willis, Carna- 
tion’s vp in charge of advertising, and Donald H. Arvold, general 
advertising manager of the pet foods, cereals and feed divisions of 
Carnation. Mr. Honold was formerly vp and general manager of 


Honig-Cooper, 


Los Angeles. 


Ad Buyers Want ABC 
Unit Coverage Audit, 


Magazine Says 


Cuicaco, April 5—Amplifying 
the reasons back of the request 
of American Lumberman & Build- 
ing Products Merchandiser for an 
ABC audit of unit coverage (AA, 
April 2), A. W. Boulton, assistant 
to the publisher, said today that 
there is demand from advertisers 
and agencies for this information, 
especially in merchandising fields. 

“Buyers of advertising space,” 
he added, “are requested to buy on 
faith the theory of concentration of 
ABC circulations on the major 
units in their markets, as contrast- 
ed with the ‘complete coverage’ 
philosophy of controlled publica- 
tions serving the same markets. 

“The inclusion of total unit cov- 
erage with unit geographical dis- 
tribution and size ratings as an in- 
tegral part of the ABC audit 
would more specifically reflect the 
unit purchasing power coverage of 
ABC publications. It would also 
reflect the important penetration 
of circulation to the specifying 
personnel in major industrial buy- 
ing units and to the vital selling 
personnel in major merchandising 
outlets. 


s “The desire for this information 
on the part of advertisers and their 
agencies is sufficient that a num- 
ber of merchandising and indus- 
trial publications currently provide 
it on a non-audited basis. One 
ABC publication in the lumber and | 
building material field has even| 
felt the necessity of having a unit| 
audit of their circulation made by 
a public accounting firm. 

“We believe that the ABC state- 
ment loses some of its value and 
prestige when it is necessary to 
amplify part of its measurement 
by an outside auditing firm. Meas- 


| 


CURTIS BERRIEN, who resigned re- 
cently as copy director of Need- 
ham, Louis & Brorby, has joined 
Foote, Cone & Belding, Chicago, as 
a copy group head. He will work 


with A. J. Bremner, the agency’s 


| 


copy director, on the new Ford started, 


Motor Co. car account. 


urement of quantitative factors of 
paid circulations in the same fields 
should be done by qualified audit- 
ing authorities under identical de- 
finitions, procedures and frequen- 
cies. 


s “Since ABC auditing costs are 
allocated to publishers on the basis 
of the time and expense of audit- 
ing their publications, the addi- 
tional costs could be borne by pub- 
lishers in fields where such meas- 
urement is deemed desirable.” 

Building Supply News, Chicago, 
which published a Price-Water- 
house audit of its unit coverage 
last year, has announced that the 
second audit by the same company 
will be released within the next 
month, It suggested two years ago 
to the ABC that unit coverage of 
business publications be made a 
part of the audit. 


Hazel Bishop Uses 
Rock & Roll to Push 
Leap Year Lipstick 


New York, April 6—Hazel Bish- 
op Inc. is using a combination of 
music and dancing to promote its 
new Leap Year Red lipstick and 


nail polish. 
To make sure everybody hears 
about the cosmetic company’s 


newest shade, Raymond Spector 
Co., Hazel Bishop’s agency, de- 


cided to capitalize on the current 


rock-and-roll craze. 

The agency began searching for 
a catchy song to fit Leap Year Red. 
Not a commercial, you understand, 
a popular song. With the help of 
RCA Victor’s Vik records, the 
Spector company found a tune, 
and Lucy Roberts recorded it. The 
record was released last week and 
is expected to start showing up on 
the disc jockey programs soon. 

Tie-in promotions between the 
cosmetic and music departments in 
leading stores throughout the 
country are planned. There also 
will be a contest to hypo the pro- 
motion. 


w The second half of the Leap 
Year Red campaign will be built 
around the “Arthur Murray Par- 


\\ty,” which Hazel Bishop is co- 
| sponsoring on CBS-TV. The Danc- 


ing Maestro has created a special 
dance called “Leap Year Leap” in 
honor of the lipstick. It was intro- 
duced to televiewers last night. 

At the point of sale level, the 
company will follow through with 
an Artuur Murray booklet of 
dancing hints to be distributed at 
sosmetics counters. 

Hazel Bishop is backing the 
Leap Year Red promotions, fea- 
tured on all the company’s tv and 
radio shows, with large space 
newspaper ads in more than 100 
dailies. This series has already 
and it will continue 
through the early summer, 


Cuicaco, April 5—Activity on 
the trading stamp scene continued 
at a brisk pace this week. 

While the King Korn Stamp Co. 
launched a prize giveaway pro- 
gram to consolidate its accounts 
with stamp-giving supermarkets, 
|Chicago supermarket chain stores 
|consolidated their defenses against 
lstamp giving with “retaliatory” 
|stamp plans, for use only if 
| needed. 
| A potpourri of news from 
throughout the country, mean- 
while, still points to a general 
trend (AA, April 2) towards more 
stamp plans. 

King Korn’s_ six-week prize 
drawing program, announced Mon- 
day, will be promoted in chain 
stores participating in its stamp 
program. Involved are supermar- 
ket chains spread out in 18 states, 
among them Food Town Super 
Markets, Washington; Liberal Food 
Stores, Dayton; Klein’s Super 
Markets, St. Paul, and Thriftway 
Stores, Des Moines. 

During the campaign—aApril 3 
to May 12—fill-in blanks will be 
available to all customers of the 
stores. No contest is involved and 
there is no requirement about 
trading stamps. Prizes valued at 
|$102,000 to be awarded on the 
| basis of a drawing, will include 15 
complete General Electric kitchens, 
plus some 2,300 other items, in- 
cluding sewing machines, phono- 
graphs, rotissieries, silverware sets, 
etc. 


a Promotion for the prize pro- 
gram will include a _ $250,000 
multi-media advertising campaign 
spearheaded by a page ad in the 
April 9 Life. The follow-up calls 
for radio and tv spots, plus tie-in 
ads by the participating super- 
markets. Adjacent to these ads 
King Korn will run ads listing all 
King Korn accounts in each area 
where shoppers may register for 
the prize drawing. 

Though the present King Korn 
prize giveaway campaign is sched- 
uled for only six weeks, the intent 
is to keep up a sustained promotion 
for the King Korn accounts. Rob- 
ert D. Schoenbrod, president of 
Powell & Schoenbrod Advertising, 
|which is handling the King Korn 
campaign, says that “plans for 
similar campaigns are already 
under way... We are not going to 
give any of King Korn’s markets 
rest, but we are going to 
continue with this promotional 
technique throughout the year.” 


|g In Chicago, meanwhile, the! 
Jewel Tea Co. supermarket chain 
|revealed that it has its own stamp 
|plan (Extra Value stamps) ready 
and waiting as a “retaliatory” 
weapon. Jewel officials are strong- 
ly opposed to stamp giving, but 
feel they must have such a plan 
ready to avoid large sales losses 
often sustained by stores caught 
off guard by a competitor. “We 
don’t intend to let that happen to 
us,” says G. L. Clements, Jewel 
president. 

Jewel officials noted that Jewel 
already had successfully met stamp 
plan competition in Joliet, IIl., 
where Kroger stores had begun 
giving stamps. Jewel says it met 
the threat with premiums and 
other special merchandising pro- 


its stamp plan. 

Three other supermarket chains 
operating in the Chicago area— 
|National Tea Co., Atlantic & Pa- 
cific Tea Co. and Hi-Lo Food 
| Stores—are not expected to initiate 
stamp use at present, AA learned. 

A National Tea executive told 
AA today that National takes the 
same defensive position about 
stamps that Jewel does. National, 
he said, has about five stamp 
plans available for immediate use, 


though it doesn’t plan to set up its 
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Jewel Sets Up ‘Retaliatory’ Stamp Plan; 
King Korn Bolsters Stamps with Giveaways 


own plan right now. 

The uncertain factor in Chicago 
is Kroger, which has not yet at- 
tempted to launch its Top Value 
stamps in the Chicago market. 
Both Kroger and Top Value told 
AA they do not have any immedi- 
ate plans to launch the stamps in 
Chicago. 


@ Elsewhere around the country, 
meanwhile, there were several in- 
dications of increasing use of 
trading stamps in supermarket 
chains. 


® In Grand Rapids, Mich., Meijer’s 
Supermarkets has launched its 
own stamp program to counter 
Kroger’s Top Value stamps and 
Eberhard Supermarkets’ Sperry & 
Hutchinson stamps. 


® In San Antonio the Super Sav- 
ings Stamp Co. has been formed 
to supply stamps to Hom-Ond 
Markets and IGA stores. 


® In Knoxville Franklin Super 
Markets has started its own stamp 
plan, as has Quick Check Food 
Stores. A third Knoxville chain, 
Cash Stores, is “becoming recon- 
ciled” to the need for offering a 
plan of its own. 


® In California, the Disneyland 
amusement park is trying out its 
own stamp plan, issuing special 
Disneyland stamps to supermarket 
patrons in Bakersfield. The plan 
is being put into action on an ex- 
perimental basis, using the Green 
Frog supermarket in Bakersfield 
as the test area. 

Under the plan, stamps issued 
by the Green Frog are redeemed 
for Disneyland ticket-plan books 
good for admission and rides. The 
Disneyland theme is being used 
in interior and exterior displays 
throughout the store and Disney- 
land personalities have made ap- 
pearances at the store to help pro- 
mote the plan. 


s The promotion was started Feb. 
29 and is scheduled to run through 
July 31. Over 6,500,000 stamps 
were ordered originally, and were 
expected to last through the six- 
month campaign. But present 
give-out rates at the Green Frog 
indicate the stamps will run out 
in four months. 

During the first thirty days of 
the promotion the store issued 
stamps at 3% of gross sales, but in 
the following five months they 
will be issued at the rate of 142% 
of gross sales. To date the Green 
Frog store has recorded sales in- 
creases between 9% and 14%— 


|despite a local industry strike and 


new competition nearby. 


s A significant difference between 
the Disneyland stamp plan and 
standard plans is that while the 
market pays for printing the 
stamps and stamp books, it pays 
only for those redeemed. Disney- 
land officials assert they have no 
intention of going into the stamp 
plan business, but will use it only 
as a promotion within their pri- 
mary market area—an area con- 
taining people who are able to 
travel to and from Disneyland in a 
single day. 

Disneyland officials already have 
termed the Bakersfield test a suc- 
cess and indicate the plan prob- 


motions and didn’t need to roll out | @>ly will be tried soon in other 


parts of its primary market area. 


Purex Beads O’Bleach Bows 

Purex Corp. Ltd., South Gate, 
Cal., is introducing Beads O’ 
Bleach, a chlorine type bleach in 
bead form, after more than a year 
of testing. In two sizes, the pro- 
duct comes in cartons or jars. 
Beads O’ Bleach will be adver- 
tised in business papers and on net- 
work television through “The Big 
Surprise.” Foote, Cone & Belding, 
Los Angeles, is the agency. 
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How sales at the newsstand 
affect sales at the store 


The most significant sales figure a maga- 
zine can point to is its own newsstand 
record. No other figure tells you so much 
about how a magazine is read and re- 
sponded to. 

The latest ABC figures show the Post 
is ahead by nearly 70%. And, as you 
would expect, surveys show it holds a 
similar lead in influence with readers— 
an influence that is keenly felt at the 
retail level. It is this sales impact that 
has put the Post in No. 1 place on so 
many media lists. 

In fact, hundreds of the Post adver- 
tisers use no other general weekly. An 
excellent example is the exclusive 34- 
page Hardware Week section in this 
week’s Post, sponsored by the Inde- 
pendent Retail Hardwaremen of Amer- 
ica. In the past 5 years they have run 
7 special promotions in the Post—and 
only in the Post. And, for this fall, the 
irha has again selected The Saturday 
Evening Post to carry its Family Gift 
Center section. The Post gets to the 
heart of America. 


NEWSSTAND SALES 


LATEST ABC FIGURES 


$00 000 ‘ G00 000 | $00 000 
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THE SATURDAY EVENING POST | 


--and I thought Bellevue was 
strictly for nuts and drunks!” 


CHICK AIELLO, Copy Supervisor, Kudner Agency, Inc., N.Y., previews wo 
“My Life in Bellevue,” by Dr. Salvatore Cutolo from this week's Post. 


| 20): ST a o — VUE 
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“It used to bea place of noreturn.In “Victory Girls” classic—are even 
some ways it still Jooks like it. But the more fascinating than the rumors. I 
ambulance was invented here—and hope I never land there. . . but it’s 
so were many of the most modern _ nice to know it’s there— just in case!” 
medical techniques. In fact, they say 45, a11, 10 articles, 5 stories, 2 serials, and 
it’s one of our very best hospitals! many special features in the April 14 
And the true stories about it—likethe issue of The Saturday Evening Post. 
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of Newsweek's 
million-plus families. tap Ee 


The median income 

of Newsweek's 

reader families is the 
second highest among 
all national magazines* 


*Daniel Starch & Staff, Consumer Magazine Report 


WHAT’S MORE—Newsweek delivers 
more readers in Business, Industry 

and Government, per advertising dollar, 
than any other weekly magazine. 
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The Perfect Advertisement 


Probably there is no such thing as a perfect advertisement, any 
more than there is a perfect picture, or a perfect musical composition, 
or a perfect man. 

But if there is such a thing as a perfect advertisement then surely 
it must conform closely to the definition laid down in a speech in 
Pittsburgh by Ernest Jones, president of MacManus, John & Adams. 
The perfect advertisement, he said, is the ad that is not talked about 
but acted upon. “Advertising properly prepared should be as per- 
suasive and yet as unidentified—both before and after taking—as 
vodka in a martini. The greatest compliment we can pay to advertis- 
ing is to have people unaware that it has influenced them at all.” 

In a very real sense, the advertising of Coca-Cola, whose basic 
philosophy was outlined recently by Felix Coste, falls within the 
bounds of this definition. Coca-Cola has never, according to the 
Coca-Cola people, done anything exciting or startling or glamorous 
in advertising—just the same old simple stuff, hammering home a 
couple of basic thoughts, and never forgetting to tag a single pro- 
motional base. 

Strangely enough, the same thing holds true for a good many prod- 
uct leaders: Chevrolet has led the automobile sales pack for nearly 
a quarter of a century; Colgate has never been headed in the denti- 
frice market; Tide has walked away from the detergent competi- 
tion—yet none of these is particularly notable for the kind of adver- 
tising that wins awards in art or copy competitions, or creates pangs 
of envy in the breasts of yearning copywriters. And such outstand- 
ing makers of sales as Sears, Roebuck and A&P have demonstrated 
quite clearly that there is really nothing horrendous about building 
an “image” in the public mind which consists of nothing more start- 
ling than the impression that reliable goods are here sold at better- 
than-average values. 

Can it be that the advertising which tends to attract attention to 
itself, rather than to the product or service it advertises, is primarily 
that of the advertiser who is not the leader in his product category, 
and who must therefore strive for recognition by seeking out new 
advertising pathways—since the “perfect sales story” for his type of 
product has already been pre-empted by his competition? 

Whether this be true or not, it does seem likely that much of the 
innovating, in advertising as in product, must perforce come from 
those who are attempting to unseat a leader; while the leader him- 
self, happily saddled with a broader market than any competitor, 
must be cautious and relatively conservative in his approach. 


Stay on the Creative Side 


We are glad to see that Fairfax Cone has joined the growing list 
of top agency executives who have decided it is more fun and more 
profitable, psychologically and perhaps financially, to foresake ad- 
ministrative chores for creative advertising activities. 

Mr. Cone will apparently continue as president of his agency, but 
he will “relinquish all of his present administrative duties to devote 
full time to creative efforts.” A host of others who came up through 
the creative side of the advertising agency business are doing like- 
wise, and their decision is to be applauded. 

The advertising agency business is indeed a business, as we have 
insisted time and again, and the practitioners of advertising must 
act like business men, know what business is all about, and have a 
proper respect for profit and loss statements, balance sheets, and 


‘ other measurements of a business enterprise. 


Yet it cannot be denied that the heart and guts of the advertising 
business is the creation and production of effective and efficient 
advertising, and this is a creative operation with which personnel 
reports, cost estimates, payrolls and similar administrative details 
have little in common. Creative men ought not to be enmeshed in 
business detail just because they happen to be successful. 


Gladys the beautiful receptionist 
| | 2 |e ee 


just doesn’t understand 


—Carl Johansen, Doremus & Co., San Francisco. 


“The account exec says our research man knows all the answers. He 


the client’s questions.” 


| What They're Saying 


Obligations of Broadcasting 
| I think those of us in broadcast- 
|ing have obligations to our listen- 
|ers and viewers that go far beyond 
|anything we have assumed in the 
past, and I think it is high time we 
|got down to the job of fulfilling 
|those obligations. 

| This may sound contradictory to 
you, but I don’t believe it is... 
|First, we have the obligation of 
| being profitable, because unless we 
are, we never can afford to do the 
‘things that our responsibilities de- 


|mand. We just can’t win the Ken-| 


|tucky Derby with a spavined mule. 
| We think we have an exceedingly 
‘valuable product in radio and 
television time and we certainly 
should treat it with the respect it 
|deserves. How can we accomplish 
all this? One way is through more 
\creative selling on our part...and 
there is certainly room for it. Ad- 
| vertising media have got to spend 
/more time finding new sources of 
| nourishment and less time picking 


| the flesh from each other’s bones. 
| Second, I think we need a brand 


new word for public service, and 
|a new definition for programming 


|in the public interest. Too many 


| 
| 
| 
| 


times a public service program is 
a real dog show, unimaginatively 
produced, inadequately staged, put | 
on the air at an odd time that we 
can’t sell anyway, broadcast either 
for the record, or to get somebody 
off our backs—and looked at, or 
listened to, by no one, not even the 
transmitter engineer. 


—Roland V. Tooke, vp, Westinghouse 
Broadcasting Co. in charge of KYW 
and KYW-TV, Cleveland, speaking be- 
fore the Cleveland Sales Executives 
Club. 


Great Advertising Is 
Still Needed 

It has been argued that the mod- 
ern approach to marketing—that 
is, marketing planning; marketing 
research; product and packaging | 
improvement; integration of sales | 
and merchandising with advertis- | 


ing—all take some of the load off” 


consumer advertising, that is, they radioactive material and other 
substances, pre-seasoning the wood as its advertising budget, and on” 


contribute so much to the effec-| 
tiveness of the total marketing pro- 
gram that they lessen the need to 
have really great advertising. 
Contrary to that, I am sure in 
your sane, sound thinking, you 


| 
| 


have reached the conclusion that 
increasing competition of all kinds 
from all quarters makes the whole 
of marketing a tougher arena in 
which to contend for honors. And 


I’m equally sure that you have) 
reached the conclusion that this) 
demand for more effective per-| 


formance in all phases of market- 
ing should not be permitted to less- 
en recognition of the need for 
really great advertising. 


—Edwin W. Ebel, vp, advertising and 
consumer relations, General Foods 
Corp., speaking at the Assn. of Na- 
tional Advertisers’ spring meeting. 


Write It Out 


Much real estate advertising in 
newspapers is written far too 
lightly. You do this in an effort 
to save space, but you often defeat 
your own purpose. For one thing, 
you use abbreviations that many 
readers don’t understand. They’re 
fine for your office records but not 
for the public. Remember that 
people don’t study advertising. 
They read it quickly, not word for 
word. In any writing that is to be 
widely read, there has to be a cer- 
tain number of wasted words, 
words that give readers a chance 
to move their eyes and catch their 


breath mentally. 
—Jarvis W. Mason, vp in charge of 
research, Wilson, Haight, Welch & 
Grover, addressing the Hartford Real 
Estate Board. 


Money Isn't All 

People like to work if their work 
is not dishonored and if some 
social significance is attached to it. 
The materialistic concept that 
money is the prime motive for 
work is also faulty because wages 
are listed fifth on the worker’s 


rating of 10 morale factors. 
—Travis Elliott, management consult- 


ant, Austin, Tex., speaking at a man-— 


agement seminar for food retailers, 
sponsored by the National Assn. of 
Retail Grocers and school of business, 
Florida State University, at the Uni- 
versity of Chicago. 


What'll You Have, Pink? 


Twenty years from now, forest- 
ers will inject selected trees with 


and creating the desired colors 
while the tree is still growing... 
—Lorain Fawcett, president, Allcolor 
Co., New York, speaking at the Pack- 
Assn. of Canada convention in 
Toronto. 
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Rough Proofs 


Livestock producers think con- 
'sumers might be persuaded 
|through advertising to eat their 
way out of the farm surplus. 

It would be an even better idea 
if popular fancy once more ap- 
proved the stylish stout. 


“Magazine men deplore second- 
class mail rate boost,” headlines 
the world’s greatest advertising 
journal. 

That comes in the same category 
as deploring the all-consuming in- 
come tax. 


It isn’t exactly the electronics 
battle of the century, but the flor- 
ists are going to have to decide 
whether to send flowers by West- 
ern Union’s telegraph or AT&T’s 
telephone. 


Fred Allen used to say that an 
adman’s job is to build a molehill 
into a mountain by 5 p.m., and 
that’s what admen seem to be 
doing with Grace Kelly’s wedding. 


A Senate subcommittee reported 
(that movie advertising has 
“reached a point close to obscen- 
ity.” 

But the movies’ advertising bark 
|has always been a lot worse than 
their bite. 


U.S. News & World Report 
makes it clear that it expects to 
continue to pay a 15% commission 
to agencies it recognizes as quali- 
‘fied. 
| That is undoubtedly news, and 
|so far no medium has made even 
_ bigger news by announcing that it 
| won't. 

oa 
| Farm Journal talks eloquently 
about satisfying “the desire for a 
good life as well as a good living.” 

There is a difference. 


: 
| A Greenwich Village trucker, as 
‘reported by the Village Voice, is 
|“trustworthy, loyal, courteous, 
\kind, obedient, careful, thrifty, 
brave, clean, reverent and in- 
sured.” 
| That’s good enough copy for 


|State Farm Mutual or Allstate. 


| “Ask Peters, Griffin, Woodward 
|Inc. for all the facts,” suggests 
WHO-TV. 

If you don’t recognize the 
monicker, it’s your old friends 
Free & Peters. 


The advertising agency gals re- 
cently selected as beauty queens 
don’t mind a bit demonstrating the 
obvious fact that there’s no law 
against a miss having a few brains 
to go with her beauty. 


7 

| W. A. Sheaffer Pen Co. has a 
|new Skrip with a luminescent ad- 
'ditive, and a lot of the smart direct 
| mail boys are already getting some 


bright ideas. 
| ° 
Sears, Roebuck uses 2% of sales 


‘that basis may spend over $100,- 
000,000 in 1956. 
The 2% is not just for cash, but 
cash and credit, too. 
Copy Cus. 
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Advertising Linage is the Final Measure 
of a Newspaper’s Sales Power 


How do 
inancial 


| advertisers 
| rank 


Philadelphia 
hewspapers? 


a 


First in National Advertising 
First in Retail Advertising 

First in Classified Advertising 
First in TOTAL Advertising 


TOTAL FINANCIAL ADVERTISING 
1955 


INQUIRER | BULLETIN 
627,000 lines | 536,000 lines 


In 1955 The Inquirer published the largest volume of financial 
advertising ever carried in any newspaper in the history of 
Philadelphia—627,000 lines ...a gain of 60,000 lines over 1954 
...a leadership of 90,000 lines over the second newspaper. 


1955 marked the 22nd consecutive year that financial adver- 
tisers have made the Inquirer their first choice for sales in the 
Delaware Valley, U.S.A. 


The Philadelphia Pnguirer 


Constructively Serving Delaware Valley, U.S.A. 


Exclusive Advertising Representatives: 

NEW YORK—ROBERT T. DEVLIN, JR., 342 Madison Ave., Murray Hill 2-5838; 
CHICAGO—EDWARD J. LYNCH, 20 N. Wacker Drive, Andover 3-6270; 
DETROIT—GEORGE S. DIX, Penobscot Bidg., Woodward 5-7260. 


West Coast Representatives: 
SAN FRANCISCO—FITZPATRICK ASSOCIATES, 155 Montgomery St., Garfield 1-7946; 
LOS ANGELES—FITZPATRICK ASSOCIATES, 3460 Wilshire Boulevard, Dunkirk 5-3557. 
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Inertial guidance, a new and extremely complex technique, will guide the 


Engineers and Scientists Applaud 


In January, 1956, Aviation WEEK captured the attention of key 
engineers and scientists throughout the aviation world with an 


Typical of Aviation Weex’s staff of ex- 
perienced engineer writers is Avionics 
Editor Philip J. Klass, author of the ex- 
clusive report on this 
new missile guidance 
system. Mr. Klass 
graduated in Electri- 
cal Engineering from 
lowa State College in 
1941, joined General 
Electric, and spent 
the next ten years in 
phases of GE’s avionics activities including 
fire control, flight control, navigation, and 
instrumentation joining AviATION WEEK in 
1952. Mr. Klass is a member of the Ameri- 
can Institute of Electrical Engineers In- 
stitute of Radio Engineers (member of IRE 
professional groups on Aeronautical and 
Navigational Electronics, Communications 
Systems, Electronic Computers, Radio Tele- 
metry and Remote Control, Component 
Parts, and Management), Aviation Writers 
Association, and Delta Sigma Rho. 


exclusive report on Inertial Guidance. Here are a few of their 
comments taken from over 1,200 world-wide responses. 


“...avery lucid and informative series...” 

NAVIGATION SYSTEMS DEPT. 

SPERRY GYROSCOPE CO. 

SPERRY-RAND CORP. 
“... the staff and students of the Specialists Navigation course . . . have 
found your series of articles . .. most valuable.” 

BRITISH ROYAL AIR FORCE FLYING COLLEGE 
“. . . articles of this type provide a service to engineers concerned with 
avionics that is not available anywhere else . . .’ 

ASST. DIR. OF RESEARCH 

DALMO VICTOR CO. 
“I have just returned from a two-weeks trip to Europe. . . . In both Eng- 
land and Sweden, people made reference to your series of articles on In- 
ertial Guidance. The engineering people, particularly those at SAAB in 


Sweden, were most complimentary about your articles.” 
VICE PRESIDENT, AERONAUTICAL DIV. 
MINNEAPOLIS-HONEYWELL REGULATOR CO. 


“Our scientists are eager to get the reprints and will make good use of 


them.” 
OFFICE OF NAVAL RESEARCH 


“Your series of articles on Inertial Guidance have been remarkably 


interesting.” 
FRENCH MINISTRY OF NATIONAL DEFENSE 


McGraw-Hill Publishing Company, inc., 330 West 42nd Street, New York 36, N. Y.: Other Advertising Sales Offices: Atlanta 3, Ga., 801 Rhodes- 
Haverly Bldg. Boston 16, Mass., 350 Park Square Bidg. Chicago 11, IIl., 520 N. Michigan Ave. Cleveland 15, Ohio, 1510 Hanna Bidg. Dallas 1, Texas, First 
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intercontinental ballistic missile as well as missiles such as the illustrated Matador. 


AVIATION 


weex’s Inertial Guidance Report 


“You are to be commended on the excellence of these articles which will 
be valuable here.” 


U.S. NAVAL ORDNANCE TEST STATION 


“|. . our engineers have followed the series with intense interest.” 
STANFORD RESEARCH INSTITUTE 
ENGINEERING DIVISION 
“_. . enjoyed and profited very much from your recent series of articles 
on Inertial Guidance.” 
FARNSWORTH ELECTRONICS CO. 
“This reprint ... should be of value to me in my work. Other articles of 
a generally similar nature, such as the one on Tacan in the issue of last 
September 26, are of particular interest and value to all of us engaged in 


electronics and/or avionics.” 
RESEARCH ENGINEER 
HUGHES RESEARCH & DEVELOPMENT LAB. 


“This series has been of great value to me...” 
GENERAL RADIO COMPANY 
“It is a very helpful series to the group here in Aviation and Computers.” 
HOUDAILLE INDUSTRIES, INC. 
RESEARCH & ENGINEERING DIV. 
“1 would like to congratulate you on your series on Inertial Guidance. It 
was clear, well written, and done with your characteristic thoroughness.” 


DESIGNER 
HAMILTON STANDARD DIV, 
UNITED AIRCRAFT 


A McGRAW-HILL 
PUBLICATION 


This Enthusiastic World Wide Re- 
sponse to AVIATION WEEK’s report 
on a new technical development is 
one more example and proof that: 
Engineers, scientists and manage- 
ment personnel, the men who have 
the buying power, read AviATION 
WEEK more than any other publica- 
tion to keep abreast of new tech- 
nical developments when they hap- 
pen, and while they are still of 
interest. 


Your advertising sales message, 
placed in Aviation Week will get 
attention from the men who are 
vitally important to your business. 


AVIATION WEEK 


National Bank Bidg. Detroit 26, Mich., 826 Penobscot Bidg., London E. C. 4, England, 95 Farringdon Street. Los Angeles 17, Calif., 1125 West Sixth St. 
Pittsburgh 22, Pa., 738-9 Oliver Bldg. Philadelphia 3, Pa., 17th and Sansom Streets. San Francisco 4, Calif., 68 Post Street. St. Louis 8, Mo., Continental Bidg. 
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Advertising Age, April 9, 1956 


ABP Asks Biennial 
Census of Output 
and Distribution 


New York, April 3—Associated | 
Business Publications has request- 
ed the federal government to in-| 
augurate a biennial census of pro- 
duction and distribution similar 
to the Census of Manufactures that | 
was made through 1939. 

A formal proposal to that effect | 
was forwarded yesterday to the 
President, Secretary of Commerce, | 
members of Congress, the director | 
of the census and the heads of | 
leading national trade and indus- | 
trial associations. It asked that the | 
first reports cover the calendar 
year 1957. 

“The development of new con-| 
cepts and new methods of distri- | 
bution are being unduly delayed, 
not by too little, but by too late 
reporting of the patterns of nation- 
al production and distribution,” | 
the ABP proposal says. 


Getting Personal 


“Getting Personal?” 
Yes! 


26 times a year we print these messages next to 
Advertising Age's famous "Getting Personal” column 
because IRE is only concerned with people! 


Mrs. Ruth Gutman was married March 22 in New York to Jack 
Epstein, a member of the advertising staff of Parents’ Magazine... 

George F. Smith, president of Johnson & Johnson, has been se- 
lected as “Outstanding Citizen of New Jersey for 1955” by the Ad- 
vertising Club of New Jersey. “A few of his many good works” are 
“his contribution to the building of the New Jersey Turnpike, his 
outstanding work for safety in the home, in the schools, on the high- 
ways and on the job and in fire prevention, his contributions to 
community and area planning and in the rewriting of the New Jersey 
Constitution.” The Outstanding Citizen Award, 19th to be awarded 
by the club, will be presented to Mr. Smith at a luncheon April 19 
in Newark... 


Everybody talks about the fabulous electronic 
industry but IRE does something about the engineers 
who make it. “Proceedings of the IRE” is owned by 
and published for 40,000 of these engineers. The IRE 
DIRECTORY lists them, and their firms and products. 
The IRE Convention and Radio Engineering Show 
brings them together to exchange information. 


Yes, IRE is “personal” in its service to the key 
men who make the electronic industry. . , 
# It points out that the national 
census of business is scheduled 
once every five or six years, and 
that the latest complete data of 
this kind reflects conditions of | 
eight years ago. | 
The inadequacy of census data 
stems from the failure of Congress | 
to provide sufficient funds, ABP | 
says, and not from a lack of in-| 
terest or effort on the part of the 
Census Bureau. 


Industrial Ad Confab Set 

The sixth annual Ohio Valley 
Industrial Advertisers’ Conference | 
will be held May 2 in Hotel Neth- 
erland Plaza, Cincinnati. William 
A. Schoneberger, General Electric 
Co., is chairman. 


Engineers are educated 
to specify and buy. 


INSTITUTE OF RADIO ENGINEERS 


F 5 e 
| Proceedings of the JRE 
Advertising Department 
1475 Broadway, New York 36, N. Y. 


Huntington Schirmer 


35TH ANNIVERSARY—Daisy I. Huntington, New York office manager of 

Campbell-Ewald Co., receives 35 roses and a check on her 35th an- 

niversary with the agency. E. A. Schirmer, senior vp from the De- 

troit home office, and Frank W. Townshend, vp and eastern opera- 
tions manager, make the presentation. 


Mr. and Mrs. Andrew Armstrong, Park Forest, Ill., have an- 
nounced the engagement of their daughter, Ann Elizabeth, to Ga- 
briel R. Marek. Mr. Armstrong is a vp and director of Leo Burnett 
Co., Chicago... 

St. Joseph’s College, Philadelphia, awarded honorary Doctor of 
Laws degrees March 22 to Ben Duffy, BBDO president, and to Paul 
Herron, president of WIBG-Radio and WPFH-TV, Philadelphia... 

Carl Bailey, Catalina resident manager for Station KBIG, has been 
named chairman of the advertising and publicity committee of the 
Avalon Chamber of Commerce... 

Gloria Jane Frankel was married March 25 in New York to Lee 
Hanower, director of market research, Nitrogen division, Allied 
Chemical & Dye Corp...And Irene Salinger, executive editor of 
Gold Medal Books, a division of Fawcett Publications, was married 
March 25 to Lewis L. Glucksman... 


ARE YOU 
HALF-COVERED 


THis MALT 
OF NEBRASKA 
1S COVERED BY 


7) KOIN-TY ont! 


Hayes Whiteman Kintner Firestone Kintner 


KOLN-TV covers Lincoln-Land — 200,000 families, SPONSOR'S ROLE—Harvey S. Firestone Jr., chairman of Firestone Tire 


42-COUNTY 
LINCOLN-LAND AREA TELEPULSE 


Shore of Audience — September, 1955 


¥ 
| 


| 


| PAONDAY THRU FRIDAY 


SATURDAY 


*Does not broedcast for complete period ond the 


-W. 
NV “~ 


Exclusive National Representatives 


KOUN-TV 
100— 600 p.m 
6:00 — 11.00 p.m. 


100— 600 p.m 
6:00 — 11.00 p.m 


100— 600pm 34* 
600—1100pm | 35 


Kansas. 


of audience is unadjusied for ths situation 


She: el, et Slalions 


WkZ0 Tv — G oi RAPIDS KALAMAZOO 
WK7ZO RADIO — KALAMAZOO-SATTLE CREER 
WJEF RADIO — GRAND RAPIDS 

W JEEP — GRAND RAPIDS KALAMAZOO 
KOLN TY — LINCOLN, NEBRASKA 


. 


Arsocvated with 
WED RADIO — PEORIA, ILUNOIS 


Avery-Knodel, Ine. 


125,000 of them unduplicated by any other TV station! 


95.5% OF LINCOLN-LAND IS OUTSIDE THE GRADE 
“B” AREA OF OMAHA! This 42-county market is farther | 
removed from Omaha than Hartford is from Providence 

. or Syracuse from Rochester. 


September, 1955, Telepulse figures prove that KOLN-TV | 
gets 194.4% more nighttime viewers than the next station— _ 
138.1% more afternoon viewers! 


Avery-Knodel has all the facts on KOLN-TV—the Official | 
CBS-ABC Outlet for South Central Nebraska and Northern | 


CHANNEL 10 * 316,000 WATTS * 1000-FT. TOWER 


KOLN-TV 


COVERS LINCOLN-LAND —NEBRASKA’S OTHER BIG MARKET 


ae ee Ss 


& Rubber Co., makes like a camera director at a party following the 

company’s special “Springtime, USA” telecast on ABC. With him 

are Helen Hayes and Paul Whiteman, both of whom appeared on 

the show, and Mrs. Robert E. Kintner and Mr. Kintner, president 
of ABC. 


James D. Shouse, board chairman of the Crosley Broadcasting 
Corp., and a director of the Cincinnati Enquirer, and Katherine 
Fox, former director of special broadcast services for Station WLW, 
were married March 27... 

Mrs. Harold Stretch Jr., president of the Camden Courier-Post, 
is recuperating at her home in Haddonfield, N. J., with a fractured 
elbow, the result of a fall on ice in her driveway... 

Andrew Scott, third son of Mr. and Mrs. Edwin Parets, weighed in 
at 7 lb., 8 oz. at New York Hospital March 13. Mr. Parets is Park & 
Tilford’s vp in charge of advertising and merchandising. . . 

American Magazine has an article by Kenneth W. Slifer, head of 
N. W. Ayer & Son’s copy department in Philadelphia, in its March 
issue. Called “It’s Fun to Camp in Europe,” it deals with a Slifer 
family trip several summers ago... Philip Klein, of the Philadelphia 
agency bearing his name, is executive director of the Philadelphia 
Defense Council, as of April 1. . 
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How would you describe Better Homes & Gardens? 


It'sa contest ...for advertisers and agency people only! 
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It’sa Woman's 
magazine! 
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i[t’sa@ Mass Circulation ; 
magazine! : 


It’sa Specialized 
magazine! 3 
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Remember the story of the 6 blindmen? One felt an elephant’s side and cried, “‘It’sa wall!’’ Another touched the tail and said, “‘It’sa rope.’’ Each of the six blindmen 
touched a different part of the elephant and each one was sure that his description was correct and complete. MORAL: You can be partly right and still be all wrong! 


Just give us your idea of what 


Better Homes & Gardens is and does... 


If you try to describe BH&G piecemeal, as the 
blindmen did the elephant, you may come out 
wrong. For instance, you might say BH&G is a 
woman’s magazine, since it has an audience of 
over 8 million housewives. But you’d only be 
partly right because nearly half of BH&G’s readers 
are men! BH&G is a “big buy” in so many ways 
that it’s hard to describe. 

You may win up to $3000 in merchandise just 
for giving us your ideas about BH&G—what it is 
and what it does for its advertisers, via its readers. 
Say anything you like—we won’t quote you. It’s 
not the purpose of this contest to get your thoughts 
for a testimonial. 

There’s no law against calling your local BH&G 
representative if you have any questions you’d 
like to ask about the Big Buy in magazines. 


me NE HOE MELE” Batter Homes & Gardems ries comono0 mim 200 


$40,000 .. emzes vou choose 


yourself from the pages of BH&G! 
120 PRIZES IN ALL 


SECOND PRIZE.................$1000 
3 THIRD PRIZES, each .........$ 500 
15 FOURTH PRIZES, each............ $100 
20 FIFTH PRIZES, each ..............$ 50 
80 ADDITIONAL PRIZES, each.......$ 25 


PLUS A FREE GIFT FOR EVERYONE WHO ENTERS! 


How it works: If you 'win, you may choose any advertised 
item or items with a total retail cost that’s up to the 
amount of your prize from any 1956 issue of BH&G. All 
prizes must be selected by December 31, 1956. 


FOLLOW THESE EASY RULES TO WIN: 


1. Type your entry on your company letterhead. Tell us what 
kind of a magazine you think BH&G is, and what it does for its 
readers and advertisers. For instance, you might say: “It’s a 
big buy for advertisers because it’s a magazine that generates 
action from men and women who are adle to buy and want to buy 
anything that contributes to better and happier living.” Use as 
many words as you need. 


2. Attach an official entry blank (the one below or a reasonable 
facsimile) to your entry. Be sure to fill in your name, firm name, 
and address. Contest closes May 15, 1956. 


3. Entries will be judged on aptness, penetration and interest. 
Judges’ decision will be final. Duplicate prizes in case of ties. 
Entries become the property of Meredith Publishing Co. and no 
entries will be returned. Your statements may be used, but never 
your name. 


4. Contest is limited to national advertisers and advertising 
agency personnel. Employees of the Meredith Publishing Co., 
J. Walter Thompson Co., or their families, may not compete- 
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OFFICIAL ENTRY BLANK 


(Cut out and attach to your entry) 


BETTER HOMES & GARDENS 
“tt'sa"’ Contest, Dept. AA-2 
Des Moines 3, lowa : 


Your Name. 
Your Firm Name 
Your Job 


Addrec< 


POORER O EEO ROH ENERO Rete een ee eees 


City Zone a 


Remember . . . everyone who sends in an entry will receive an $ 
. attractive gift from BH&G, free. Contest closes May 15,1956. : 
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Advertising 


Put your Advertising Outdoors and Watch Amer 
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Outdoor Advertising 


“SEE-POWER”’ 


RALPH H. HARRINGTON, Advertising Director 
The General Tire & Rubber Company, says: 


“Poster advertising is a natural for tires because it is seen most often by 
people who drive their cars the most and wear out their tires the fastest— 
and when they are most conscious of the need for tire safety. Poster adver- 
tising has been a basic dealer cooperative medium with General Tire and its 


dealers since 1943.” 


OUTDOOR MEDIUM IS UNMATCHED 


This mighty medium delivers greater flexibility, continuity, color, and circulation at 
lowest cost. T.A.B.* figures show 93% of people see OUTDOOR—average person sees 
it 22 times per month. POLITZ figures show that average exposure to pedestrians 
is 64 seconds—to motorists, 21 seconds. 


Harness this great “SEE-POWER” for your campaigns—and sell! 
*Traffic Audit Bureau 


Poster designed by D’ Arcy Advertising Company 


OUTDOOR ADVERTISING INCORPORATED 


NATIONAL SALES REPRESENTATIVE OF THE OUTDOOR MEDIUM 


oO A | 60 EAST 42nd STREET, NEW YORK 17, N. Y. 
ATLANTA «+ BOSTON «+ CHICAGO «+ DETROIT « HOUSTON «+ LOS ANGELES 


r PHILADELPHIA + ST. LOUIS + SAN FRANCISCO «+ SEATTLE 


Copyright 1956 Outdoor Advertising Inc. 
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League for Better Dress Bows 
The League for Better Dress, an 
organization devoted to promoting 
better dress among men, has been 
formed with offices at 785 Fifth 
Ave., New Yark. Major purpose) 
is to disseminate information on/| 


(Continued from Page 1) 
idea enough to assure a reasonable 
percentage of placement of dis- 
plays, although there are still 
|many advertisers who have yet to 
| learn this lesson. But the real pros 
|in the field have turned to quality 
and specific purpose as the pri- 
, |mary guides in the preparation of 
new displays. 


good grooming. No individual 
commercial products will be pro- 
moted. Emil Klein, a custom tail- 
or, is director. 


s While it is difficult to single out 
any key trend, with so many things 
happening in this highly active 
|segment of advertising, it is par- 
|ticularly interesting to note the 
‘constantly increasing degree of 


the station 


that made jagency participation in point of 
|purchase advertising. Behind this 
ROANOKE development are several factors: 
| 1. Advertisers are allocatin 
’ | e g a 
VIRGINIA S greater portion of their over-all ad 
NO. 7 budgets to displays. 
TV MARKET | 2. More emphasis is being given 


|the integrated merchandising ap- 
|proach, which calls for coordina- 
ition of the display program with 
|other media. 


| 3. The increased competition in 
| the display field has forced adver- 
|tisers to seek out more creative 
talent to be applied to their point 
of purchase promotions. 


70.2% 


station share 
of sets... (ars) 


| 


| 4. In many cases, entire adver- 
| tising programs are being built 
| around in-store promotions. 


es As a result, point of purchase 
advertising know-how has become 
increasingly important as a factor 
in the competition among agen- 
cies for accounts—particularly in 
the soft goods fields. 

Another trend which stands out 
is the development of displays 


WSLS-TV 


CHANNEL 10 
ROANOKE, VA. 


Displays Are Getting Bigger Share 
of the Advertiser's Total Budget 


other displays. 


s Probably the greatest flurry of 
activity, however, has been in the 
development of informative dis- 
plays which substitute for person- 
to-person selling. With a major 
share of point of purchase effort 
aimed at self-service outlets, ad- 
vertisers, agencies and producers 
have made a concerted effort to 
build hard-sell features into dis- 
plays. 

An interesting development in| 


swer” display. A typical example 
is a unit developed for RCA by 
Marketing Devices Inc., New York. 
It has illustrations of a number of 
different types of portable radios, 
with a small lever below each il- 
lustration. When the prospective | 
buyer pushes the indicated lever, 
a light comes on indicating the 
right battery number for that ra- 
dio. Helene Curtis has a similar 
display which provides answers to 
common beauty problems. 


s Talking displays, too, have be- 
come more popular. One of the 
most interesting developments of 
the past year is a sound and action 
unit produced by Oakton En- 
gineering Corp., Evanston, IIL. 
Called “Robotape,” the device has 
a continuous loop of tape which 
contains both a sales message and 
inaudible electronic signals which 
activate the item being displayed. 
It has been used, for example, to 
demonstrate the power seat of 
an automobile—putting the seat 
through various movements as a 
voice describes the action. 


this field is the “question and an- | 
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ifornia swim suit display at J. W. 


and removal. In the same vein, 
plastic decals, which require no 
soaking and can be instantly ap-| 
plied or removed, yet have long! 
life, are becoming more popular. 
All point of purchase emphasis, | 
however, hasn’t been on displays | 
alone. Just as much, if not greater, 
attention has been given to pack- 
ages which do double duty as p.o.p. 
merchandisers, The use of the 
package as a display in itself has 
become particularly important in 
the soft goods field, if for no other 
reason than that there is so much 
competition for display space. 
When the package is the display, 
there is little question about it 
being used. 
This has turned out to be the 
solution to the age-old problem of 
getting display space in depart- 
ment stores and other outlets 
which have maintained a policy of 
no individual advertisers’ displays. 
Many types of items which pre- 
viously have been packed only in 
bulk or in shipping containers, are 


In addition to sound, there has 
been a continuing increase in the) 


which utilize previously “wasted” 
space in stores. Probably the most) 
obvious type of display developed 
along these lines is the mobile. But 


use of motion, illumination and | 


now being individually packaged 
to gain display-type selling at the 
point of sale. 
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| third dimension in displays. 
With improved flashlight bat- | 


‘tery motors, which provide almost | a Another part of this picture has 


MANIKIN ACT—Three real girls get into the show in this Cole of Cal- 


Robinson, Los Angeles. The three 


live ones take tableau poses with the dummies, then startle cus- 
tomers by “coming to life.” 


cluded. 

In spite of the present volume, 
however, indications are that there 
will be a substantially increased 
volume in this field during the 
next few years. Two primary fac- 
tors lie behind the prospects for 
continued expansion: 

1. Point of purchase displays are 
receiving increased attention in 
fields where there has been a rel- 
atively small amount of activity in 
the past. Just two examples: Hard- 
ware stores and lumber yards, 
where the do-it-yourself boom is 
rapidly changing the general na- 
ture of the buying volume. 

2. The extension of self-service 
merchandising to more types of 
stores, with a resultant need for 
salesman-replacing promotion ma- 


terials. 
oy 


even this now well-established dis- 
play format is finding a limited 
amount of available space, and 
display producers have had to de- 
velop innovations to gain accept- 
ance. 


jany kind of motion at low cost, 
janimated displays have become 
|more or less standard. Illumina- 
| tion, meanwhile, is being used for 
|many purposes, with particular 


A great deal of attention has | mPhasis on simulated animation. 


been given to the designing of spe- | 


cial hanging devices which permit |® Typical of the uses of illumina- 
attaching mobile-type displays to| tion to provide animation is the 


walls, fixtures, products—and even 2¢W Signarama dealer identifica- 
tion sign produced for Admiral 


Corp. by Neon Products Inc., 
Lima, O. By use of changing colors 
of illumination, Admiral’s plastic 
signs gain the attention-getting 
characteristics which have pre- 
viously been limited to neon and 


| been the increased attention being 
igiven to shipping containers as a 
display vehicle. The plain corru- 
| gated shipping container is rapidly 
becoming a thing of the past as 
advertisers turn to every possible 
|means of getting display advertis- 
|ing. Many shipping containers are 
being designed so that they can be 
converted into floor stands, shelf 
extenders or counter merchandis- 
ers as soon as they are opened. 
One of the most ingenious appli- 
cations of this idea is Schenley 
Distillers’ “AdverCase.” The Ad- 
verCase, which Schenley has pat- 
}ented, is designed so that once the 
‘contents have been removed from 


incandescent bulb signs. A new/|the shipping container, every bit 
type of fast-starting fluorescent | of the remaining case can be trans- 
lamp and special ballasts have|formed quickly into large quan- 
provided this improvement in the | tities of colorful display material. 
now dominant plastic dealer sign.| The top and bottom of the case, for 

‘example, become window or coun- 
s While “3-D” has become a dead | ter displays, standing on their own 
issue in most advertising media, it | self-contained easels. The separa- 
still holds a prominent place in| tors, used in shipping to prevent 
the display field. Vacuum-formed | containers from rubbing against 
plastic displays have been increas- | one another, have a series of per- 
ingly popular. Today, vacuum |forated holes and can be used to 
forming is being used for almost | support stacks of bottles in attrac- 


Get your BASIC 


MARKET DATA 
the easy way! 


Why strain when you can 
get all the basic market 
data about every major 
trade and industry easily 
and quickly in IM’s 
Annual Market Data & 
Directory Number, June 
25th. Nothing else like it 
anywhere! 


Trial subscription brings 
you one copy of IM each 
month plus the annual 
556-page Market Data 
Number—all for only $3. 


every type of display, from giant 
product replicas to eye-catching 
window “stickers.” 


back bar and mirror dimensional 
displays with sports tie-ins de- 
veloped for Gallagher & Burton by 
Goodren Products Corp., Engle-| 
wood, N. J. Produced with such 


the face of the signs, the Gallagher | 
& Burton displays have a trans- 
parent background and adhesive 
strips om the back, so that they | 
appear to be part of the surface to 
which attached. 


ew Adhesive backing also is being | 
used to a greater extent in many 
other types of displays, with con- 
siderable emphasis being given to 
the problem of ease of application | 


A typical example is a series of | 


items as footballs extended from | 


ler set, as well as an intriguing 


tive arrangements. 

The inner liner of the AdverCase 
'can be used to create five differ- 
ent displays, and the carton itself 
|becomes a large banner display 
when its side tape has been cut 
and its flaps removed for counter 
cards. Another variation, used for 
|shipments to taverns, has a liner 
which can be converted into a 
complete checkerboard and check- 


quoit game that makes use of cut- 
outs from the package as goals. 


a Although it’s hard to pinpoint 
any specific figures, best indica- 
tions are that the point of purchase 
industry has a near-billion dollar 


Mail Coupon Today 


INDUSTRIAL MARKETING 
200 E. illinois St., Chicago 11 
Enter my year’s trial for $3. 
My money back any time I’m 
not satisfied. 


NAME 


COMPANY. 


STREET 
CITY. 


STATE 


— 
uw 


$3 enclosed {) Bill firm 


0 Bill me 


annual volume, although this fig- 
ure could well be boosted if all) 
types of display packaging were in- 


pepe eas: ‘ sk ay SAA reereah See Se ee ds 6 Bes, Bere? ee ae es ae 2 ets, i - ee aaa a a — i ictal 

Gres oo ‘ fy i wnat wi : i <n F ~~ ; . m emmy, |” - > 

e 4 20 Advertising Age, April 9, 1956 | 

at vs i Re teak mre 7 Se 

ag Peete i 

ned ‘ ‘ one 7 « ‘ * : 

mas. Renn > : ; 

ae ; | . * : : ‘ ez : be r : 

wh Ee oe Oe see ne 

ae — - ty aing - ; 5 

i ie UE NC Date i as a ¥ “ ae 

eS. We ARE Ste : a J * vi a ¥ 

ae 

Phat ~ = 

may ah 

ae ee ee 

oe os es 

a: ae 4 

12 oe aS 

if Br: 

ae: | 

th | 

sh 

. Son } 

tah ¢ i } 

— a & | 
“a 4 } 

At zt 

< 

Ab . Samat a {| 

: a 

i ee &> ee | 

ee ' 

< e |! 

2 pa | ' 

i a 

aii # 7 = 7 5 

2 | a © ry ‘6 | 

st, aS WTr< A, 

Sale ‘ Represented Nationally —Avery-Knodel, Inc. 

cal A > i | 

Sn ee | 

ar. | . 

it is ji abe Paes tte ba nee aan 

ee Oe EOS a eee eee 

ees Bat PP eS. S Shade ee 

ae ; 

39% i 

mae | 

ah N S| S 

% TENTLy | 

"4 Fy FAI TH Fy ! 

a FS x 

- | if 

eS it 

ey, adnan i 

im nnconnseoecennnnmmn 

a, * Coy { 

vie: Or ; 

Se CUStome, . ° WOrking + Uire | 

a — More bur ctions - Satisfy ! 

bry, a On : 

re MeChanicayjy re apt to ly } 

any ; Poor, | | 

if a | ) 

q ey | Se 

Bes ’ yr 

5 DOT Paar as. 

* : : , , is ql 

< Peay “D’ttepy | p= 4 

+e pate *UtifUl Cole ~ 4 ZB i 

es 500 w, Work . we, es ee 

ia LV, 

: Ti an Outstanding 4 

z phone sp,” Stree, Black & wr, 

: eee, dee. ee oe 

=) @ / , { 

s | , 

Pkg 

Bee ee eRe ic eee. ee ee 7 eee eee eee eee 


A.M. Rosenthal, correspondent in India for The New York Times, tells you 


How five Russian words spelled 


sueecess for me in India 


There’s nothing like good, rich background to help a 
reporter. Just take the way my eight and a half years at the 
United Nations proved an invaluable asset to me in covering 
the Bulganin and Khrushchev tour of India. 

Almost as soon as the troupe hit the road, it became clear 
that things were going to be very jolly, especially if one 
happened to be a Russian. 

All over the country from Bareilly in the north to Coim- 
batore in the south the word was “Hindi-Russi bhai bhai” 
—“Indians and Russians are brothers” —and nothing was 
too good for one of the bhais. The police knew that the Rus- 
sians were to be helped in every way, that no barrier, no 
delay, was to exist for them. 

It was not quite the same thing for the group of foreign 
reporters tagging after the Russians. We had to scurry 
around for ourselves. When the streets are jammed with 
millions of people, when police barricades are everywhere 
and when a foreign correspondent (non-Russian variety ) is 
issued a pass that will get him through some lines, but not 
all, scurrying becomes a little difficult. 

The idea, of course, was to get as close to the Russians as 
possible, to get through all police lines and make sure that 
none of Mr. Khrushchev’s witticisms — he handled the com- 
edy element, Mr. Bulganin just stood around looking tired 
—were lost. I soon found it a lot better to hide my own pass 
and encourage the world to think I was a Russian. 

That is where my UN experience came in. I knew Rus- 
sian. Not a great deal of Russian — just five words. But that 
made me five words richer than the Indian police. 

Every time a policeman stopped me or tried to bully my 
driver out of line, I would lean forward and say sternly: 
“Gospidine Presidatse, ya vas lublu!” Police resistance 
melted. The big thing was to stick to it. 


Love Conquers All 

As is well known, that sentence means: “Mr. President, 
I love you.” I know that it was from Mr. Gromyko’s speeches 
that I learned the first two words, but the history of the rest 
escapes me. 

It is not in the proper weary reporter tradition to admit 
it, but I enjoyed the tour very much, although it was a rather 
tiring business. During the first ten-day lap we got an aver- 
age of four hours’ sleep at night and there was one forty- 
eight-hour period with no sleep at all. When we traveled by 
rail it was in a crowded, grimy little compartment without 
water or food. Sometimes, at a stop, I would rush to the 
lush dining car where Russian officials and correspondents 
were drinking wine and eating caviar and press my poor, 
hungry little face to the window. 


Getting to Afghanistan was my outstanding achievement. 
It took my feet, a plane, a train, horse-drawn carriages and 
a truck, but I made it. My Delhi-Kabul plane was grounded 
by weather in Amritsar. I took a taxi to the border, walked 
a half-mile with a fine safari of porters, took a taxi to Lahore, 
took a train to Peshawar and then, bless the U.S. A., hitched 
a ride with the American diplomatic courier over the moun- 
tains to Kabul. 

The condition of the road may be judged by the fact that 
several times our experienced driver simply could not find 
it. He did find the mud, and nomads to dig us out of it. As 
for the unrailed, rutted mountain passes and the snow and 
the fog, | would rather not discuss them. I want to go back 
some day and there’s no point in frightening myself out of it. 

To some, Kabul is snow-rimmed mountains and horsemen 
from the north and romantic stuff like that. To me, Kabul 
is the telegraph office, where I spent my days trying to get 
my copy through. Nice people, Afghans, but not very trust- 
ing. To them, press collect means collect from the press. 
Pay in advance or no transmission. Luckily, | was loaded 
with New York Times money. There’s nothing like money 
to help a reporter, I always say. 


A. M. Rosenthal is The New York Times correspondent in 
India. He went there in 1954 after covering the UN for The 
Times for almost nine years. As this story shows, he is in- 
defatigable in covering the news. In this he is like the 
hundreds of reporters, editors and correspondents who make 
up The New York Times staff all over the world. They form 
a great team. They produce each day a newspaper that is 
lively, human, interesting, informing, different. They put 
more into The Times. Readers get more out of The Times. 
So do advertisers. 


Che New York Cimes 


“ALL THE NEWS THAT’S FIT TO PRINT” 


ates 
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GMA Book Distributed 


Grocery Manufacturers of Amer- 


Anti-Liquor Ad Bill 


Likely to Pass in ica, New York, is distributing a 
newly compiled and revised 1956 
House, Foes Warn edition of “GMA Book of Grocery 


| 


| Advertising and Selling.” About 
80,000 copies of the 192-page book 
are being sent to advertising gro- 
|cers and newspapers with adver- 
|tising services. The current book 
follows the pattern of the four pre- 


WASHINGTON, April 3—Members | 
of the House committee on inter-| 
state and foreign commerce who) 
are opposing legislation to prohibit | 
advertising of alcoholic beverages | 
have been warning that there may | 


vious editions. It offers 5,000 tested 
descriptive phrases and sentences 
for use at point of sale covering 
500 brands, plus a short course 
in grocery advertising, a calendar 
of annual sales events and other 
selling aids. 


Bennett Adds BOAC Affiliate 
British West Indian Airways, 
Caribbean associate of British 


Advertising Age, April 9, 1956 


Overseas Airways Corp., has ap-| Bearden-Thompson Names VPs 
pointed Victor A. Bennett Co.) Bearden-Thompson-Frankel, At- 
New York, to handle its advertis- janta) has advanced four staff 
ing. Foote, Cone & Belding is the members, all with the agency since 
previous agency. It was announced jt; founding, to vps. They are Har- 
in February that BOAC’s North|,y 4. Binford Jr., vp and account 
American advertising will be executive; Edward L. Dover Jr., 
moved from FC&B to Bennett and|yp and art director; Lucille M. 
its associated Canadian agency, | Freeman, vp in charge of copy, and 
Pemberton, Freeman, Bennett &| John K. Kaiser, vp in charge of 
Milne, Toronto (AA, Feb. 6). production. 


be sufficient support in their ‘ane 
mittee to bring the bill to the| 
House floor. In the event the bill 
is reported by committee, they 
say, it is likely to pass the House. 

Hearings on the bill, which 
“ would outlaw all forms of alco- 
holic beverage advertising, were 
held in February. Committee 
sources say the bill may be con- 
sidered after the Easter recess 
when the printed record will be 
available. 

During the hearings some com- 
mittee members indicated they 
might support the bill, provided 
it was amended so that it would 
apply only to radio and television 
advertising. 

While similar hearings were 
held on an identical bill by the 
Senate committee on interstate and 
foreign commerce, there are no 
signs of impending action in the 
Senate committee. 


# Meanwhile, severai associations 
have been warning their members 
that Congress is under strong pres- 
sure to act on the alcoholic bev- 
erage advertising bills. 

Advertising Federation of Amer- 
ica and National Assn. of Radio & 
Television Broadcasters are urging 
their members to register their op- 
position. Brewers’ and distillers’ 
groups have also been sounding 
warnings. 

In a letter to radio and tv sta- 
tions last week, NARTB President 
Harold Fellows charged the bill 
was dangerous because it would 
set a precedent by outlawing ad- 
vertising of a legally salable prod- 
uct. He said it would be doubly 
discriminatory if it was limited to 
apply only to radio and tv. 


Canadian Agency Elected 

The first Canadian agency, 
Grosberg, Pollock & Gwartzman, 
Toronto, has been elected to mem- 
bership in the League of Adver- 
tising Agencies. 
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TIMES Aggy UNION 


Albony, New York 


Represented nationally by the 
Hearst Advertising Service. 
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of nine newspaper ads, with no, 11”x3-column, intended for use 
mention of the companies in the by associations, and 7”x2-column, 
copy. Instead they will show con-|for use by individual agents. 

sumers the advantages of buying 
insurance through an independent 


|Co. and Centennial Insurance Co. 
to launch a new program for 1956. 


Atlantic Insurance 
i Ads Will Promote | Miles F. York, president of the 
two companies, in announcing the 
Independent Agents |new ad program, said that re- 


|sponse from 147 agents and 78 
New York, April 3—Response local insurance associations in 32 

from its initial advertising cam-| states convinced the Atlantic com- 

paign on behalf of property and | panies that a new ad program is 

casualty insurance agents has in- | necessary. 

duced Atlantic Mutual Insurance| The program consists of a series 


: |@ The nine advertising mats, for 
agent. Radio spot announcements | newspaper reproduction, will be 
also will be prepared. |sold for cost—a total of $15. 
Agents may receive reprints of| Last year, 82,000 reprints of 
the ads free of charge or may or-| the ads were distributed. The 1955 
der newspaper mats at cost. The campaign is believed to have been 
ads available are of two sizes—|the first by any property and 


IT’S HIGHER THAN THE EIFFEL TOWER! 


1042 feet above ground... 


1130 feet above average terrain... 


2049 feet above mean sea level... 


Here’s the KCMO-TV advantage in the Kansas City 
metropolitan and Mid-America market. 


Write today for KCMO-TV’'s colorful new brochure with 
the latest coverage data. Address: KCMO-TV, 125 E. 
31st St., K. C. 8, Mo., or contact your nearest Katz man. 
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from the World's tallest 
seli- .upported tower.... 


| beaming the clearest and most po werful picture... 


MD the hoomir g Kansas Gity market area... rt 
18th rankings market in the United States 


ond RCMO -TVis the basic CBS -TV | 
aff ite for Kans@s City and Mid-America is 
with alithe top CBS-TV shows 


KANSAS GET¥Y, MISSOUR: - 
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leasualty insurance company de- 
signed especially for use by agents. 
Doremus & Co. is the agency. 


| 
Woolworth Co. Issues First 
Large Catalog of Merchandise 
F. W. Woolworth Co. is issuing 
la “spring catalog,” its first large 
catalog of merchandise. The 48- 
page booklet, containing illustra- 
tions of the items on sale in Wool- 
worth’s 2,064 stores, is being dis- 
tributed in the stores and mailed 
to some regular customers. A 
Woolworth spokesman said the 
company has been experimenting 
successfully with smaller booklets 
for several years, but the company 
calls its new book a “catalog” and 
plans to turn it out in similar or 
larger size at least twice annually. 
In some large metropolitan com- 
munities ar subu~ban shopping 
centers where the chain has large 
stores located, a customer may 
place an order by mail or phone 
and have the goods delivered to 
his home. However, a Woolworth 
spokesman said this does not mean 
the company is going into the 
mail-order business. 


announcing ... 
The GROCERS* SPOTLIGHT 


RS GUIDE 


. » the industry's new and only 
complete source—the basic refer- 
ence directory io all phases of the 
big $1% billion Northern Ohio 
food market. 


BUYERS GUIDE is... 


an inner-office publication—the 
daily working reference at the 
finger tips of Chain Store and 
Super market executives and buyers, 
Independent Grocers, Wholesalers, 
Jobbers, Distributors—all potential 
customers, at ali levels of this big 
$1% billion food market. 


BUYERS GUIDE is noi... 


an ovter-office publication, a 
glance-through publication nor a 
one-date publication. 


Why BUYERS GUIDE will be wsed..; 


Prior to 1956, the industry had no 
single source of buying information 
—nemes, addresses, telephone num- 
bers, other pertinent data. The 
GROCERS’ SPOTLIGHT has com- 
piled such buying data into this one, 
easy-to-use source which lists .. . 


Buyers for Chain Stores, Super- 

markets, Voiuntary Groups, Co-ops 

and Wholesalers . . . buying hours 
. and what they buy. . . 


Plus these COMPLETE LISTINGS... 


Advertising Media Food Products & Mirs, 
Bakers & Biscuit Co's Fresh Produce 
Beverages Meats, Poultry, Fish 
Candy & Tobacco Pape: Products 
Chains & Supers Warehouses 

Dairy Products Whelesglers 

Food Brokers index 

Food Dist. (& Frozen) Products Cress Index 
CLOSING DATES 


For type and proofs—Jjune 15, 1956 
For complete plates—June 25, 1956 


For information call collect— 
SUperior 1-2654 
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‘company’s agency. In the caption Kendall Tests Fling Powder ‘Breakfast Club,’ Which ‘Lacked Sell’ 
In a story on advertising by|below an accompanying illustra- | Fling anti-perspirant powder, a| 2 
Holophane Co., New York (AA,|tion, however, AA reported erro-'new cosmetic product especially | 1M 20 Segments, Is Sold Out in 60 
March 26), William G. Seidenbaum | neously that another agency was for feet, is being test marketed in| Cumann, gst O-“Ue  werelmene of them on 0 ccbd-tnt bate, 
& Co. was correctly given as the|handling the account. Fresno and Bakersfield, Cal., and peing realistic in line with the| the show had fallen on evil times. 


| Tucson, Ariz., by Kendall Co., times,” said the sales manager) Quaker Oats Co. and Swift & 
SURE STRIKE! 


| Blue-Jay sales division, Chicago.| spout his sold-out property ‘Co. both walked out, claiming the 
Both spot tv and local newspaper) He was Ernie Walker, central| program and its emcee, Don Mc- 
Manufacturers of fishing tackle and related lines advertising are being used. The division manager of ABC Radio, | Neill, lacked sell. Swift had been 
can’t miss getting bigger strikes from adv i 
in FTTN—the top ized i 


Seidenbaum Has Holophane 


new product, a flesh-colored POW-\one of whose main charges is a sponsor for 15 years. 
der packaged in a plastic squeeze |the five-hours-a-week “Breakfast | 
bottle, sells for 98¢ plus tax for a| Club.” Less than a year ago it was s As it turned out, however, the 


WILMETTE two-months’ supply. Leo Burnett|also one of his main headaches. | now simply needed some repair 


FISHING TACKLE TRADE NEWS 


ILLINOIS Co., Chicago, is the agency. 


| After 23 years on the network, work, and not too much of that. 
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Ry = size 8 x 11, 21 chapters —“ Mechan- 


ics of Typography” —‘ Easy to Read” 
—Fitting Type to Copy" —“*Charac- 

_ teristics of Type Faces” —‘‘ Layouts” 
We —“For Ec ical Composition” — 
thede — ** Proofreading’ —‘‘ Photoengraving 
Process’’—‘‘Electrotypes, Plastic 
Plates and Stereotypes’’ —“ Proofing.” 


en 
* Ot ee, 


Send now for your copy of this informative, up-to-date 
A.T.A. HANDBOOK 


This book will help you buy better adver- 
tising typography and consequently more 
readers for your advertising dollars. 
Wisely advertising typographers reason 
that the more you get for your investment 
with them, the firmer their business is built. 


They constantly see their customers us- 
ing up costly time (which is money) by 
sending copy to them without adequate or 
thoroughly thought-out instructions. 

So this book originally issued in 1947 
is now in its second edition to bring to 
their patrons up-to-the-minute informa- 
tion about typographic practices, allied 
processes of engraving, electrotyping, 
printing processes and many other things 
which will help cut your production costs. 

The members of our association know 
that an advertisement which, by virtue of 
its superior typography is read by 1,000- 
000 people, is a better buy than the same 
advertisement in the same space which is 
only read by 300,000 people. And these 
typographers feel better when they see you 
getting the 1,000,000 people to which you 
are entitled. 


Our members are definitely not in the busi- 
ness of setting “pretty ads.”’ While they 
are not blind to the commercial appeal of 
typographic beauty, their real objective 
is increased readership. Fortunately, for 
the more aesthetic among them, it hap- 
pens almost invariably that clarity pro- 
duces beauty and beauty produces clarity. 


Don't Delay— Send for Your Copy Now! 
This book is neither a book on mechanical 
processes, nor a book on typographical 
“art,” but is a combination of both. If 
it helps you to a better understanding of 
the mechanics in the graphic arts field, fine 
and dandy! If it helps you produce more 
artistic results, swell! If it serves as a text 
book for your advertising classes or 
schools, great! But its essential purpose 
is to help you to produce more dynamic 
advertisements, typographically speaking, 
with greater understanding, and for fewer 
dollars. 

Send $3.00 check or money order today 
for your copy to Mr. Glenn Compton, 
Secretary, Advertising Typographers of 
America, 461 Eighth Ave., New York City. 


mo Advertising Typographers Association 


of America, Inc. 


Advertising Typographers 
Association 
of America, Inc. 


AKRON, O. 

The Akron Typesetting Co. 

ALBANY, N. Y. 

Composition Corporation 

ATLANTA, GA. 

Higgins-McArthur Company 

BALTIMORE, MD. 

The Maran Printing Co. 

BOSTON, MASS. 

The Berkeley Press 

Machine Composition Co. 

H. G. McMennamin 

BUFFALO, N, Y. 

Axel Edw. Sahlin Typographic Service 

CHICAGO, ILL 

. M. Bundscho, Inc. 

Faithorn Corp. 

Hayes-Lochner, Inc. 

Runkle-Thompson-Kovats, Inc. 

Frederic Ryder Company 

CINCINNATI, O. 

The J. W. Ford Company 

CLEVELAND, O. 

Bohme & Blinkmann, Inc. 

Schlick-Barner-Hayden, Inc. 

Skelly Typesetting Co., Inc. 

COLUMBUS, O 

Yaeger Typesetting Co., Inc. 

DALLAS, TEX. 

Jaggars-Chiles-Stovall, Inc. 

DAYTON, O. 

Dayton Typographic Service 

DENVER, COLO. 

The A. B. Hirschfeld Press 

DETROIT, MICH. 

Arnold-Powers, Inc. 


INDIANAPOLIS, IND. 

The Typographic Service Co., Inc. 
KALAMAZOO, MICH. 

Claire J. Mahoney 

MILWAUKEE, WIS. 

Arrow Press 

MINNEAPOUS, MINN. 

Duragraph, Inc. 

NEW YORK, N. Y. 

Ad Service Company 


Advertising Agencies’ Service Co., Inc. 


Advertising Composition, Inc. 

Artintype, Inc. 

Associated Typographers, Inc. 

Atlas Typographic Service. Inc. 

Cenrral Zone Press, Inc. 

The Composing Room, Inc. 

Composition Service, Inc. 

Diamant Typographic Service, Inc. 

A. T. Edwards Typography, Inc. 

Empire State Craftsmen, Inc. 

Graphic Arts Typographers, Inc. 

Huxley House | 

Imperial Ad Service ‘ 

King Typographic Service Corp. 

Linocraft Typographers, Inc. 

Master Typo Company 

Chris F. Olsen 4 

Frederic Nelson Phillips, Inc. 

Philmac Typographers, Inc. 

Royal Typographers, Inc. 

Frederick W. Schmidr, Inc. 

Harry Silverstein, Inc. 

Supreme Ad Service, Inc. 

Tri-Arts Press, Inc. 

Typographic Craftsmen, Inc. 
Typographic Service Co. 

Vanderbilt-Jackson Typography, Inc. 

Kurt H. Volk, Inc. 

NEWARK, N. J. 

Barton Press 

William Patrick Co., Inc. 

PHILADELPHIA, PA. 

Walter T. Armstrong, Inc. 

Alfred J. Jordan, Inc. | 

Progressive Composition Co. 

Typographic Service, Inc. 

PORTLAND, ORE. 

Paul O. Giesey Typographer 

ST. LOUIS, MO. 

Warwick Typographers, Inc. 

SEATTLE, WASH. 

The Deers Press | 

Frank McCaffrey's 

SYRACUSE, N.Y. — 

Syracuse Typesetting Co., Inc. 

TORONTO, CANADA 

Cooper & Beatty Limited 


Executive Offices: 461 EIGHTH AVENUE, NEW YORK CITY 1 + GLENN C, COMPTON, Executive Secretary 


ABC made no changes in the for- 
mat, nor did it drop in any more 
commercial time. 

It simply adopted a smaller sales 
|segment, and began selling the 
program in five-minute pieces in- 
|stead of quarter-hours. The net- 
work also cut the price “realistical- 
ly’—to $1,300 per five-minute 
| segment, compared with more than 
$5,000 per quarter-hour only a 
| couple of years ago. 

The result seems to have been a 
| lively comeback. “Breakfast Club” 
is now about as nearly sold out as 
any program offering 60 saies pe- 
riods a week is ever likely to be. 
|The only soft spot is in the first 
| five-minute segment; in most of 
|the others sponsors are already 
standing in line. 


aA happy result of this is that the 

sponsors are signing for longer 
|contracts. When the new scheme 
| began last fall sponsors tended to 
|buy short toe-in-the-water con- 
| tracts, and the schedule still shows 
|Some one-shot or special promo- 
tion sponsors. 

More typical now are some of 
these recent additions: General 
Foods’ Post cereals, five segments 
‘for 52 weeks, and its Minute 
mashed potatoes, three segments, 
also for a year; John Morrell Co.’s 
Red Heart dog food, five portions 
for 28 weeks; ReaLemon-Puritan 
Co. (a returnee from before the 
new formula), two segments for 
13 weeks. 

Yet another cause for joy on the 
“Breakfast Club” is the number of 
sponsors who are new to network 
radio—or newly returned. This 
month General Foods’ Jell-O will 
pick up three segments after hav- 
ing been virtually absent from the 
radio nets all last year. And Cam- 
eo Curtains, which made its big 
advertising mark on NBC-TV’s 
“Home,” has just started a three- 
participation schedule. 


s Others for whom the show is a 
start in network radio are Rust 
Craft greeting cards, La Choy di- 
vision of Beatrice Foods, Sta-Nu 
Corp., Sandura Co. wall and floor 
|coverings and Jel Sert Co. 

| Commenting on the daytime 
|show’s new success, Mr. Walker 
notes that the small-segment ap- 
proach gives the advertiser a bet- 
|ter “spread” than formerly, and a 
| better chance to reach an undup- 
|licated audience. But he also 
|pointedly offers this factor—that 
| Don McNeill has been found to be 
a “great salesman” and a fine peg 
‘for tie-ins. 

For example, he says, Sta-Nu 
|has done a big promotion job un- 
|der the McNeill banner, plastering 
| his name on laundry trucks all 
|over the country. 

Other sponsors now on the show 
besides those mentioned include: 
Ball Bros. Co., Calumet baking 
powder, Park & Tilford’s Tintex, 
/Union Pharmaceutical Co., Bris- 
tol-Myers’ Mum and _ Bufferin, 
| Dixie Cup, Sleep-Eze Co., Del 
Monte, Rexall, Beltone, Milner, 
| Drackett Co., Calgon and Standard 
| Brands’ Blue Bonnet margarine. 


Charles Fredericks Retires 

| Charles J. Fredericks, an art 
| director of Ellington & Co., New 
York, since 1949, has retired to 
live in Princeton, N. J., where he 
will divide his time between writ- 
ing and the real estate business. 
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Chinese 
Jade 


Carving 


For reasons mysterious to everyone but themselves, the Chinese valued jade 

as the most precious substance in the world. It is one of the toughest materials 
to work, and only oriental patience could have shaped it into beautiful works of 
decorative art. Chinese jade is now valued by wealthy collectors, not for 


the intrinsic value of the material, but for the fine craftsmanship that shaped it 


FINE PHOTOENGRAVINGS 
are valued, not for their own sake, but for the 
quality of reproduction they add to printing. 
At C M & H we have a craftsman’s love for our 
materials and techniques, but every operation 
is directed and controlled to assure the finest 
reproduction on the press. Technical men in 
plants producing national magazines have long 
praised our work, and this explains why 
advertisers and agencies from coast to coast 
have made us a preferred source for the best 


photoengravings now being made in America. 


THE INCREASED USE OF 
gravure as a medium of national advertising, 
the challenge of matching the quality of gravure 
and letterpress reproduction, and the desire 
to offer our customers the convenience of a 
combined service, led us to install a Gravure 


Division, which is now in full operation. 


Famous Crafts and Craftsmen 


ILLUSTRATION BY DOROTHY EBIN 


Working jade with large 
grinding wheel 


Cutting jade with a 


four-banded saw 


Got) 1 Ot fo En en se 


i 
/ 


v 


The gouge used for 
grooving jade 


Collins, Miller & Hutchings, Inc. 


America’s Finest Photoengraving Plant 


for Letterpress and Gravure 


333 West Lake Street at Wacker Drive, Chicago 6, Illinois 
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Schmidt 4... 


LITHOGRAPHY THAT SELLS 


New York Seattle 
Chicago Honolulu 
Oriando 

San Antonio 

Harlingen 
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|McCormack to Minute Maid 

William A. McCormack Jr., pre- 
| viously with Belle Meade Biscuit 
Co., Nashville, has been appointed 
product manager of Minute Maid 
Corp., New York. Mr. McCormack 
will handle the planning of sales 
policies and the establishing of 
marketing objectives for the com- 
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|pany’s frozen food lines. 


SAVE ON 


Famivy-Sizep 
BOTTLES 


Signs of SCOTCHLITE bring fast, 


REFLECTIVE SHEETING 


low-cost Results! 


Thirsty for sales? Then pick the medium that gets tremendously 
high readership and remembrance at lowest cost—brilliant, colorful 
highway signs of SCOTCHLITE Reflective Sheeting! Recent cost- 
per-thousand studies have proved that signs of SCOTCHLITE 
ACT are your best advertising buy! For a demonstration of 
the 24-hour-a-day salesmen, write Minnesota Mining & Mfg. Co., 
Dept AA- 496, St. Paul 6, Minn. 


“SCOTCHLITE” Reflective Sheeting is a registered trademark of Minnesota Mining & Mfg. Co. 
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PINT-SIZE FLEET—Messerschmitt scooters topped with large-size Gleem 
tubes circle the statue of Eros in Piccadilly Circus. 


Gleem ‘Invades 


|Gleem. The Messerschmitts were 
motor scooters, made by the Ger- 
man company which made the 
famous planes that engaged in the 
Battle of Britain in World War II. 


- a Mounted above the little Mes- 
Messerschmitts serschmitts were giant-size repro- 
ductions of the Gleem package. 

Drivers of the Messerschmitts were 

LONDON, ENGLAND, April 3—Fifty| dressed in pseudo-military cos- 

| Messerschmitts zoomed down on|tumes with Gleem insignia. The 
|London last month to complete) scooters, broken into ten groups, 
successfully an invasion of that started in the outskirts of the city, 


\city—a feat that hasn’t been ac-|swooping in to converge on Pic-| 
shoppers | 


complished since 1066. | cadilly where 
| The invader who succeeded! abound. 

/where the Spanish Armada and| One scooter in each of the ten 
Hitler failed was Thos. Hedley &| groups, which made up what one 
|Co., Procter & Gamble’s British 
| subsidiary. 

| The occasion for the blitzkrieg 
| was the introduction to the English 
public of the new _ toothpaste, 


Circus, 


selling power of this one guy. 


and sold!" 


441 N. MICHIGAN AVE. 
CHICAGO 11 
ILLINOIS 


Ist in a Series on Chicago TV’s Top Participation Programs 


“GARFIELD | 
GOOSE 


“Garfield Goose and Friend" is not only one of Chicago's most popular programs, to 
but it is one of the greatest result-getters on Chicago TV—Over 43,000 requests came 
in for a “Secret Service Card" in one month! And a New York agency wrote: 


“We gambled—and put our entire faith, and advertising 
budget, behind Frazier Thomas and Garfield Goose. With time 
only for a letter to our dealers, everything depended on the 


Our gamble paid off—but good! In two weeks, we had sold 
what we had hoped to sell in four weeks. From then on, we sold 


What ‘‘Garfield Goose and Friend" did for this client, he can also do for you. For 
further information on Chicago's top participation programs, write to Mr. Ted Weber, 
WGN-TV Director of Sales, 441 N. Michigan Avenue, Chicago 11, Illinois. 
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INVASION—A passing shopper gets 
a sample of Gleem, a Procter & 
Gamble toothpaste, as a fleet of 
Gleem vehicles takes over London. 


and 


| official called a “live poster,” was 


i 
a RI E N D |}equipped with a public address 
|system, which broadcast a pre- 


|recorded tape telling the public: 
“Gleem comes to London—Gleem 
the toothpaste for people who can’t 
brush their teeth after every meal.” 

To comply with police regula- 
tions, the broadcast was confined 


shopping centers outside a 
three-mile radius of Piccadilly 
Circus. 


Walter Graebner, managing di- 
rector of Erwin, Wasey & Co. Lid., 
London, which handles the ac- 
count here, estimated that some 
500,000 Londoners were reached by 
the “Gleem invasion.” 


Knox Reeves Adds Division 
of General Mills; Names Buyer 

Knox Reeves Advertising, Min- 
neapolis, has been appointed to 
handle advertising for the me- 
chanical division of General Mills 
Inc., effective June 1. The agency 
already handles a number of Gen- 
eral Mills products, including 
Wheaties and Bisquick, special 
commodities, institutional prod- 
ucts, soybean and flour divisions 
and the new industrial group. The 
mechanical division manufactures 
for private industry and govern- 
| ment. 

Knox Reeves has appointed 
Edna Brautigam a space buyer. 
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‘Capital Expansion 
Is Inflation Threat, 
Says Bankof Montreal 


MontTREAL, April 3—Discussing 
the government forecast of $7,- 
| 500,000,000 worth of capital in- 
vestment in 1956, the Bank of 
Montreal “Business Review” for 
March, just issued, warns that 
“in Canada, there is an inflation- 
ary potential in the capital in- 
vestment program that warrants 
careful study by the monetary au- 
thorities.” 

The publication says the fore- 
cast shows a remarkable increase 
| in capital investment of nearly 21% 
| over 1955— itself a record year. 
| It adds that the size of the capi- 
|tal investment program contem- 
plated for 1956—coming at a pe- 
riod when business already is op- 
erating at or near capacity—raises 
the question of whether it can be 
fully realized. 

Outlining the broad program 
for 1956, the bank review says 
that in contrast to last year, when 
more than half of the increase was 
attributable to residential con- 
struction, the rise in outlays slated 
| for 1956 is spread over almost ev- 

ery sector of the economy, with a 
large proportion of the net in- 
creases occurring in utilities and 
| manufacturing. 
e Hydro-electric power and pur- 
chases by the railways are cited 
/as examples of increased expendi- 
| tures in the utilities sector, while 
favorable 1955 earnings in manu- 
| facturing have stimulated com- 
panies to increase capacity and 
modernize equipment in that sec- 
tor of the economy, says the re- 
view. It notes, also, that only a 
small rise is anticipated in new 
housing in 1956. In mining and 
petroleum, a rise of more than a 
third is in prospect, indicating a 
quickening in the rate of Can- 
ada’s resources development. 

It is apparent, says the bank, 
that there is likely to be a pro- 
nounced growth in the demand for 
a wide variety of materials em- 
ployed in construction and in ma- 
chinery-producing industries. 

“But for the most part,” the re- 
view continues, “such industries 
already were operating at a very 
high level by the end of 1955, and 
it would therefore be optimistic 
to expect an equivalent expansion 
in domestic supplies available to 
meet this demand.” 


Mrs. Brautigam has been with the 
agency four years, most recently 
as traffic manager. 


McKittrick Names Anderson 

| McKittrick Directory of Adver- 
tisers Inc., New York, has appoint- 
‘ed George L. Anderson a sales 
|representative in its Chicago of- 
|fice. Mr. Anderson formerly was 
‘with John Cockerell & Associates. 
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This is a 1/8 page, black and 
white, from a national week- 
ly. Run in one issue out of 
every four, it costs almost 
$39,000 for a year . . . a sock- 
full of money for a flick of a 
wrist at a market that’s dilut- 
ed with men and children .. . 


This is a 2/3 page in 2 colors in the Fawcett Young 
Women’s Group. On a full schedule, every issue, in 
both True Confessions and Motion Picture, it costs only 
$42,000 . . . gives you almost 6 times the space im- 
pact, an all-female audience, more young women 18 
to 25 for your dollar than you can get from any screen- 
romance combination . . . makes you a major advertiser 
instead of one-of-those-little-fellows-in-the-back-of-the- 
book ... puts you with both feet in the heart of the 
“Middle Millions,” the one market with the most extra- 
spending-money . . . today. 
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... but EVERY DAY is an 


that this is 
NATIONAL NOISE 
ABATEMENT WEEK 


And every day, all year long, the NPN FACTBOOK 
provides valuable marketing data for decision-making 
buyers of TBA and oil marketing equipment. Will 
they see your sales story there? Add the mid-May 
FACTBOOK to your NPN schedule—and do it now. 


*Forms close April 16! 


Wational 
Petroleum 


News 


the McGraw-Hill Magazine of OIL MARKETING 
@ @ Estobsished 1909. Published monthly 


and also 
MODEL BUILDING WEEK? 


Promotions Don't 
‘Replace Normal Ad 


OIL MARKETING DAY "22: Pectham 


|of market which an established | 


‘brand adds during a special pro- 
/motion is seldom as important as 
the share of market retained after 
the promotion. And the former 
| share is often temporary. 

| James O. Peckham, exec vp, 
|A. C. Nielsen Co., made these 
points recently in a talk on con- 
sumer deals and promotions before 


| on case studies of Nielsen food in- 
| dex files, Mr. Peckham said sales 
‘gains on old, well-established 
swung are usually temporary. Un- 
less the product has changed, con- 
sumers generally will not restock 
| after the promotion has ended, he 
i 

|® However, this does not mean 
that an old-time product should 


Oklahoma City is one 
of the fastest-growing 
markets in the U.S. 


Oklahoma City was born “on the run” in 1889— and hasn't 
stopped running, growing, spreading for one momert during its 
brief 67-year history. On the basis of its recent and current 
performance, planning experts calculate it will double its present 
size by 1975; only four other cities in the U.S. may grow faster. 

Are your sales in this market keeping pace? Does your 
advertising appropriation match the opportunities in this mar- 
ket? Are you advertising enough . . . in the right mediums? 
There's one, old reliable way to get into Oklahoma homes; use 


these newspapers to gain admission. 


to 
Oklahoma! 


Represented by The Katz Agency, Inc. 


MORE PEOPLE 


Planning specialists say Oklahoma 
City is one of the five fastest-growing 
cities in the nation and will double its 
population in the next 20 years. Pop- 
ulation of the Greater Oklahoma City 
area was 417,000 in 1950, is 503,000 
today, and will be at least 600,000 
by 1960. 


MORE BUILDING 


Because of its rapid growth, Okla- 
homa City today is the scene of a 
gigantic $100 millions program of 
major building construction, public 
and private. 

The tremendous expansion encom- 
passes every phase of building — 
multi-story office buildings, hospitals, 
schools, industries, federal works, 
churches and recreation facilities. 

Building in 1955 hit a record pace, 
exceeding the 1954 total by 40 percent. 
The state recorded $434 millions in 
contracts. Forty-one millions were in- 
vested in new individual homes in 
Oklahoma City alone. 


MORE SALES 


More people and more payrolls 
mean more sales, Oklahoma City led 
the nation in 1954 department store 
sales gains, then came back in 1955 to 
top that record by 12 percent to rank 
third in the nation. 

Retail sales in Oklahoma City 
gained 45 percent, 1954 over 1948, 
according to the Census Bureau, the 


nation as a whole gained 32 percent. 
Food store sales were up 66 percent 
in Oklahoma City compared with 35 
per cent in the U.S. 


The Oklahoma Publishing Company 
The Farmer-Stockman 

WKY, WKY-TV, Oklahoma City 
WSFA-TV, Montgomery, Ala. 


ELLEN STILLMAN has been appointed a 
| the monthly chapter meeting of the |vp of Herman W. Stevens Agency, 
| American Marketing Assn. Based| Boston. Miss Stillman formerly 


was vp and director of advertising 
of the National Cranberry Assn., 
Hanson, Mass. 


not engage in consumer deals and 
promotions, because there are fre- 
quently “hidden reasons” for such 
a promotion. For example, a com- 
pany may wish to bolster its fac- 
tory shipment records for a spe- 
cific period and a deal promotion 
would be one way of doing it. 

“Tie in your promotions with a 
new idea that can be merchandised 
to the trade,” he said, “a needed 
new size, a demonstrably im- 
proved product, a better or more 
convenient container or put-up, a 
new use, a companion item.” 


® Consumer promotions, and this 
includes 1¢ sales, combination and 
special price offers, coupons, pre- 
miums—‘“anything that forms an 
extra inducement”—should be in 
addition to, and not in place of, 
normal advertising support, Mr. 
Peckham stated. 

Among the other guides to use 
in deciding whether or not to in- 
dulge in a deal promotion, the 
speaker suggested: 

1. Don’t promote a product un- 
less it’s really good. 

2. Consumer promotions rarely 
stop a declining sales curve, except 
temporarily. 

3. Some of the sales gain on a 
new product is frequently fairly 
long-lasting, if the product is top 
quality at the price. 

4. Successive and frequent con- 
sumer promotions on the same 
product generally produce smaller 
and smaller results. 

6. Plan promotions to get in and 
out of the stores quickly. 

7. Don’t let promotions com- 
pletely crowd out regular mer- 
chandise, particularly when a large 
unit sale is involved. 


National Auto Show Returns 
to New York after 16 Years 

The National Automobile Show 
will be revived in New York for 
the first time since World War II 
this year, the Automobile Manu- 
facturers Assn. has announced. 
William J. Cronin, managing di- 
rector of the association, said the 
first national show since 1940 will 
open in New York’s new Coliseum 
Dec. 8 and will run through Dec. 
16. 

As in prewar years, the show 
will be sponsored by the AMA 
with planning and coordinating 
activities carried out by commit- 
tees representing the individual 
motor vehicle producers. Mr. Cron- 
in said the 1956 show will be lim- 
ited to American manufacturers 
including truck makers. He added 
that Ford Motor Co., only major 
producer not a member of the 
AMA, will be invited to partici- 
pate. Ford was participating when 
the annual shows were interrupted 
by the war. 


Roman Gets Potato Chips 
William P. Ihrie & Sons, Balti- 
more, has appointed Roman Ad- 
vertising Agency, Baltimore, to 
handle advertising for Mrs. Ihrie’s 
potato chips. Newspapers and 
back-of-bus cards are being used 
in a campaign now under way. 
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In Chicago 


| IT TAKES 2! 


YES, TWO NEWSPAPERS TO DO THE JOB 


In the booming Chicago market, no 
one daily newspaper reaches as much 
as half the people. It takes two, the 
Sun-Times plus another paper, to give 
you maximum coverage. No two-paper 
combination without the Sun-Times 
will give you as much. 

And, if you are selling your product 
to a young market, you wil! reach more 
Chicago housewives under 45 with the 
Sun-Times alone than with any other 
paper. ; 


CHICAGO 


SUN-TIMES 


NEWSPAPER OF THE NEW CHICAGO! 
Growing with Chicago — the new Sun-Times building. 211 W. Wacker Drive, Chicago 250 Park Avenue, New York 
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... It means the difference 
between a market covered 
and a market missed 


Non-duplication in the news and management field is an established 
and basic fact that tells advertisers two things: 


1. Important high-income people with busy jobs neither have nor 
take the time to read more than one of the news and management magazines. 


Some prefer one, some another. 


2.A growing number of these busy people read and prefer only 
“U.S.NEWS & WORLD REPORT.” So many, in fact, that they make up a big 
segment of the decision-making customers and prospects throughout 
American business, industry, government and the professions. The only 
way this big part of the market can be covered is through 

“U.S.NEWS & WORLD REPORT.” 


More and more advertisers have recognized this exclusive coverage 

value. “U.S.NEWS & WORLD REPORT” carries more advertising directed to 
business and industry than any other news magazine. Over the past 
five years, “U.S.NEWS & WORLD REPORT” has scored the biggest 
advertising page gain of any magazine. 


Americas x£, 
New 


Class News Magazine Voie 


5. Wor 
An essential magazine : 
Essential to more and more readers 


Essential to more and more advertisers 
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These are the facts about Non-Duplication in the 
news and management tield 


- 


Si ee eS Ee Sar Ee 2 OM a a : in 


4 


Eight separate studies over the last seven years confirm and reconfirm that: 
76 Jo OF “USN&WR” SUBSCRIBERS DO NOT SUBSCRIBE TO TIME. ri 
. That’s 589,000 ““UsN& wR” subscribers. : 


#H 3 %o OF “USN&WR” SUBSCRIBERS DO NOT SUBSCRIBE TO NEWSWEEK. 
. That’s 643,250 “‘uSN&WR”’ subscribers. 


=) oO %o OF “USN&WR” SUBSCRIBERS DO NOT SUBSCRIBE TO NATION’S BUSINESS. A 
. That’s 697,500 “SuSN&WR”’ subscribers. 


ae + eats: “an ty er. te an + a 


9 1 %° OF “USN&WR” SUBSCRIBERS DO NOT SUBSCRIBE TO BUSINESS WEEK. 
. That’s 705,250 ““USN&WR”’ subscribers. 


9 a % 08 OF “USN&WR” SUBSCRIBERS DO NOT SUBSCRIBE TO FORTUNE. 
. That’s 713,000 “‘USN&WR’”’ subscribers. 


Ask for Research Report No. 53—‘“U.S.News & 
World Report Subscribers—A Non-Duplication Sur- 
vey.”’ Or make your own survey—ask some of your 
business friends (not in advertising) if they read 
more than one magazine in this field. You’ll come up 


with the same answer as the researchers. The impor- 
tant people—in business, industry, government and 
the professions—usually depend on just one magazine 
for their essential news. 


And here are some of the other facts about the 
“U.S.News & World Report’’ market that make it 


so important to cover 


¥Y 80.6% of “u.s.NEWS & WORLD REPORT” 
subscribers are in business and industry. 
v 74.6% hold managerial positions. 


v Family incomes average $14,462— 
highest of all news magazines. 


oY 35.0% of “usN&wr” families have 
members holding directorships. 


Now more than 7 75,000 net paid circulation 


v 71.6% of ‘“USN&wR” families have mem- 
bers who hold office in some civic, profes- 
sional, social or other organization. They 
belong to an average of 4.3 such organizations. 


v¥ 37.5% own two cars or more. 
38.1% bought a car within the past year. 


vY 30.0% traveled outside the U.S. within 
the past year. 


Advertising offices, 30 Rockefeller Plaza, New York 20, N.Y. Other advertising offices in Boston, 
Philadelphia Cleveland, Detroit, Chicago, St. Louis, San Francisco, Los Angeles and Washington. 
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Find a NEW Nope, found a HE'S SELLING THE 

FORMULA? NEW MARKET! $300 MILLION US. 
= erase SERVICE FAMILY 
=k pf MARKET IN EUROPE 


Elgin Forms New Division 
Elgin National Watch Co., El- 
gin, Ill., has formed a new mi- 
cronics division to aid in develop- 
|ment of precision watch manu- 
| facturing techniques to a variety 
of commercial and military prod- 


ing personnel and functions of the 
former ordnance division. George 


charge of the expanded operation. 


THROUGH ... 


U.S. Armed Forces families add 
$300,000,000 in purchasing power to 
your sales potential annually. You can 
market your product through the Armed 
Forces Exchange and Commissary sys- 
tem without export red tape, and you can 


sell it through the publication edited 
expressly for the interests of service fam- 
ilies overseas—The American WEEK- 
END. Start sharing the wealth of ex- 
port’s richest dollar market, now! 


Write for sample copies, rates, new market data book, ‘Timely Facts," 


ARMY TIMES PUBLISHING CO. 2 
~ US. OFFICES: Chicago,'Detro, Honolulu, Los 


Son Froncnco FOREIGN OFFICES. Frankfurt, | 


- The American 


WEEKEND 


Gillette Buys Baseball 

Gillette Safety Razor Co., 
Boston, has bought half sponsor- 
ship of the Sunday baseball Game 
of the Day for this season over 
Mutual. Maxon Inc. is the agency. 
The other half is reserved for co- 
op sale locally by the affiliates. 


Parker Joins George Knoerr 

Mrs. Felicia Parker, formerly 
publicity director of the National 
Retail Toy Dealers’ Assn., has 
joined George Knoerr & Associ- 
ates, New York, as promotion 
director of the agency’s new toy 
division. 


This Salesman 


a REALLY 
Covers the 
Fort Worth Trading Area 


The $3 billion market of 


CIRCULATION 


Daily (Morning and Evening combined) 


Sunday 


As filed with the Audit Bureau 
of circulations, subject 
to audit for 6 months’ 

average ending Sep- 

tember 30, 1955 


x Rie 


ForT WoRTH STAR-TELEGR 


100 Texas 
counties and the Metropolitan Fort 
Worth area can be “your territory” when 
the Fort Worth Star-Telegram goes to 
work for you, in Texas’ largest trading 
area — “Fort Worth and West Texas.” 
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ucts. The new division is absorb-| 


W. Fraker, former general mana-| 
ger of the ordnance division, is in| 
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NATURE BLOUSE—This ad, featuring a 
blouse premium to Dial soap users, 
will run in the April issue of 
Mademoiselle. Dial’s ad campaign 
will use other magazines, grocery 
trade publications, newspaper sup- 
plements and comics sections and 
tv spots. 


Dial Backs Blouse 
Premium Promotion 
With 5-Media Drive 

Cuicaco, April 3—Dial soap 
will use “Birds and Bees” blouses 
as premiums this year. 

The blouses, created by Edith 
Head, Hollywood designer, will sell 
for $3 and two Dial wrappers. The 
blouse name comes from the Para- 
mount picture, “The Birds and the 
Bees.” 

The picture stars George Gobel, 
whose tv show is partly sponsored 
by Dial. 

Dial kicks off its ad campaign 
in support of the premium promo- 
tion with a page ad in the April 
issue of Mademoiselle. Page ads 
are scheduled to run in May in 
Better Living, Ebony, Everywom- 
an’s, Family Circle, Seventeen, 
True Story Women’s Group, West- 
ern Family and Woman’s Day. 

Dial also will use American 
Weekly, Family Weekly, First 3 
Markets Group, New York Mirror, 
Parade, This Week, plus six inde- 
pendent Sunday magazine sections 
and 47 independent Sunday comics 
sections. Spreads will run in nine 
grocery trade publications plus 
spots on the George Gobel and 
Clint Youle shows on NBC. 

The blouse is valued at $10, ac- 
cording to the ads. Foote, Cone & 
Belding will handle the campaign. 


Italian Swiss TV Drive 
Promotes Champagne on Plane 
Italian Swiss Colony, San Fran- 
cisco, is making strategic use of a 
new series of tv commercials to 
spread the word that Western Air- 
lines is flying again after an ex- 
tended strike....and with Italian 
Swiss Colony champagne served 
enroute aboard the luxury flights. 
The special announcements, pro- 
duced by Honig-Cooper Co., San 
Francisco, for Italian Swiss, are 
being presented on KPIX and 
KRON, San Francisco; XETV, San 
Diego; and KTTV and KTLA, Los 
Angeles. 


Hotpoint Advances Two 
Leonard Smith, formerly sales 
manager of the commercial equip- 
ment department of Hotpoint Co., 
Chicago, has been appointed mar- 
keting manager. G. E. Dangler, 
previously San Francisco district 
manager, has been named sales 
manager of the commercial equip- 
ment department. 


Bassett Elected Chairman 

John Bassett has been elected 
chairman of the board of the Mont- 
real Gazette. He has been with the 
Canadian newspaper 46 years, the 
past 19 as president. Mr. Bassett is 
succeeded as president and man- 
aging director by C. H. Peters, 


who moves up from exec vp. 
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To sell more where more is sold 
eoeit’s FIRST 3 FIRST! 


aa SS! oer Pe ie: SS ee 


There's plenty of time in the mule and cart country and merchandise jogs 
along just as slowly. In contrast, the 3 cempact city and suburban areas 
of New York, Chicago and Philadelphia—where 18% of all U. S. Retail 
sales are made—deserve and reward a heavier advertising effort through 
First 3 Markets Group. In these most profitable markets the family 
coverage of General Magazines, Syndicated Sunday Supplements, Radio 
and TV thins out ; thereby emphasizing the fact that there is no substitute 
for FIRST 3 MARKETS’ solid 62% COVERAGE of all families in the 
3 top markets. 


The group with the Sunday Punch 


AY Plenty of sales here 
| | = 


Your advertising in FIRST 3 MARKETS will not only reach and sell the 
heavy spending shoppers along Fifth Avenue, State Street and Market 
Street, but in addition will influence the families who shop along the many 
Main Streets of the Industrial NORTH and EAST. In 279 counties— 
where 27% of U.S. families account for 30% of the nation’s retail sales— 
FIRST 3 delivers 50% average coverage of all families. 


To make your advertising sell more where more is sold.. it’s 
FIRST 3 FIRST. 
Circulation in excess of 6 Million. 


New York Sunday News Coloroto Magazine 
Chicago Sunday Tribune Magazine 
Philadelphia Sunday Inquirer “Today” Magazine 


New York 17, N. Y. News Building, 220 East 42nd Street, VAnderbilt 6-4894 * Chicago 11, IU., Tribune Tower, SUperior 7-0043 
San Francisco 4, Calif., 155 Montgomery Street, GArfield 1-7946 * Los Angeles 5, Calif., 3460 Wilshire Boulevard, DUnkirk 5-3557 
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now! the one and only rappan ELECTRONIC range 
YOUR BIG NEW TRAFFIC ‘BUILDER AND SALES CLINCHER! 


Campbell Soup Gets Award 
Campbell Soup Co., Camden, 
N.J., has been given the 1956 How- 
ard G. Ford Award for sales man- 
agement excellence by the Sales 
|Managers Assn. of Philadelphia. 
| Campbell was selected “for creat- 
ing products of uniform superla- 
Here Tybe Can & SERVE You tive quality, maintaining high 
standards of marketing, merchan- 
dising, research and advertising 
with outstanding achievement in 
sales management.” Its sales for 
fiscal 1955 were $377,000,000 as 
against $338,000,000 in °54. 


More Impact per Type Inch 


J. M. BUNDSCHO, INC., Advertising Typographers 


180 North Wabash Ave. * RAndolph 6-7292 * Chicago 1 


NATIONAL DEBUT—The first electronic range for the home, introduced 
by Tappan Stove Co. last October, and until now available only in 
limited markets, will bow nationally with this ad scheduled for 
April and May issues of House & Home and Practical Builder. 
Ketchum, MacLeod & Grove, Pittsburgh, is the agency. 


time...cooking starts and stops 
|}automatically. Cooks with less 
electrical energy than conventional 
‘electric ranges. Completely safe— 
'even for children. Fits standard 


Tappan Promotes 
Electronic Range 


to Home Builders 


MANSFIELD, O., April 3—Tappan | 
Stove Co., which has been test 
marketing its domestic electronic 


|cabinets—uses conventional wir- 


ing.” 
The ad also promotes Tappan’s 
other ranges and points out that 


|range since November, will begin “only Tappan lets your buyers 
advertising it mationally this| choose gas, electric or electronic 
| month. | built-ins.” 

Initial advertising will be di-| One thing the ad does not men- 
rected to builders via b&w spreads tion is the price of the electronic 
in House & Home and Practical model: $1,200. It is now in substan- 
Builder in April and May. Copy |tial production and readily avail- 
recommends the range as “your | able, according to the company. As 
big new traffic builder and sales| yet, there are no definite plans for 
|clincher...the quality difference | consumer advertising. 
| that will sell your homes by mak-| Ketchum, MacLeod & Grove, 
jing your kitchens practically ir-| Pittsburgh, is the Tappan agency. 
resistible. Be the first to offer it in 
your area.” Thomas Vohs Named Exec VP 

The ad then illustrates the) Thomas R. Vohs, vp of Ander- 
|range’s main selling points: “It|}son & Cairns, New York, has been 
jeuts cooking time up to 90%.|named exec vp of the agency. He 
|Cooks 5-Ib. roast in 20 minutes.|/has spent his entire business ca- 
|Broils bacon in 90 seconds—on a/reer with the company, joining 
paper plate. Bakes a potato in 4\the former John A. Cairns & Co. 
minutes.” jin 1946. He became an account 
| It “cooks in a cool oven. Oven | executive in 1948 and was appoint- 
|interior stays cool. The kitchen) ed a vp in 1952. 


stays cool. Even utensils stay cool 
while food is cooking. Aldens Buys Alton Store 
Aldens Inc., Chicago, added a 
a “Food never sticks, because|16th store to its chain with the 
f eee eee joven and cooking dish stay cool.| purchase of Youngs Dry Goods Co., 
ras: ‘haces |Food can cook on serving china—|a department store in Alton, III. 
me er Oo M B INED I even on paper plates. The Alton store does an annual 
ee | “No temperature to remember, | business of about $1,000,000 a year. 
ae Bin Ag se | just turn dial to proper cooking | Purchase price was not disclosed. 
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| ASK 'YONNE... 


HE KNOWS TH 


| CHRONICLE 23,557,474 | 
POST —-16,950,033 
PRESS =» 6,693,722 


Source: Media Records Year 1955 
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OF BAYONNE’S NEW SURVEY 
OF INSTANT COFFEES 


; 2 R, —_ : i ee pests F ’ 
- ; ‘ ti—— Once again 'Yonne has completed a 10 week study of Instant Coffee 
YEARS OF i i soles in a generous cross-section of all the grocery stores in Bayonne. 
The tabulations are now complete, and the winner is known. Ask for 


LEADERSHIP uy | 4 : your copy of the detailed results, and see how your brand made out 
: in this week-by-week survey. 


“BAYONNE CANNOT BE SOLD FROM THE OUTSIDE” 


THE BAYONNE TIMES 


BAYONNE, NEW JERSEY 
NATIONALLY BOGNER and MARTIN 


REPRESENTED BY 


FIN ADVERTISING AND 
CIRCULATION 
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When the first Boy Scout held a first aid kit in his hands for the first time, 
there was compatibility of a kind rarely achieved between a product and 
its market. 


Today, the Johnson & Johnson ad campaign in BOYS’ LIFE promotes the 
sale and use of Johnson & Johnson First Aid Kits to an audience of 
boys, Scouts and non-Scouts, with money to spend and the inclination 


to spend it. Another example of the special effort large national adver- 
tisers put into their BOYS’ LIFE advertising over and above their general 


media campaigns. 


Aacther Book Lengther! 
BANNERS AT SHERANDOAR } 


. doe Magarae, Man o Stee 
> Over 1200000 Circulation 


the boy market? 
12,000,000 boys 10-18 today; 
18,000,000 by 1965. 


1,300,000 NET PAID CIRCULATION 


FOR ALL BOYS * THE OFFICIAL MAGAZINE OF THE BOY SCOUTS OF AMERICA 
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This is TOWN JOURNAL 


The Family Magazine of Countryside America. Shown 
here in miniature are some of the pages from one issue 
of this sparkling magazine. You will see the variety of 
interest, a picture of world affairs looked at chiefly 


from the constructive cheerful side, and most im- 


the readership confidence of more than two million 
families. It is published by Farm Journal, Inc. and is 
edited with the same sympathy with readers’ interests 
that has made FARM JOURNAL the most widely read 


farm publication in the world. 


People 
like to read 
advertising 


Wouldn’t you like to see Town JOURNAL? Write for in 


a free copy. Or, if you wish to send a dollar, you will 
receive the magazine every month for a year. Address 
TOWN JOURNAL, 232 Washington Square, Phila. 5, Pa. 


portantly, page after page devoted to town, community 
and family living. It is new, youthful in spirit, teeming 
with ideas you can do something about. 

In just three short years, TOwN JOURNAL has won 


magazines 
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New seapene teresgen oud beat partie!» 
you'll still get 
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Aerodynamic Plymouth 56, 


Top car...and top deal! 


One of a series of advertisements appearing in The Saturday Evening 
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Together, Town JourNat and its companion magazine, 
Farm Journat, form The Countryside Unit, read by more 
than 5 million families. It is the biggest thing in the country- 
side, a marketing influence of unmatched power in the vast 
and thriving areas outside metropolitan centers. 
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Post by Town Journal... Farm Journal... the Countryside Unit 
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As Information 
TOPEKA DAILY CAPITAL and TOPEKA STATE 


2q| JOURNAL’s COMBINED CIRCULATION pnd Source, Ads Are 
over 73,595 FAMILIES in the Topeka and 2 


ee o705 Judged Imperfect 


Emotion Appeals Cut 


COMBINED circulation means INTENSIVE concentration! Fectval Value, Says 


No other advertising i Alderson & Sessions 
a In Topeka and Topeka’s 21-county drive-in market: PHILADELPHIA, April 3—Consum- 


the absolut 
ea ute thoroughness ers who shop can no longer turn to 


with which the $63 000 EFFE OME 
CAPITAL - JOURNAL 2,654, CTIVE BUYING INC advertising as a primary source of 
$418,597 ,000 ANNUAL RETAIL SALES information about merchandise. 


covers the responsive 

TOPEKA MARKET! That is a conclusion drawn by 
Alderson & Sessions in an article in 
its house organ, “Cost and Profit 


The Topeka Newspaper Printing Co., Agents for: Outlook.” The article deals with the 


company’s basic research program 


TOPEKA DAILY CAPITAL ¢ TOPEKA STATE JOURNAL (rmining motivation, the sc 


| ond of two articles on motivation 


NEW YORK ~- CLEVELAND - CHICAGO - KANSAS CITY, MO. ~- SAN FRANCISCO ‘esearch 


The first article, in the February 


ALBION 


Evening Recorder 


BIG RAPIDS 


Pioneer 


CADILLAC 


Evening News 


CHEBOYGAN 
Daily Tribune 


COLDWATER 


cringe WHEN YOU SAY “MICHIGAN” 


DOWAGIAC 


revise YOU MEAN OUR PEOPLE, TOO 


GRAND HAVEN 


Tribune 
GREENVILLE There's only one reason why our people live in our home towns. 
Daily News They like it. They like the life. They like the people. That's 
HILLSDALE why they read their home town dailies so scrupulously. For direct 
Daily News . . 

sales action in our towns, place your advertising where it 
rector can't be missed: use the concentrated coverage of the 
vening Senti 

Michigan League of Home Dailies. One order gets you in 
IONIA — 
Sanbdebh dual’ solid in 23 markets. 
LUDINGTON 
Daily News 
MANISTEE 
News-Advocote 
MARSHALL 
Evening Chronicle 
MIDLAND 
Daily News 
MT. PLEASANT 
Daily Times-News ee ee 

& It's in the hometown that your brand counts most, because most : 

NILES Pe home town people buy by brand. If you want to sell Michigan, 
Daily Stor se use the newspapers that are shopping guides for these brand- 
Owosso z ee conscious buyers—the home town dailies. Complete market facts 
probeatir-sins & are yours, and they're mighty interesting. Write today. 
PETOSKEY “ SCHEERER AND CO. 
News-Review PS CHICAGO — 35 E. WACKER DR. 
STURGIS DETROIT — PENOBSCOT BLDG. 


NEW YORK — 155 E. 44TH ST. 
MILWAUKEE — 744 N. 4TH ST. 


Doily Journal 


THREE RIVERS 


Commercial 


You Need The Home Town Daily to Get Local Sales 


TRAVERSE CITY 
Record-Eagle 


YPSILANTI 
Doily Press 


LOWER PENINSULA GROUP 


MICHIGAN LEAGUE OF HOME DAILIES 


q 
; 


MONROE GENSLER has been named 
associate advertising director of 
the New York Journal-American, 
a new post, effective April 9. Mr. 
Gensler has been with the New 
York World-Telegram & Sun for 
25 years, the past 10 as director of 
department store advertising. 


issue of the market research organ- 
ization’s newspaper, described Al- 
derson & Sessions’ consumer panel 
of 61 housewives who were inter- 
viewed every other week for a 10- 
week period and asked to describe 
their shopping trips in considerable 
detail. 

The second article points out that 
advertising is a relatively costless 
way for shoppers to obtain infor- 
mation. 

“Many advertisers, however, 
have systematically turned from 
the dissemination of information to 
techniques which are designed to 
influence the consumer’s subcon- 
scious,” it states. It concludes that 
by and large it can hardly be 
expected that the consumer should 
turn to advertising as a primary 
source of data on which to base 
purchaser decisions. 


@ Experience is an effective 
method by which consumers may 
gather information, the writer 
says, since it “costs little or noth- 
ing.” But paradoxically, says the 
article, although consumers may 
be rather efficient shopping agents 
for inexpensive items like grocer- 
ies, they may be poor shoppers for 
major items. 

Discussion, says the article, is a 
fairly inexpensive source of infor- 
mation, but for this, consumers 
must depend on data acquired by 
other consumers. At least, Alder- 
son & Sessions explains, this source 
often provides the consumer with 
confidence that she will not be 
systematically misled, “as is some- 
times the case in advertising.” 

One of the lesser known sources 
of information consists of shopping 
guides and reports. This service is 
expanding, with some of its prac- 
titioners already growing rapidly, 
says the article. 

“Shopping around” was listed by 
the 61 housewives as yet another 
source of purchasing information. 
The article points out, however, 
that while this can be highly in- 
formative about retailer character- 
istics, it cannot indicate which auto 
or refrigerator is better mechan- 
ically. Also, it says, shopping 
around can be costly in time and 
effort. 


s “All of this suggests,” the article 
adds, “that none of the sources of 
information available to a con- 
sumer is without its cost and other 
unattractive attributes.” 

Consequently, the consumer may 
have fairly good excuses for her 
lack of information. 

Concluding the two articles, Al- 
derson & Sessions states that the 
shopper who enters a store is also 
likely to purchase there. This, it 
says, justifies retailer strategy of 
using loss leaders, etc. 


Geller to Josephson, Gulick 

Herbert C. Geller, formerly with 
Allied Stores, has joined Joseph- 
son, Gulick & Cuffari, Montclair, 
N.J., as director of the agency’s 
new publicity department. 
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The job doesn't stop here... 


Part of the duty we owe our clients is delivering 


fresh new ideas... surely... swiftly... regularly. 


But a further obligation is making sure 
that those ideas develop and grow into 
strong, healthy campaigns that will lead 


a long and happy selling life. 


London 


YOUNG & RUBICAM, INC. Advertising New York Chicago Detroit San Francisco Los Angeles Hollywood Montreal Toronto Mexico City 
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Johnson Motors 
Launches 3-Media 
Advertising Drive | 


viously was copy chief of Grant| 
Advertising, Detroit; Mr. Stanley | 
formerly was with Marsteller, | 
Rickard, Gebhardt & Reed, and 


Durstine & Osborn. 


Court Bans Hooker ‘Scheme’ 
for Christian TV Network 


WAUKEGAN, Ill, April 3— >Mr. Baker formerly was with | The New York supreme court has 


Johnson Motors division of Out- 
board Marine & Mfg. Co. kicked 
off its largest and most extensive | 
advertising program in March, 
using newspapers, outdoor posters 
and magazines. 


Grant, Schwenck & Baker. Mr.) 
Clark previously was with Erwin, 
Wasey & Co., Los Angeles, and | 
Mr. Forsberg has been creative 
director and vp of Carter & Gal- 
antin for the past eight years.) 


permanently enjoined West Hook- 
er, tv producer and model, from 
selling stock in his Film Network 
Inc. and Master Television Corp., 
in New York. Mr. Hooker, who is 
president of both companies, pro- 


| new publicity department. 


Charles E. Forsberg to the market-|Burnett’s art department after | vision network because the major 
_ing department. Mr. Cowle pre-|three years with Batten, Barton, |networks are now “Jewish-owned 


and controlled.” The judge held 
that “either the scheme is vision- 
ary or the schemer is a charlatan.” 

This court action was instigated 
several months ago by New York 
Attorney General Jacob K. Javits, 
who charged that Mr. Hooker was 
trying to “raise millions of dol- 
lars” by “fraudulent practices,” in- 
cluding the unauthorized use of 
the names of several prominent 
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halted the sale of stock last No- 
vember. 


Carvel Opens Supermart 

What is called “the world’s 
first ice cream supermarket” has 
been opened by Carvel Dari- 
Freeze Stores Inc., Yonkers, N. Y., 
in Hartsdale. The supermarket 
carries ice cream items ranging 
in price from 10¢ to $500 and 
features a French ice cream chef 
demonstrating ice cream decora- 


Johnson has budgeted $200,000| Edmund L. Powell has rejoined| posed to set up a Christian tele- people. A temporary injunction tions. 


in newspapers, using the medium 
for the first time. The campaign 
will run in 154 newspapers in 132 
markets. Each newspaper will 
carry six display ads totaling 2,800 
lines—an aggregate of 431,000 
lines. Many of the ads will run in 
cities where boat shows are being 
held. 

The company enters the outdoor 
field for the first time in many 
years. A total of 2,000 24-sheet 
posters, timed to appear in markets 
two weeks before the newspaper 
ads, have been scheduled. In addi- 
tion, more than 600 dealers have 
bought their own signs with the 
factory providing the paper and 
charging dealers $5 per imprint, 
according to Chester D. Palmer Jr., 
Johnson ad manager. 


® Johnson’s magazine schedule has 
been expanded this year to include 
about 12 regional boating and out- 
door magazines. The company also 
will use six national boating mag- 
azines and 12 trade publications. 

Consumer magazines on John- 
son’s schedule include Argosy 
Boys’ Life, Collier’s, Field & 
Stream, Fur, Fish & Game, Holiday, 
Mechanix Iliustrated, National 
Geographic, Outdoor Life, Popular 
Mechanics, Popular Science, Read- 
er’s Digest, Sports Afield, Sports 
Illustrated, Fisherman, The Satur- 
day Evening Post, Town Journal 
and True. 


Leo Burnett Names Two VPs; 
Appoints Six to Staff 

Leo Burnett Co., Chicago, has 
appointed Owen B. Smith and 
Norman W. Le Vally, both account 
supervisors, vps. Mr. Smith joined 
Burnett in 1942. Mr. Le Vally first 
joined Burnett in 1940, left after 
six years to form his own agency, 
and returned to Burnett in 1954. 

Burnett also has named Jerome 
M. Cowle, Harold Stanley and 
William S. Baker copywriters, 
Robert C. Clark a time buyer and 


Explanation: ~. . 
TULSA, No. 2 Market , 
Plus 
MUSKOGEE, No. 3 Market 
Equals 
OKLAHOMA'S BIGGEST 
MARKET! 
and only 


KTV x 


has complete facilities to serve 
BOTH Tulsa and Muskogee. 
* STUDIOS IN BOTH CITIES 

* 316,000 WATTS 

* BILLION DOLLAR MARKET 

Ask Your 


Avery-Knodel 
Representative 


Channel 


L. A. (Bud) BLUST 
Vv. P. and Gen. Mgr. 
BEN HOLMES, Notl. Sales Mgr. 
TULSA BROADCASTING CO. 
Box 9697, Tulso, Okla. 


The miracle growth of “Black Magic’ 


| ee old tire rubber, a New Jersey chemist accidentally 
created a dark, sticky mixture. He gave some to Frank 
Perry and Lloyd Cutler, two Newark building material 
wholesalers, who tested its uses. They found that it “welded” 
wood to brick without heat . . . tile to walls... glass to metal 
..-china to china...on damp days or in zero weather. 


They acquired the formula, called it “Black Magic,” and 
formed the Miracle Adhesives Corporation to sell the 
product. For many months, however, consumer sales totaled 
only about $9,000 a month. 


Then a story appeared in the April, 1947 issue of Reader’s 


Examples of the power of a few words in print . . . 


How fast can a 
small business 


orow ¢ 


Here are some answers 
from three young and 
thriving companies... 


Digest under the title “Sticky Miracle in a Tube.” 


“The month after publication,” says E. R. Falkenberg, 
president of the company, “sales on the product ‘zoomed’ to 
$95,000. We were overwhelmed with inquiries, not only 
from consumers, but from wholesalers, store managers, 
dealers, and industrial firms. We were forced to sub-contract 
our packaging. Overnight we put our assembly line on an 
around-the-clock schedule. 

“Today Black Magic can be found in almost every lumber 
yard and hardware, paint and department store in the 
country. Our consumer sales are well over $1,000,000 a year 
...and Reader’s Digest is largely responsible for putting us 
on the map!” 
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WTOP, Food Chains | 
Cooperate in Food 


limited,” the essay-type contest is; cause they are hopeful it will point 
open to young men 16 to 35. The| up the career possibilities of the 


Europe and a $1,000 scholarship in| dicated that similar contests may 


| ticipating food stores. 


| Food organizations which are 


|grand prize is a 10-day trip to) retail food industry. They have in-| underwriting the scholarships in- 


clude Food Fair Super Markets, 


Scholarship Contest |food marketing at American Uni- be arranged elsewhere if the Wash-| Safeway Stores, Food Town Stores 
| versity. There also are 12 honor | ington test is successful. 


WasuHiIncTon, April 3—Food | 
trade associations and leading 
Washington food stores are back- 
ing an essay contest sponsored by | 


Mark Evans, WTOP radio and tv/the Retail Food Industry in Amer-| promotion on the air and in the 


personality, to give new “prestige” 
to employes of the food industry. 


awards, each offering a $1,000) 

scholarship at American Univer-| © With the contest deadline still 
sity. Awards are based on essays|two months away, WTOP and 
on the topic, “The Importance of WTOP-TV are carrying heavy 


'and Food Barn Stores. WTOP also 
|has contributed to the scholarship 
fund. 


Ralph Ong Joins Morrow 
Ralph Ong has resigned as man- 


ica.” | Washington Post & Times Herald. | ager of Western News Co., Chi- 
Trade groups have indicated| The station has also supplied pro-| cago, to join William Morrow & 
Known as “Opportunities Un-| their interest in the program, be-| motion material for display in par-|Co., New York book company. 


Glamorene couldn’t meet demand 


I’ 1951 the Hulsh brothers of Miami, Florida, figured it 
would be a 10-year uphill road to a half-million dolla 
retail business for Glamorene, their rug cleaner. 

But in less than one year they had passed a sales peak oi 
10 million dollars. 

This was twenty times more than any product in this 
field had ever sold before. 

Here is one reason why it happened... 

In November, 1951, the editor of the Digest wrote to the 
Hulsh brothers. He advised them that an article about their 
rug cleaner would appear in the Digest in the February 
issue, a few weeks away. This article might create a strong 
demand, he suggested. 

With copies of Editor DeWitt Wallace’s letter in hand, 
Hulsh’s small sales force lined up sales organizations in all 
48 states. 

Clayton Hulsh, president of Glamorene, says: “Although 
packaged rug cleaners had never before produced any very 
noticeable sales volume, we received many substantial orders 
—simply on the strength of the Digest editor’s letter. 

“The Glamorene article appeared in the Digest ...and 
the roof fell in! We'd never dreamed of the impact that 
article would have... 

“Sackfuls of mail arrived ... with inquiries or orders from 
department stores... from wholesalers ...from housewives. 
Over a thousand long distance phone calls from buyers 
swamped our office. 

“We acquired a second plant...then a third, which we 
equipped in 12 days—a project that would normally take 
4 months! Our hardest job with some buyers was to persuade 
them to reduce two-carload orders to one carload. 

“This is a story,” says Mr. Hulsh, “of a marketing miracle 
created almost overnight by the mighty impact and tre- 
mendous influence of Reader’s Digest.” 


Two paragraphs that doubled a business 


YEAR AGO, the Reader’s Digest carried a story called, 
A “Microbes: Hard-Working Friends of Man.” Two 
paragraphs of this four-page story told how enzymes derived 
from bacterial cultures can be used to solve city sewage 


problems and keep home septic systems clear and flowing. 

After the Digest article appeared, the commercial producer 
of these enzymes wrote: “The fact that our product “Sea-Cal’ 
was not mentioned by name in your article is remarkable. 
It means that all the thousands of people who wrote to us 
had to write to Reader’s Digest first for our name and 
address. 

“In less than 12 months our business increased from 
$100,000 to $250,000 a year.” 


uy do Digest readers react by the millions to stories 
W oto all kinds of products—from small work-saving 
gadgets to great earth-moving bulldozers? 

Because the Digest is a readers’ magazine—with a remark- 
able bond between editors and readers unequalled by any 
other large, national magazine. People read the Digest care- 
fully each month. They have learned to believe in it. 

This faith... widely shared and often expressed . . . leads 
people to action. 

The results are often startling because the audience is 
tremendous. More people of every age...more people at 
every income level...more people in every part of the 
country read the Digest than read any other magazine. Every 
issue goes into more U.S. homes than the next two magazines 
combined. 

The Digest is read by an estimated 36 million people in 
this country ...and by 65 million throughout the world. And 
American business is now reaching this giant audience—here 
or abroad—at a lower cost per family than through other 
large circulation magazines. 

Thumb through a current issue of the Digest and see who's 
advertising there. 


JReader’s 
Dige st 


Largest magazine circulation in the U.S. ...and in the world 


10 million copies per month in the U.S. alone + 18 million throughout the world 


43 


Lucky Lager Buys Car Cards 

Lucky Lager Brewing Co., 
through McCann-Erickson, San 
Francisco, has signed a one-year 
contract on a new California State 
package of three full transit ad- 
vertising showings for a total of 
13,494 car cards in California. The 
transit package is being offered 
by Fielder, Sorensen & Davis, San 
Francisco; Harwood Hoyt Faw- 
cett, San Diego, and California 
Transit Advertising, Los Angeles. 
Each of the 4,498 vehicles included 
in the package dea! will carry 
three Lucky Lager car cards, with 
copy changed frequently during 
the year. 


S-M News Changes Name 

| The S-M News Co., New York, 
|has changed its name to Select 
Magazines Inc. Select is a coopera- 
tive sales organization, represent- 
ing magazines published by McCall 
Corp., Popular Science Publishing, 
Reader’s Digest Assn., Meredith 
Publishing, Street & Smith, Time 
Inc. and Lane Publishing. 


A miss is as good 
as a mile! 


...Without WMAZ-TV 
you miss the middle 
Georgia Market! 


Capital of the Middle Georgia market 
is Metropolitan Macon... farther from 
Atlanta than Philadelphia is from New 
York. 


And it’s a fact. No “outside” TV station 
has—or ever has had—adequate peneira- 
tion of this industrially-rich, agricultur- 
| ally-prosperous market. Or of much of 
the 47 county area in which WMAZ-TV 
is the favorite with over 110,000 tele- 
vision-owning families . . . spending 
$388,620,000 in retail stores last year. 
Audience surveys reaffirm this...again 
and again! Consider these facts: 
MACON is rich. Retail sales up 25% 
in five years. 

MACON is growing fast. Population 
doubled in the past decade. 


Macon belongs in your Marketing 
Plans. 
You can and should sell your products 


... in big quantity . . . at high profit ... . 
in Middle Georgia. 


WMAZ-TV, Macon’s only television 
station, will do the job. Will do it suc- 
cessfully! 


CBS - ABC - NBC 


Represented Nationally by 


| AVLRY-KNODEL, Inc. 
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X Mr. C. Gabler Sen. and Dr. W. C. Gabler will 


be attending the 1956 International Meeting of 
Advertising Agency Leaders sponsored by the 


American Association of Advertising Agencies, 


April 23 through May 4, and the 8th Annual 
Convention of the International Advertising 
Association in New York on May 4, when they 
will look forward to further strengthening 
the ties of confidence with old friends—and 
to winning new friends. 

in New York City the Gablers will stay at the 
Roosevelt Hotel, Tel. MUrray Hill 4-1583. 


men who know 


that little “extra” that does the best 
advertising job for you in Germany 


The same advertising and marketing techniques 
which have been so successful in developing 
American markets are applied by the Gabler 
Agency with the same vigor and enthusiasm in 
Germany—modified and adapted to fit German 
needs, customs, and market peculiarities with- 
out weakening the core and the impact of the 
programs... 


Our headquarters are in Munich. In seven inde- 
pendent offices strategically located throughout 
Western Germany, keen and energetic Gabler 
trained executives bring their creative and mar- 
keting experience to your elbow, and ensure 
on-the-spot service... 


GABLER 


your associates for “custom-built advertising 
in Germany 


Advertising Age, April 9, 1956 


Plough Inc. Buys 
WCOP, Boston; 


Now Has 4 Stations 


Mempuis, April 3—Plough Inc. 
has acquired its fourth radio sta- 
tion. 

The company, which makes St. 
| Joseph aspirin and other drug 
| products, bought WCOP, Boston 
independent, from the Boston Post 


wenme -ce-et 


TIRED OF 
DIGGING FOR 
MARKET DATA? 


No need to waste time 
and energy. The 556-page 
Annual Market Data & 
Directory Number of In- 
dustrial Marketing gives 
you all the basic market 
data about every major 
trade and industry in the 
U.S. and Canada. 
Delivered to all IM sub- 
scribers without extra 
charge on June 25th. One 
year trial includes monthly 
copy of IM plus MD&DN 
—only $3. 
Mail Coupon Today 


Publishing Co. The sale is subject 
to the usual FCC approval. 
Plough got into the broadcast- 
|ing business in 1945 when the 
|manufacturer bought WMPS, 
|Memphis, from the Memphis 
PR I ys cast pnemer ison ing - | Press Scimitar. Its second station 
<a owes . |—WJJD, Chicago—was acquired 
Sicha anita lin 1953 from Marshall Field En- 
A NICE CRUSHER—This ad for Dy- | terprises. This spring WCAO, Bal- 
‘namics Corp. of America’s new| timore, was added to the Plough- 
Waring Ice-Jet will be used in the | Owned group. tl 4 
|New York Times April 15 and The| with lie Siestenein Co. cal 
/New Yorker April 21. Anderson &| 'Rose Co., both of Cleveland. 
Cairns, New York, is the agency. | Plough plans to buy three more 
radio stations—the limit permit- 

To Sell Crusher, ted under FCC regulations. 

‘ ” WCOP will continue under the 
| Waring Must First direction of its present staff, head- 
\ed by Roy Whisnand, manager. 
|Promote Use ofIce 
| New York, April 3—Sometimes | Stockwell to Public Works : 
|ing out a new product; then you Farm & Ranch and Capper’s Farm- 
| sweat just as much creating a mar-|@7, has joined the Kansas City ad- 
'ket for your dandy little invention. Vertising sales staff of Public 

That’s the approximate situation Works Publications, Ridgewood, 
of the Dynamics Corp. of America, NJ. Hereafter the company’s 
which had its appliance design labs S°Uthwest area will be handled 
working for two years on a Waring from Kansas City instead of Chi- 

'Blendor attachment that crushes °#8°- 
lice. The promotion lads say that | 
|this handy little gallon-a-minute 
|job “turns cubes into pulverized 
| ice as fast as the swiftest hand can | 
| feed them into the receptacle.” 

Anderson & Cairns, which has 
| shouldered the task of (1) glorify- 
ing pulverized ice, and (2) placing 
a halo on the Waring Ice-Jet as a 
| pulverizer par excellence, has rec- | 
ommended its clients use space in 
Esquire, Holiday, The New York- 
| er, The New York Times Magazine, 
Sunset Magazine, and a number of | 
Sunday supplements. 

The Waring Seo Jet—Gesigned| 

to take ice crushers out of the) 
‘gadget’ class and make them 
standard appliances in the home” 
—retails for $16.95. Could well be 
worth it, too, since it pulverizes 
“enough ice for a dozen mint 
juleps” in less than a minute. 


a The company—the DCA subsid- 
iary: known as Waring Products 
Corp.—thinks it has a winner in 
the pulverizer, since it has home 
uses that “most homemakers 
haven’t even thought of” (i.e., 
“snow cones,” topped with syrup 
or jam). Besides, there are up- 
wards of 1,000,000 Waring Blend- 
ors in U.S. homes today, and the 
Ice-Jet will fit only a Waring, 
which was developed and intro-| 
duced by Fred Waring, the band 
leader, almost 20 years ago. 

To popularize ice, as a necessary 
first step in Ice-Jet promotion, the 
advertising will be pegged to the 
| theme, “Elegance in ice.” Ads will | 
| break later this month. A recipe 
book prepared to indicate many 
| ways of using crushed ice will be 
available. 


OSTER OFFERS ‘JUNIOR’ 


WITH ITS BLENDER 
MitwaukeE, April 3—The John 
Oster Mfg. Co. is offering (till 
May 15) two Osterizer liquefier- | 
blenders for the price of one. The | NAME 
| offer—“big Mother’s Day news”’— | 
includes a deluxe Osterizer and al we 
| battery-operated junior-size ma- 
|chine “that really works.” 
| The promotion “is backed with 
| the heaviest merchandising of any STATE ae 
| Oster promotion. Displays, window 1 $3 enclosed [ Bill firm [Bill me 
| streamers, ad mat proofs, radio 


“INDUSTRIAL MARKETING 
200 E. illinois St., Chicago 11 
Enter my year's trial for $3. 
My money back any time I'm 
not satisfied. 


STREET 


city. 


CARL GABLER WERBEGESELLSCHAFT MBH 


Full-Service Advertising and Marketing Agency 
13 Karlsplatz, Munich / Germany - Cable Address: Werbegabler - Int. Telex: 052 3285 


and tv advertising are being used.” 
Mathisson & Associates is the 
agency. 
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In Colonial days, a Redskin could acquire “one hat for two beaver A feir exchange... full gement-readership valve ¥ 
nog A pm A ey for each advertising dollar spent ...influenced these e 
skins in season” or “one hat with hatband for three beaver skins. financial advertisers to use Business Week in 1955: 
More Indians than beavers were skinned in 1703. Aldens, Inc. (Dividend Notice) Home Insurance Company, The a 
- . a en ompan lornblower s . 
Just contrast that with the exchange of dollars for space in Business Atlas Corp. (Dividend Notice) Investors Diversified Services : 
“ cs Bank of America National Kearney & Trecker Corporation %, 
Week! You get an audience so carefully screened that it’s 92.1% oe ee eernap Haratiation eng heyy Le 
management men, by actual count... reading a magazine that wt Sih mat dd ee ee ene 
° e ° CIT Financial Corporation Loew’s, Inc. (Dividend Notice) 
publishes more business news than the three leading general-news Chase Manhattan Bank Marine Midland Corporation 
" : Chrysler Corp. (Dividend Notice) Marshall & Iisley Bark 
weeklies combined. City Savings & Loan Association Massachusetts Investors Trust 
- Commerele Credit Company Merrill, Lynch, Pierce, 
There just isn’t another magazine that gives you so much manage- — ——— 
. p . Crompt ion OF Snemeted Seat r 
ment readership ... across so much business and industry... at so Dayton Power & Light Company aaa, 
: Dillon Read & Company, Incorporated | Nomura Securities Company, Ltd. 
low a cost. Eberstadt, F., & Company Northwestern National Ban! 
e° e e ° ° Eisele & King, Libaire, of Minnesota 
Put your advertising in business .. . in Business Week! Re ee Rail Travel Credit Agency 
First ieraen Corporation pw oe me xoneeey . 
. . . 4 o ins, . Ray, om in 
YOU ADVERTISE IN BUSINESS WEEK WHEN New York (NCB Trovelers Checks) Sefpiwid Shores Incorporated 
Fuji Bank, The ; eanalel Govesmset 
YOU WANT TO INFLUENCE MANAGEMENT MEN ~~ craaaaae Salomon Brothers & Hutzler 
Shearson Hammill & Company #; 
Glore, Forgan & Company : ow 
Goldman, Sachs & Company “— —y Building 
“ W. T., oan Association 
cee tase Oe af Pate Work Sinclair Oil Corporation 
Haligarten & Company (Financial Statement) 
Halsey, Stuart & Company, Inc. Trave'etter Corporation 
Hayden, Stone & Company U. S. Fidelity & Guaranty Company 7 
Heller, Walter E. & Company (Dividend Notice) 
Hemphill, Noyes & Company Wertheim & Company 4 


Source: Publishers Information Bureau 
A McGRAW-HILL PUBLICATION 
Member—Audit Bureau of Circulations 
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WESTERN TRUCKING 
NEWS SERVICE 


covers Coast for-hire motor 
transportation since 1937 and offers 
LIVEST NEWS IN THE INDUSTRY 
LOWEST AD PRICES IN THE FIELD 


Sample copy free on request. Published by: 


$.D. McFadden News Bureau 
7 Front Street, San Francisco 11, Calif. 


Me he 


Post Haste Index Bows 

Post Haste Homefurnishings In- 
dex, a new direct mail service de- 
voted to the building products and 
home furnishings fields, has been 
organized, with offices at 550 
Fifth Ave., New York. The service 
is 
Glass, formerly advertising and 
sales promotion manager of Her- 
man Miller Furniture Co. The 
company has developed a series 
of lists covering architects, interior 
decorators, department stores and 


under the direction of Ted) 


furniture and home furnishings 
retailers which are tailored to lo- 
cal, regional or national markets. 
Further information may be ob- 
tained from Mr. Glass at Post 
Haste. 


Goodman-Anderson Adds Two 

Goodman-Anderson Advertis- 
ing, Los Angeles, has been ap- 
pointed to handle national adver- 
tising for the third straight year 
for the United Cerebral Palsy 
campaign, this year being held 


Advertising Age, April 9, 1956° 


from May 1 through May 31. The 
agency also has been appointed 


New All-Year Push 
again to handle radio and tv ad- 

vertising for Clyde Beatty circus, Is Set by Seagram 
currently playing Los Angeles. for V.O., Golden Gin 


Levinger Adds Marin Cheese New York, April 3—Seagram- 

Levinger Advertising Agency Distillers Co. will augment its gift 
Santa Rosa, Cal., has been named promotion advertising in April and 
to handle national advertising for May with a schedule = Rowapapers 
Marin French Cheese Co., Peta- and national magazines for Sea- 


luma, distributor of Rouge et Noir gram’s V.O. in addition to its Sea- 
|gram’s 7 Crown promotion. 


— and other specialty) The cnneien will te commenend 
eses. ; ; ( 
|in a four-color spread in the April 


A Mountain- Moving Technique 


HOW TO FILM YOUR FACTORY 
-IN HOLLYWOOD 


TV and movie star Barbara 


Whiting stands deep in the giant 


redwoods —on a Hollywood stage. A Geo. Fox production unit 
films a special series for the California Department of Forestry 
at low cost with the use of dimensional background projection. 
Perfect control of lighting, sound and filming conditions add 


studio quality to a ‘location’ 


’ film. 


This major studio technique puts extra quality in any sales 
film. Plant production, field scenes, or outside action from any 
location are filmed in minimum time. Then, with all the best 


CALL US COLLECT—HOllywood 4-2242 


2 


Wherever you are, 


your film plans, let’s take a 
few minutes to talk about 
them—your call’s on us. 

Find out how your film can 
be produced in Hollywood at 


lower cost. 


The 


COV 


whatever 


ORGANIZATION 


1508 Cross Roads of the World, Hollywood, California 
Continuous Production since 1935 


|16 issue of Life, followed by color 
pages in May issues of Argosy, 
|Collier’s, Elks Magazine, Field & 
| Stream, Look and VFW Magazine. 

The Seagram's V.O. ads also will 
be run in 68 newspapers in 65 
markets, stressing the whisky as a 
gift for birthday, anniversary and 
bon voyage occasions. 
| The Seagram’s 7 Crown cam- 
|paign will run in 591 newspapers 
in 478 markets. 

Liquor trade publications will 
carry copy in April issues describ- 


studio facilities and the craftsmanship of Hollywood’s finest 
technicians your sales story is expertly woven in, using top stars 
and actors to produce the exact effect desired, with the peak 
of quality assured. Experience has proved it actually costs less 
to produce sales films in Hollywood. 

Shown above in a pre-scene discussion are left to right: 
Mr. Fox, Elmer Osterman, fire prevention coordinator for the 
California division of forestry, Miss Whiting, and George Walsh, 


actor and CBS staff announcer. 


Hollywood's top technicians work for you 


Fully equipped production units of Hollywood's finest crafts- | 
men are available for any location filming. A key executive 
of the Geo. Fox Staff accompanies every location unit to 
direct and coordinate all phases of the production for the 


ultimate in quality. 


|ing the campaign to retailers. 

| Extensive point of sale material 
for store and bar windows and in- 
teriors will be used to accent the 
gift theme. 


|s George E. Mosley, vp in charge 
|of advertising and sales promotion, 
says, “We have increased the ad- 
| vertising and have provided liquor 
|stores and bars with a variety of 
|point of purchase materials to en- 
|able them to get a larger share of 
the gift market. We have made 
|these midyear pre-wrapped gift 
/packages more readily available, 
because we are convinced that gift- 
| giving knows no season.” 

The fifth successive annual Sea- 
gram gift promotion also includes 
a pre-wrap for Seagram’s Golden 
gin. 

Warwick & Legler is the agency 
for Seagram’s 7 Crown and institu- 
tional advertising; Roy S. Durstine 
Inc. is the agency for Seagram’s 
|V.O. and Seagram’s Golden gin. 


Kellogg Offers Silver Spoon 
to Babies Born Feb. 19-25 


Kellogg Co., Battle Creek, Mich.., 
in honor of its 50th anniversary 
being celebrated this year, has of- 
fered a personalized silver-plated 
baby spoon to parents of babies 
born during the company’s birth- 
day week, Feb. 19-25. The offer 
| was introduced on three tv shows, 
“Arthur Godfrey Time,” the “Gar- 
|ry Moore Show” and Art Linklet- 
|ter’s “House Party.” 

Parents of babies born during 
the birthday week may still re- 
|ceive one of the spoons by writing 
to “Baby Spoon,” Wallingford, 
|Conn., including the baby’s birth 
date and the initial to be engraved 
on the spoon. 

F ord Has Training Course 
for Continental Salesmen 

Ford Motor Co. is offering a 
course in “specialized selling” to 
sales managers and salesmen of 
|Continental dealerships. The pro- 
gram is designed to “train sales 
representatives in specialized tech- 
|niques which will enable them to 
augment their natural ability in 
presenting the Continental Mark 
II,” according to Douglas T. Mc- 
Clure, sales manager of the Con- 
tinental division. Trainees will 
take the course in Dearborn in 
| groups of 30 each until April 24. 


| 


Skol Starts Sun Tan Drive 

Skol tanning products plans an 
extensive program this year “in 
the biggest push in the history of 
the sun product industry.” Five 
new products will be introduced, 
| all with a new “rich tan” formula. 
| Advertising will include network 
and spot television, color pages in 
Life, Look and This Week Maga- 
zime and car cards. J. Walter 
| Thompson Co., New York, is 
|agency for Skol, made by J. B. 
' Williams Co., Glastonbury, Conn. 
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.dvertising Age, April 9, 1956 


| , 
Now You Can Gel rr cee seal 


| Pacific Mercury Television Mfg. | 
i |Co., Los Angeies, has formed a_ 
00 aracter ‘new company, Thomas Organ Co.,| 
in nearby Sepulveda to manufac- | 
Ref ‘ 
erences est priced in the field, and 
; |competitive in price with pianos. 
New York, April 4—From| he standard Thomas organ will 


now on, you may be able to! sell for $599, plus cost of acces-| 


gauge a good deal of a person’s | <ories. Plans call for both national | 
character by narrowly watch- 


| ture and sell a new electronic or-_ 
gan, which it says will be the low- 


and local advertising when dis-| Sorensen Named PR Director 
tribution is complete. Foote, Cone; Clark C. Sorensen, formerly as- 
& Belding, Los Angeles, will han-| sistant to the president of Harris- 
dle the account. 7 | Seybold Co., has joined American 
The organs will be distributed |Machine & Foundry Co., New York, 
through 16 wholesale distributors as director of public and indus- 


'in principal marketing areas, who ‘trial relations, a new post. 


will franchise dealers. Joseph F. 

Walsh, formerly manager of mar- Harris Opens PR Office 

keting of the tv-radio division of| Henry S. Harris, public relations 
Westinghouse Electric Corp., has| director of Dufine-Kaufman, New 
been named national sales man-_ York, is resigning to open his own 
ager of Thomas. 'pr offices in New York and West- 


47 


chester. Mr. Harris will specialize 
in industrial, plastic and graphic 
arts companies. 


Helping those 
who appear to be doing well 
to do BETTER is our main object. 


How good our intentions are you will 
JAY P. find in our free booklet. Send for it. 


WALK advertising typography 
11 £. HUBBARD, CAGO 11 © MOhawk 4-6134 


ing what he orders in a restau- 
rant. 

It seems there’s such a thing 
as sex in food, and no less a 
savant than Dr. Ernest Dichter | 
says it’s so. In the April “Moti- | 
vation Newsletter,” it appears | 
that food not only has gender, 
it may be light or serious, intel- 
lectual or sensuous, aged or 
young, progressive or old-fash- 
ioned. 

For instance: 

“In our studies we found 
fascinating contrasts in the sex 
attributes of food. Rice is felt 
as being feminine but potatoes 
are masculine; tea is feminine, 
coffee is strongly masculine. 
The two extremes are meat and 
cake, the latter being the most 
feminine of foods. Some foods 
are bi-sexual, among them 
roast chicken and oranges.” 


® Likewise, the newsletter says, 
Quaker Oats is a good example 
of moral food, associated in the 
consumer mind with a time of 
“sacrifice, virtue and idealism.” 
So rock-ribbed is its virtue, that 
even “the promises of outer 
space muscles, cellophane pop- 
ularity and jet nightmares have 
not displaced it.” But look out, 
virtue! Dr. Dichter sees the U.S. 
breaking away from the Puri- 
tan path to the dinner table, 
increasingly enjoying unusual 
or “refined” foods; all due to 
today’s hedonistic climate, 
which is breaking down tradi- 
tional American guilt feelings 
about any food that is too rich 
or too fancy. 

Steak, pie and ice cream are 
foods with sensory—and sensu- 
ous—appeal. At the other end 
of the table, there’s spinach, 
which appears here as a symbol 
of “intellectual” food. 


wes een ae 


® Foods are associated with age 
groups. Coca-Cola belongs to 
the adolescent age group. Bread 
sales are hurt by the notion 


FO RE EEE EEE EE RENEE EEE eee eee meee 


meer, Can you name the 4 outstanding 


serious; right now light foods 
have all the best of it, on ac- 


ananeesieee<| Qiscoveries that are taking place here? 


a slim appearance.” So jellied 
consomme and cold cuts for a 


tv snack do well, and the light The man with the kite is Ben Franklin proving his theory 
ecg helps its draw about lightning. The impatient fellow in his ‘birthday suit’ 
a pie is an old-fashioned is Archimedes, af ter figuring out the displacement of floating 
food and ought to be sold by bodies. And the third man is Isaac Newton discovering the 
old-fashioned appeals, and even law of gravity — the ‘hard way.’ 


new-fangled foods have their 


problems, on account they at- The last fellow is making a discovery in an even more popu- 
tract and intimidate the house- lar science . . . home handicraft. He is discovering that 
there is pleasure, profit and personal achievement in his new 
avocation. There are millions like him... and 


wife at the same time. For 
instance, the newsletter says, in- 
stant coffee had to clear the 


hurdle of guilt on the part of they know the difference between a Stillson and 
the wife who felt may — a monkey wrench—a cross cut and a rip saw— 
she wasn’t preparing fresh cof- ‘ ’ 
cos. The Sew peadeeta have & why they even know how to make a ‘square hole. 
pin hed 4 — 3 ng How do they discover these things — through 
an integral part of the psycho-/ © POPULAR SCIENCE, of course! Every month, 
logical world of the wife and| Popular Science editors feature new ideas on 
mother who wants to prove by home improvement, car maintenance, tool uses, 


her actions that she is the| industrial developments, scientific-technical pro- 
gress, etc.—the kind of information that ambi- 
welfare of her family.” tious readers actively seek to improve and refine 


thoughtful and dedicated pre- 
siding genius over the biological | 


their skills. Proof of this top quality market is in the cur- 
rent Daniel Starch Nov. 1955 Consumer Magazine Report. 


The facts reveal, that Popular Science reaches more adult men 
readers .. . 1.09 per copy . . . a higher percent skilled craftsmen 
— 27.9% of readership . . . a higher percent professional, technical 
workers — 12.0% of readership . . . than any magazine with a 
million or more circulation in the science-mechanical field. In addi- 
tion, 84.3% of Popular Science readers are high school or college 
graduates, and 77% earn $4,000 and more per year 
—all higher percentages than readers of Popular 
Mechanics, Life, Look and Saturday Evening Post. 


If your product can be used by the home handy- 
man, craftsman in industry or even engineers — 
call the man from Popular Science. He will docu- 
ment the Popular Science story with the latest 
Daniel Starch study. Try a test schedule. You will 
make an outstanding ‘discovery’ of the unusual 
sales job that Popular Science can accomplish 
for your client’s product. 


Risk Joins ‘SEP’ in Chicago _ 
C. (Tiny) Risk has joined the JP OP ULAR SCIENCE Monthly —America's leading new-idea magazine for 84 years 


Chicago publication staff of The 


Saturday Evening Post. He for- New York - Chicago + Boston - Cleveland - Detroit - Los Angeles + San Francisco - Portland, Ore. - Sarasota, Fla. 


merly was with Fawcett Publi- 


cations and Parents’ Magazine. 
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Another true-to-life story about some make-believe characters 


Why do middle-incomers in Chicago 
travel more 


than high-incomers? 


ae east of Laramie A and west of Brooklyn 
there’s a city called Chicago. 
And it’s such a wonderful city that almost every railroad comes 
to visit it. And most airlines. And more ships and buses than you’d imagine. When 
they go out again, they carry rich pay loads of Chicagoans who like to go and see how the rest 
of the world compares with their home town. 
Knowing what a terrific travel market Chicago is, a Certain Super Airline 


petitioned the CAB for permission to add a new Chicago-New York run to its schedule. After 


this : () : was given, Super faced the problem of the best way to compete against 


would be Super’s best travel prospects. And a selective medium concentrating 


on this exclusive audience their best advertising bet. 


eee eeeees 


But along came Joe seeeeee from the Chicago Tribune advertising department. 
and!) Pe ban 
And it just so happened that Joe brought with him some new statistics on Chicago’s 


travel market: A higher percentage of high-income families in Chicago travel. But more 
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middle-income families (383,030) travel pansy ) 


And that’s because there are so many more middle-incomers. And even though 
low-income families represent the smallest segment of the market (277,570), they still 
constitute an important group of travel prospects. 

So to get the most out of the Chicago travel market, 


you’ve got to go into a mass advertising medium that reaches all the important 


By concentrating a large space campaign in the Tribune and securing 
the greatest coverage of travel prospects, Super broke into a highly competitive market 
and took its place among the transportation leaders. 


Nobody knows Chicago like the Tribune. 


The Tribune has spent several million dollars to find out nr SO 


that vitally affect your Chicago sales. It knows who your best customers are, where they 


live and shop, why they buy. This valuable information is yours for the asking. 


Nothing sells the Chicago market like the Tribune. 


Retail sales in Chicago and the 206 Chicagoland counties are big—valued ~ 
at $17.8 billion. And the best way to sell this market is through the Tribune. Does advertising 
in the Tribune pay? Just ask advertisers like Happiness Tours, Sure Save Food Marts, 


Park Forest Homes, Fi oS)! John T. Shayne. 


People may praise the Tribune, fuss about it or blast it—but reading the Tribune 


in Chicago is just like dunking doughnuts in coffee. B\ Almost everybody does it. 
Everybody feels its impact. Practically 7 out of 10 families in the Chicago metropolitan area 
read the Tribune—almost half of all the families in 839 midwest towns read it. (Only 
1 out of 9 families in metropolitan Chicago tunes in on an average evening TV show — and 
national magazines reach only a fraction of the families reached by the Chicago Tribune.) 

So if you want to know something about Chicago, call in a 

joe from the Chicago Tribune and put him to work finding out. 


P.S. Always remember .. . &y If you want to SELL Chicago 


TELL Chicago in the Chicago Crib une 


THE WORLD'S GREATEST NEWSPAPER 
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Pennsylvania Order Bans |was taken under a_ reciprocal 
Carling’s 7-Oz. Beer ee in the Pennsylvania liquor 

The Pennsylvania liquor control code. Board officials said Ohio beer 
board has issued an order banning | distributors cannot buy 7-oz. bot- 
importation of Carling’s 7-oz. bot-|tles of beer from Pennsylvania 
tles of beer from Ohio. The action | breweries. 


Hitch Your Sales to a Pony 
And Watch Him Pull for You 


What are you promoting . . . foods, drugs, tooth- 
paste, dairy products, candy? Whatever it is, if it’s 
& consumer item and children use it » you'll 
never believe the downright magnetic drawing power 
of a “Give-a-Pony” promotion. Pree Ponies always 
have, and always will, | the sales promotion 
parade . ... with parents, too! You'll see here the 
ultimate in store-traffic stimulation. 


We Furnish Everything! 
%*& dynamic, giant two color posters 
* window streamers and wire-hangers 
* bag-stuffers and handbills 
® full and half page newspaper mats 
* entry blanks for six different types 
of successful contests 
package A. 2, _— Ee et , 4 + brs _s aos vente, 


top- 
And a Pony is very inexpensive compa: to the amount of interest you will create with 
any other prize. One or a thousand available immediately. 


Get the fun! story today... Fashion Club Shetland Pony Sales Co. 


write or phone 449 Rush St. ¢ Chicago 11, Mi. « DEL. 17-7566 


Everythin, 


While the order does not men- 
tion Carling Brewing Co. by name, 
Carling is the only brewery in Ohio 
producing beer in 7-oz. bottles. The 
order, which does not affect ale, 
bans all beer imports from Ohio 
under 12 ounces, effective March 
23. The board said the 7-oz. bottle 
was put on the market only recent-_ 
ly and some shipments may have 
gone through before the effective 
date of the ban, originally slated 
for March 15, but postponed for! 
eight days by the state justice de-| 
partment. 


Frank Block Adds Winco 

Frank Block Associates, St. 
Louis, has beer appointed to han-| 
dle advertising for Winco Ventila- | 
tor Co., St. Louis. Consumer maga- | 
zines and building and architect-| 
ural trade publications will be) 
used. 


Louis Klein Moves Office 


Louis B. Klein Advertising has) 
|moved to larger quarters at 2303) 
|Barron Hill Rd., Lafayette Hill,| 
|Pa. 


today’s merchant 


Anyone who buys by the carload, the cartonload 
or the hatful at the back door, then turns around 
and sells by the piece at the front entrance is an 
artist. And that’s TODAY'S RETAILER. To help him 
in this back-breaking job, THE LEADERSHIP 
MAGAZINE goes all out to bring him the news and 
ideas he needs and wants. And we deliver. That we 
know for more retailers the country over subscribe to 


MEN'S WEAR Magazine than any other publication. 


a true artist 


| 
| 


MEN’S WEAR 


Magazine 


A Fairchild Publication 


7 East 12th Street, New York 3 


Hhow full MOUSEPOWER oa wok 
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SEMANTICS—A new word, “housepower,” will be added to the lan- 
guage by a four-page ad in the May Better Homes & Gardens. 
(Shown here is the center spread.) Coined by the agency, Fuller & 
Smith & Ross, “housepower” will be the one-word theme for the Edi- 
son Electric Institute’s $1,000,000 campaign aimed at modernizing 
home wiring (AA, Jan. 16). Last page of the ad announces a $100,- 
000 “How’s Your Housepower?” contest which has 12 questions and 
a 25-word statement to be completed. 


,cold bottles of soft drinks being 
‘touched in a toast by a boy and 
girl against a backdrop of pastel 
balloons. Little more than the 


Soft Drinks in 
hands are shown to highlight the 


Glass Bottles |bottled soft drinks they hold. 


New York, April 3—The Glass| Descriptive copy emphasizes that 
Container Manufacturers Institute |soft drinks bottled in glass have 
will run a national advertising and | natural flavor protected and suffer 
publicity campaign to promote soft | no flavor change. No brand names 
drinks bottled in glass during the are mentioned. 
peak beverage consumption months| Additional ads will be used in 
of June, July and August. the labor press, and publicity will 

First of the full-page, full-color | be released to newspapers, radio 
ads will appear in June issues of | and television commentators. Busi- 
Good Housekeeping, McCall’s and ness paper advertising and direct 
Woman’s Day. These ads will be mail will be used to merchandise 
repeated in July issues of Family |the three-month campaign to soft 
Circle and Ladies’ Home Journal. | drink bottlers and grocers. 

In August, a different full-color! Kenyon & Eckhardt is the agen- 
page ad is scheduled for Family cy. 


Circle, Good Housekeeping, Ladies’ 
Home Journal and Woman’s Day. ‘Argosy’ Appoints Lusk 
O. E. (Jack) Lusk, formerly with 


= The June-July ads will feature Elks Magazine, has been appointed 
a party motif and show two ice-| Detroit ad manager of Argosy. 


Glass Makers Boost 


BORGANA' 


During 1955, the Borg Fabric Division of 
The George W. Borg Corporation used 
48,513 Fairchild List Division names 


in 5 separate mailings. 


FAIRCHILD LIST DIVISION Premium mailing lists 
(contain the individual's full name plus the complete 
name and address of the store or firm) in the 
men’s, women’s and children’s apparel industries, as well 
as in the home furnishings and footwear fields. 


Commission of 15% paid advertising agencies on 
the rental fee of Fairchild mailing lists. 


FAIRCHILD LIST DIVISION 


7 East 12th Street, New York 3, N. Y. 


Send me free of charge the complete details on mailing 
lists in the fields checked: 
0 Men’s apparel (1 Women’s & children’s apparel 
C) Home furnishings [) Shoes 
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Sloan Resigns as 
GM Board Chairman 


Detroit, April 4—Alfred P. 
Sloan Jr. has resigned as chair- 
man of the board of General Mo- 
tors Corp. He will remain a mem- 
ber of the board and has been 
elected honorary chairman. He 
will be succeeded by Albert Brad- 
ley, who was chairman of the fi- 
nancial policy committee. 

Mr. Sloan has been GM chair- 
man since 1937. Before that, he had 
been president since 1923. He 
joined GM in 1918 as vp in charge 
of accessory operations and in 1920 
was named vp in charge of oper- 
ations. 


a Mr. Sloan is credited with hav- 
ing evolved the GM management 
concept providing for centralized 
policy and decentralized adminis- 
tration. 

Mr. Sloan’s first position was 
with Hyatt Roller Bearing Co., 
Newark, N. J., which he joined as 
a draftsman in 1895. He later be- 
came head of the company, which 
sold anti-friction bearings to the 
infant automobile industry, a posi- 
tion he held for 17 years. In 1916 
Hyatt joined with other accessory 
companies to form United Motors 
Corp., with Mr. Sloan as president. 
United Motors Corp. came into the 
General Motors family in 1918. 


McGraw-Hill Income 
Reached $76,653,353 
in ‘55—9% Above ‘54 


New York, April 4—McGraw- 
Hill Publishing Co., for the 18th 
successive year, showed an in- 
crease in gross revenues with 1955. 
a record high, according to the an- 
nual report just published. For 
1955, gross revenue was $76,653,- 
353—an increase of 9% over 1954’s 
sales of $70,018,000. Revenues of 
all divisions increased, but book 
sales accounted for the larger por- 
tion of the increase. 

Net income after taxes was $6,- 
283,951, compared with $5,924,300 
in 1954, a 6% increase. This 
amounted to net earnings of $7.14 
a share on 880,000 shares outstand- 
ing at the year end compared to 
$6.73 in the preceding year. The 
1955 net was after allowance for 
costs of starting two new publica- 
tions: Petroleum Week and Control 
Engineering. 

In 1955, McGraw-Hill paid di- 
vidends of $3.40 compared with $3 
a share in 1954. Actual dividend 
disbursements totaled $2,992,000 
last year, and $2,640,000 the year 
before. 


Compton Acquires Hunt; 
Forms Hollywood Office 

Compton Advertising, New York, 
has acquired the business of W. H. 
Hunt & Associates, a Los Angeles | 
agency. Hunt people and accounts 
are being combined with Comp- 
ton’s former Hollywood tv produc- 
tion office to form a full-scale 
agency operation. 

Waldo H. Hunt joins Compton as 
a vp and manager of the Los An- 
geles office, located at 8733 Sunset 
Blvd. Robert L. Nourse Jr., who 
rejoins Compton after five years, 
becomes vp and supervisor of serv- 
ice to national accounts. Alvin Ka- 
baker, vp and manager of Comp- 
ton’s tv program group in Los 
Angeles, remains in that capacity. 


Food Prices at Lowest 

Average retail food prices are 
at their lowest levels since 1950, 
while average hourly earnings of| 
employes in food processing have 
risen to new peaks, according to 
the current issue of the “Economic 
Barometer,” distributed by the 
Grocery Marufacturers of Amer- 
ica Inc. Consumer food prices 
are currently about 2% lower than 
a year ago and 7% below the all- 
time peak of August, 1952. Since 
August, 1952, earnings of food 


| 


HERSHNER CROSS has been named 
manager of General Electric Co.’s 
marketing specialization consulting 
service. He was formerly general 


_ TRUCK-ADS SELL THE 
MOTORIST (....cnd his family!) 


Are you looking for a new and effective way to sell the 
| motorist (—and his family)? Here is a medium offered 
for the first time on a selected nationwide or regional 
| basis. Truck-Ads give you greater visibility at lower 
cost, yet can be EXCLUSIVE for your type of product. 
|BARBOUR TRUCK-ADS, INC. now has over 10,000 
availabilities, any part of which may be leased on a 
|'SEASONAL or YEARLY basis. For information re- 
garding rates, types of signs used, maintenance pro- 
gram, account classification available, and other com- 


plete data, please call or wire: 


ATAPLA 


CE 


: waa Ptace 
TO ADVERTISE) 


| 
| 
| 


a —— 
—————— 


manager of GE’s distribution as- BARBOUR TRUCK-ADS INC. vit ct 
semblies department, Plainville, f 
Conn. 100 South Main Street 
P. O. Box 1245 
plant employes have increased Telephone 2-0611 


nearly 30%. 
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BOOTH NEWSPAPERS 


THE BAY CITY TIMES THE KALAMAZOO GAZETTE of THE FLINT JOURNAL THE GRAND RAPIDS PRESS 
THE SAGINAW NEWS JACKSON CITIZEN PATRIOT THE ANN ARBOR NEWS THE MUSKEGON CHRONICLE 


NATIONAL REPRESENTATIVES: A. H. Kuch, 110 E. 42nd St., New York 17, Oxford 7-1280; Sheldon B. Newman, 435 N. Michigan Ave., Chicago 11, 
Superior 7-4680; Brice McQuillen, 785 Market St., San Francisco 3, Sutter 1-3401; William Shurtliff, 1612 Ford Bidg., Detroit 26, Woodward 1-0972, 
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Renfield Importers Uses 


;;papers in 17 markets to promote| markets. Reach, Yates & Mattoon! KiJ] household insecticides. 
P| its “blue chip” imports. These in- 


HEAR NO Evii—Pat Neelands models 
a “phony auto deal ear protector,” | 
part of an all-out fight launched by | 
the Oakland Zone Chevrolet Deal- | 
ers Assn. against “irresponsible” 


auto advertising. Campbell-Ewald 
Co., San Francisco, is the agency. 


Department Store | 
Sales in Canada Set 
2-Month ‘56 Record 


Toronto, April 3——Department 
store sales in Canada soared to a 
record $148,917,000 in the first two 
months this year for a gain of 
9.18% over the $136,389,000 re- 
corded in the corresponding pe- 
riod last year, Financial Counsel 
estimates. 

January sales were $74,043,000, 
6.3% above $68,996,000 in 1955. 
February sales of $74,874,000 were 
up 11.1% over $67,393,000 in 1955. 

Manitoba was the only prov- 
ince reporting lower sales. The to- 
tal was $12,720,000, down 3.2% 
from °55’s $13,144,000. 

The largest rise was in Ontario, 
where $50,810,000 purchased from 
the big stores compared with 
$45,192,000 for a 12.4% 1956 in- 
crease. 

In Quebec, sales were $26,636,- 
000, up 10.7% from $24,060,000, Al- 
berta sales were $15,588,900, up 
9.2% from $14,272,000; British Co- 
lumbia’s $25,004,000 was up 8.8% 
over °55’s $22,981,000; Saskatche- 
wan, with $7,446,000, was 4.9% 
ahead of °55’s $7,096,000 and the 
Atlantic $10,712,000 


provinces’ 
was up 11.1% over $9,644,000 in 
"55. 

The Atlantic provinces showed 
the best gains in February, with 
a sales rise of 16%. Saskatchewan 
gained 11%, Ontario 15.4%, Que- 
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ORAVISUAL ALL PURPOSE 

PORTABLE EASEL 

| 

Designed for use with large paper | 

writing pads. Also ideal for showing 

turnover charts or cardboard charts. 

All cluminum construction. Folds up 
for easy carrying or storage. 


Many other models available. 
Wriie for free catalogue. 


ORAVISUAL CO. 
Box 609 A St. Petersburg 2, Fla. 
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and | Cointreau liqueur, Piper-Heidsieck ;|Haynes Joins Cook Chemical member of the company’s adver- 
champagne, Remy Martin cognac, Don C. Haynes, formerly an ac-| tising department the past four 
St. Remy brandy and _ several|/count executive and director of! years, housewares sales promotion 
i , | French, Spanish and Italian wines. | public relations of Jackson, Haerr,) manager. He succeeds Jack E. 
Newspapers for ‘Blue Chips | Schedule will be suspended in Peterson & Hall, Jefferson City,| Schlegal, recently named adver- 
Renfield Importers, New York,| the summer and resumed in Octo-|Mo., has been named promotion | tising manager of the company 
will use 1,200 and 1,600-line ads|ber for the remainder of the year manager of Cook Chemical Co.,| (AA, March 5). 
during April and May in 19 news- land probably extended into other Kansas City, manufacturer of Real-'| 
Toledo & Atlas Sign Merge 


is placing the ads, although L. H. | Toledo Sign Co. and Atlas Sign 
clude Haig & Haig and King Wil-| Hartman Co. is the agency for Ekco Advances Krause Co., both of Toledo, have merged 
liam IV Scotch whiskies, Gordon’s | some of the brands (King William| Ekco Products Co., Chicago, has and the business will continue as 
gin, Martini & Rossi vermouth,| IV, Gordon’s and Riondo rum). | appointed David L. Krause, a’ Toledo Sign Co. 


11.9%, Alberta 11.2% 
British Columbia, 9.7%. 


PARADE 

OF 

HOLLYWOOD 
PERSONALITIES 


Lloyd Bridges 
Thomas Mitchell 
Howard Duff 

John Ericson 

Don Taylor 

Ricardo Montalban 
Robert Newton 
Angela Lansbury 
James Whitmore 
-..and many otners 


A NEW STAR 
EACH WEEK 
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‘Personality’ Is Key 
to Ad Success, Says 


Swingline’s Litvak 


New York, April 3—The suc- 
cess of an advertising effort, ac- 
cording to Nell Lee Litvak, 
promotion and advertising direc- 
tor of Swingline Inc., stapler man- 
ufacturer, depends on the “per- 
sonality” that goes into it. 


Speaking before the _ spring 
meeting of the Metropolitan Trav- 
elers Club, Miss Litvak expressed 
the need “for creating the right | 
selling mood for the specific prod-| 


uct,” by bringing about “a long-| 


range solidly-built conversation 


‘between business and customer and that quality of vital personal- | a human being and advertising to | 


|that tells the customer about new 
|products to save him time and 
money. 

“However, every word in that 
long-range conversation must be 


arresting and provocative to cre-|differentiating between industrial, 


ate a remembered personality for 
the product,” she said. “Hy pnosis | 
through repetition is more its ba-| 
sic nature,” she added. 

“To sell a product or bait your 
trap you have to weave a spell,| 


ity is one of the most important 
strands. Every man has a string | 
‘that will vibrate to a warmer, | 
_more human approach.” 

| Emphasizing the uselessness of | 


53 


she said, “rather than what they 
see as an inhuman, intangible fig- 
ure of a merchant.” Ads with 
“real personality,” in Miss Lit- 


trade and consumer advertising, 
Miss Litvak said there are many 
people in the advertising field who | 


|separate the groups to the point | vak’s view, include the campaigns 


where “advertising to the trade is|of Ladies’ Home Journal, Con- 
advertising to someone who is not|tainer Corp. of America, Jell-O, 
CBS Radio Sales, Orbach’s, 


‘the consumer is. | Squibb, Levy’s bread, Life Saver 
and Silver Star razor blades. 
es “How much more effective it|These, she said, create the “right 


selling mood” for their specific 


products. 


would be if they based it on 
what would appeal to the man,” 


The 


venture, romance, real 


‘a anthology of first run films in 
"a = syndicated television . . . new, 
all new, top quality productions—in an anthology 
which brings you “inside STAGE 7” to see Holly- 
wood’s stars in dramatic stories: comedy, ad- 


first network dramatic 


life. 


Prats, 


é Se ikea tt 


Lifted from the 
continuing series 


. the first time 


OT OS Sapa eh 


produced exclusively for local or 
maienl chveatiotes os 
big-time network success—which got highest Niel- 
sen, Videodex and ARB ratings—produced for you 
first run for market-by-market use. 


Weber, Geiger Forms PR Unit 
Weber, Geiger & Kalat, Dayton 
industrial agency, has created a 
new public relations department 
and has appointed David Summers 
its director. Mr. Summers formerly 
was a public relations account ex- 
ecutive with Bond & Starr. 


GE A rte 


Gettelman Boosts Stewart 

Orville A. Stewart, advertising 
manager of A. Gettelman Brewing 
Co., Milwaukee, has been appoint- 
ed to the new post of advertising 
and merchandising director. 


ors 45, 


Ss as a 


BP” 


network, the 
is now being 


WCOP — tie 


biggest lift to 
advertisers and 


you can have a 


audience ! 


PRE-PRODUCTION SALE! 


STANDARD OIL OF CALIFORNIA BUYS WEST COAST 


and here’s why —* 
Currently tied fo 


a\ 
Fs in total K )=- 
7 day average audi- 


ence (Pulse) and BR - 


< 


e - . re - 4 First markets bought up before cameras rolled or stars cast. Sight  ».. cost per thou. 
--* unseen, one of America’s finest regional sponsors, The Standard Oil on Galen bene 
Company of California, through Batten, Barton, Durstine & Osborn, — 
reserved STAGE 7 in 16 major markets in 9 western states, Hawaii and Alaska. Most popular rec: AS 


You can be the first in your market with STAGE 7. Wire collect right 
now for an advance private screening or to reserve your markets. 


Milton A. Gordon, President 


for higher sales through quality programs 


LASSIE * ADVENTURES OF ELLERY QUEEN *® CAPTAIN GALLANT OF THE FOREIGN LEGION © HALLS OF IVY * COUNT OF MONTE CRISTO * 
RAMAR OF THE JUNGLE * FURY * SUSIE © EDWARD SMALL FEATURES * YOUR STAR SHOWCASE © SCIENCE IN ACTION * AND ON THE WAY: 
YORK CONFIDENTIAL * ONE FALSE STEP . 


TUGBOAT ANNIE © HAWKEYE — THE 


Michael M. Sillerman, Executive Vice President 


Television Programs of America, Ine 


477 Madison Avenue, New York 22 * PLaza 5-2100 @ Sales Offices or Representatives in Principal Cities 


Other TPA quality shows which help you increase sales: 


LAST OF THE MOHICANS * NEW 


Edward Small, Chairman 


» » AND OTHERS YET UNTITLED. 


climbing steadily! oN < 
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circulation now 2,000,000 
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TWO TOURS for 
WOMEN WHO WRITE 


Dateline: Europe July 22- . 19 $939 
A Food Writer's Sve: Aug. Sept. 21 
987 


for information write to 


STUDY ABROAD, INC. 
250 West 57th St. N.Y. 19, NY 


“Paul & Nena Joes boon INQYedients Now Are Registrable 


named market research director of | 
Gulf Publishing Co., Houston. For- 


|merly maintenance and design edi- | as Trademarks, Says Patent Lawyer 


tor of Petroleum Refiner, Mr. | 
Nicholls now will coordinate the} 
research activities of Gulf’s three| 
business publications, which also 
include World Oil and Pipe Line 
Industry. 


ents in products are now recog- 
nized by the U.S. patent office as 
eligible for registration as trade- 
marks. But they must be used in 


The ONLY Morning-Evening-Sunday 
Papers in the entire 33 county 
“Golden Beit” 
Daily — 
137,820 
Sunday — 


133,513 
(ABC, 9/30/55) 


such a way as to designate an 
identified and identifiable ingre- 
dient. 

Some national advertisers are 
now identifying particular ingre- 
dients in their products by name 
and are playing up their chemi- 
cal properties successfully in their 
advertising. 

That is the gist of an article on 
the “Recognition of Ingredient 
Marks as Trademarks” by Fred- 
erick Breitenfeld, a patent law- 
yer, in the current issue of the 
Trademark Reporter, official pub- 
lication of the U.S. Trademark 
Assn. 

Mr: Breitenfeld is identified as 
“a member of the bar of the state 
of New York, associate member 
of the U.S. Trademark Assn. and 
member of the subcommittee on 
trademark law revision of the 
New York Patent Law Assn.” 


Raleigh and Eastern North Carolina 
are showing remarkable increases 
in retail, wholesale and general 
business activity. New industry is 
coming in. Business and residen- 
tial construction is at a high level. 
Raleigh is North Carolina's 3rd city 
in retail business volume, while 
the 33 County Golden Belt con- 


tributes almost ONE-THIRD of the : - : 
s He cited a list of nationally ad- 


State total. 
nn vertised products which use in- 
—— ae gredient marks, such as LaFrance 
weet EIGH TIMES ~ bluing with Luminess, Rinso soap 
as Tus RAL with Solium, Vaseline cream hair 
nd nserver re tonic containing Ciratol with lan- 
The News ® wees, | olin, Vitalis with V-7, Ipana with 


anti-enzyme WD-9, Dial soap with 
AT-7, Pepsodent toothpaste with 
Irium. 

Mr. Breitenfeld notes that it has 
only been in the past few years 
that the patent office has inter- 
preted the law to bring it into 
closer conformity with modern 
business and advertising practices. 


Pee 


News an 


MORNING & SUNDAY 


THE RALEIGH TIMES 


Evening 


Represented by The Branham Company 


Advantages 
for 


Agencies and Advertisers 


* PROTECTION AGAINST COMPETITIVE ADVERTISING 

Just imagine! Only one advertiser for each product classification, in theatres 
selected, for as little as one or as many as 52 weeks. 

* MINIMUM COMPETITION FOR ATTENTION 


Only 3 to 5 different non-competing advertisers are shown in the theatres in 
which you advertise. And, 85% to 95% of the viewers remember your adver- 


tisement. 


* FREQUENCY 


18 to 35 performances per week with a showing of your advertisement at each 


performance. 


* FLEXIBILITY 


You can advertise in as little as one or as many as 16,000 theatres per week— 
and, in the weeks that lie ahead, your advertisement will be seen by as few 
as 10,000 in one theatre or as many as 60,000,000 in 16,000 theatres. 


* DRAMATIC USE OF COLOR 

Made-to-order one minute film commercials in beautiful Eastman color. Avail- 
able for your use—one of America’s finest and most complete Film Production 
Studios. Air conditioned, too! 


* COVERAGE 


A yearly cumulative audience that equals 90% of the persons in a community 
over 15 years of age who are mentally and physically able to attend theatres. 
44% of this cumulative audience will be exposed to your advertisements for 
thirteen or more times. 


More information furnished on request. 


MOTION PICTURE ADVERTISING SERVICE CO., INC. 


1032 Carondelet St. 
New Orleans, La. 


70 E. 45th St. 
New York, N. Y. 


| New York, April 3—Ingredi- | 


“The first time the commission- 
|er of patents reached a conclu- 
sion ‘ontrary to the general think- 
|ing (that an ingredient could not 
|be used as a trademark) was in 
|November, 1947, in the Bonder- | 
|metic case,” Mr. Breitenfeld says. | 
| “Strangely enough, the case} 
|does not actually deal with the! 
|ingredients at all, but relates to 
| the component parts of a mechan- 
lical device. Libbey-Owens-Ford 
‘sought to register the trademark 
|Bondermetic seal for ‘metal seals 
for multiple glass sheet glazing 
units for buildings, display win- 
dows, display cases and the like.’ 


a “The applicant admitted that 
the Bondermetic seals were not 
sold separately and apart from 
the insulating unit, but were sold 
only as a part of the entire prod- 
uct. 

“The examiner refused regis- 
tration ‘on the ground that the 
specimens fail to show proper 
trademark use of the word Bon- 
dermetic and that, moreover, a 
term may not be registered under 
the Trademark Act of 1905 unless 
the article which it identifies is 
separately transported or sold in 
commerce.’ 

“Commissioner Kingsland, who 
heard the appeal from the exam- 
iner’s ruling, reversed the deci- 
sion and ordered the mark regis- 
tered. 

“The Commissioner then made 
this important statement with re- 
spect to ingredients and compo- 
nent parts of devices: 

“ ‘IT have reached the conclu- 
sion that there is nothing in either 
the Act of 1905 or the Act of 1946) 
which would prevent a manufac- 
turer from separately registering | 
a series of marks which identify | 
separable component parts of his 
product. 


a “‘Such marks are registrable 
even though the article identified | 
by them may not be separately of- 
fered for sale in commerce... .A 
term which meets all other quali- 
fications for a registrable trade- 
mark should not be held unreg- 
istrable solely because of its use 
as a means of identification for | 
one individual feature of a com-| 
ponent product.’ 

“The wording of the decision,” 
Mr. Breitenfeld points out, “is 
such that it could be interpreted | 
to refer to ingredients of compo- 
sition as well as to component | 
parts of devices.” } 

The Winthrop-Stearns case, in 
August, 1955, Mr. Breitenfeld 
says, clarified the situation. 

“The case was an opposition | 
proceeding.” he says. “in which 
the owner of the trademark Roc- | 
cal, for an industrial germicide. 
opposed the registration of the 
mark Kocal for an ingredient in a 
sanitizing, disinfecting and deo- 
dorizing disinfectant known as 
Pine-Sol. 

“The labels used by the appli- | 
cant on its finished product say, | 
‘Improved with Kocal whitener- | 
brightener’; its advertisements | 
feature such phrases as, ‘Only | 
Pine-Sol contains Kocal, the mir- | 
acle neutralizer of yellow-gray | 
dinge, etc.’ 
s “The issue of possible confu-| 
sion between the marks was dis- 
missed on the ground that pur- 
chasers probably would not ask 
for the detergent by the name of 
its ingredient Kocal, and that mis- 
take or deception was not likely. 
The remainder of the decision was 
a searching review of the law re- 
lating to ingredient marks. 

“ ‘The question is one of fact,’ 
the Commissioner ruled. ‘If the 


mark is used to identify a com-| 
ponent—e.g., an ingredient, an 


iT SAuS—Procter & Gamble Co.’s 
newest premium is a plastic sail- 
boat which small fry can stick into 


|a cake of soap—floating Ivory, of 


course. Shown here are the four- 
bar package as offered in stores, 
and the assembled boat. 


added substance, a finish, or 
a part—and distinguishes such 
component from those of others, 
and it is properly used on or in 
connection with the goods, and 
the goods are sold or transport- 
ed in commerce, it is registrable, 
even though it may have original- 
ly been an advertising gimmick 
to aid in sales promotion. As stat- 
ed, the question is one of fact, 
namely, does the mark, as used, 
identify and distinguish the goods 
for which registration is sought?’ ” 

Current patent office policy in 
recognizing ingredient marks as 
valid trademarks, Mr. Breitenfeld 
points out, “is in step with mod- 
ern commercial practice. 

“This kind of progress, in which 
the law keeps up with what is ac- 
tually happening in the market 
place, eliminating the necessity 
for subterfuge and round-about 
methods, is commendable,” he 
says. 


ws “Yet there seems to be an ethi- 
cal question involved in the use 
and advertising of these trade- 
marks, which should also be con- 
sidered. 

“If a manufacturer states that 
his product is the only product 
that contains XY-93, and XY-93 
is merely his own coined symbol 
for a familiar chemical, freely 
usable by all, is this not mislead- 
ing? 

“If the symbol XY-93, designat- 
ing merely an ingredient (for ex- 
ample table salt) acquires the sta- 
tus of a trademark, with exclusive 
ownership, is it legitimate for an 
advertiser to claim that only his 
product contains XY-93? 

“Another manufacturer cannot 
call his ingredient XY-93, it is 
true, but if the ingredient is the 
same, isn’t the statement ‘Only 
PQR contains XY-93’ misleading 
and deceptive?” 


s In this connection, Mr. Breiten- 
feld points out that, in line with 
current patent office require- 
ments—namely, that valid trade- 
mark use requires that a mark re- 
fer to an “identified and identi- 
fiable” ingredient—many compa- 
nies now key their ingredient 
trademarks to such notes as the 
following: 

“New Mum with M-3.. . (hex- 
achlorophene)”; “Gardol (sodium 


|N-Lauryl Sarcosinate)”; “WD-9— 


Ipana’s special type of sodium lau- 
ryl sulfate.” 

The ingredient mark is a true 
trademark, Mr. Breitenfeld con- 
cludes. “And to judge by its cur- 
rent advertising popularity, it ful- 
fills its trademark functions ef- 
fectively.” 


Jerry Allan Joins PR Group 
Jerry Allan has resigned as In- 
diana-Kentucky director of ex- 
ploitation of Loew’s Inc. (Metro- 
Goldwyn-Mayer), Indianapolis, to 
join Variety Publicity Associates, 
Indianapolis, as an account exec- 
utive. Mr. Allan will handle ad- 
vertising, publicity and special ex- 
ploitation for accounts in the 
entertainment field. 
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They Gave an Industry 


There’s a new dimension in industrial 
journalism these days. Power’s editors 
recently put aside their typewriters and 
hit the road... to take an important 
story, in person, to the manufacturers of 
power equipment. It’s the story of the atom and what it will 
mean to business and industry. 

Nuclear Energy Seminars were held in New York, Cleveland 
and Chicago. Here extraordinary two-day sessions of informal, 
layman-language lectures and discussions provided the knowledge 
management men sought to guide their future thinking. 

This is a natural extension of Power’s editorial service. Since 
1940, five years before Hiroshima, Power’s editors have been pre- 
paring their engineer readers for the vast changes this new tech- 
nology will bring. With commercial atomic power in sight, the 
time to assess its business implications had arrived. 


a Look at Tomorrow 


The “faculty” for Power’s seminars included: Lou Rowley, 
editor (shown here leading a seminar discussion); Ben Skrotzki, 
associate editor; and Phil Swain, consulting editor. 

Many executives who attended are using the prepared lecture 
notes as a basis for training programs within their own companies. 
Others have requested Power to repeat the seminar for their 
management associates. And still others have asked that such 
sessions be made a regular event for keeping them informed on 
new developments in the power field. 

In experience . . . in knowledge of their jobs . . . in ability to 
serve their industry, Power’s editors are typical of those serving 
other McGraw-Hill publications. They’re specialists. They know 
their fields. They live with the problems of the men who look to 
them for help with their jobs. That is why every McGraw-Hill 
publication provides the best possible audience for your adver- 
tising to business and industry. 


McGraw-Hill 


PUBLISHING COMPANY  -> 


INCORPORATED 


(i) 330 WEST 42nd STREET, NEW YORK 36, N.Y. @ | 


More than a million men in business and industry pay to read McGraw-Hill business publications 
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Bucher Clegg H. E. Foster 
ATMOSPHERE—O’Keefe’s Brewing Co., Toronto, is on 
the entertaining end of this client-agency gathering. 
O’Keefe’s held a reception for the staff of Foster Ad- 
vertising in the replica of an 1820 Ontario wayside 
tavern on the sixth floor of O’Keefe’s building. 
Shown here are O’Keefe’s executives John Bucher, 


PHOTOGRAPHIC REVIEW 
OF THE WEEK 


ORCHIDACEOUS— 
Ludman Corp., 
Miami manufac- 
turer of alumi- 
num windows, 
flew 500 orchids 
to the Atlantic 
City convention 
of American 
School Adminis- 
trators. Model 
Beverly Neale 
appears with the 
display—free or- 
chids made a hit, 
too, according to 
Ludman. 


Dalton Mooney Turnbull H. M. Foster 
Toronto sales manager; Allan C. Clogg, advertising 

manager; H. Elliot Dalton, general sales manager, 

and Harold M. Foster, sales promotion manager. 

Guests from Foster include Harry E. Foster, presi- 

dent; J. Mooney, senior account executive, and D. W. 
Turnbull, secretary-treasurer. 


ae 
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Brunet Chapmon Kron Hower 
EXPORTERS—These four men cover a good part of the world in their 
sales and advertising activities. Posing for the camera at the annual 
convention of the Export Managers Club of New York are Meade 
Brunet, vp and managing director, RCA International; William M. 
Chapman, director, Westinghouse International; Arthur Kron, exec 
vp, Gotham-Vladimir Advertising, and Harry S. Hower Jr., export 

manager, Corning Glass Works. 


{pedis at “0% “5 
(Rigg RE tated. lll Jee 6 5 
~ ; ny. ‘ 


oo. 
DAE EA ia a hi 


ROAD TO STARDOM—Jayne Monsfield, featured in the Broadway comedy, 
“Will Success Spoil Rock Hunter?” has in her own way helped pro- 
mote more than 110 commercial products, plus charity affairs, movie 
premieres and civic events in New York. She has been adroit enough 
to be conspicuous at both Republican and Democratic shindigs and 


= ; 


Patterson Powers Aron 
OVERSEAS ADMEN—Jere Patterson, promotion manager of Life Inter- 
national; Joshua B. Powers, president of Joshua B. Powers Ltd., and 
John A. Aron, U. S. Rubber International, get together just before 
the international advertising luncheon at the convention of the Ex- 
port Managers Club of New York. Mr. Powers addressed the group 

on Argentina. 


on the cover of more than a score of magazines. Here Miss Mansfield 
is shown (1) as Queen of the Negligee Show, where she wore royal 
robes by Ginsburg Mfg. Co.; (2) with Baron and Lady Wolfschmidt 
and Wolfschmidt Vodka’s Dan Mahoney and Saul Lehrer at a cocktail 
party; (3) garbed as Miss Formalwear by After Six Form. |s. 


MEETING OF MEDIA—These posters, 
both relying on the expression “Big 
10” but using it in different con- 
texts, turned up side by side on 
Foster & Kleiser panels in Sacra- 
mento, Cal. The advertiser-media 
are KBET-TV and the Sacramento 
Union. 


NEW DECOR—A. Gettelman Brewing 

Co., Milwaukee, has redecorated 

its beer containers and included a 

gay picnic scene. Shown on the 

left here is the new bottle. Hoff- 

man & York, Milwaukee, is the 
agency. 


3ms'/3D—This shadow box stresses 
a $2 saving on Minnesota Mining & 
Mfg. Co.’s Scotch brand magnetic 
tape. The cardboard display is 
printed in two colors and is de- 
signed for shelf or counter-top use. 


Re 
Poles =, 
wa iz 

Phin 8 
eee 
be 

hens 
&. me 
—— | 

AS: —— 

Paes _—— — 
aes ee : 
ec: 

on Ad 
Pe ie’ vertising Age, April 9, 1956 

gy -* . ps AY, ¥ 

Sete we TS V f 
Ry sae ! ‘J x tet, & Eo A 
"s ~~ gk Sera — 

Nee a] a "ww ; 1 e ~ f2 ee: E é) dy 
pa. { J N yp SS ‘. 
: ee ie hs a a ow 
“eel : i a 
sari ’ ; ‘ — oS. ~~ 
ure ‘ . ae y * ‘ 
See ae i ae OE ORE se " , - ’ ’ i, # ; 
ae gi mr Piel PLES ane | Ms ‘¢ te Mt : "y : =e ” = - 7 » a “a ’ 
fi ee soci ante EL ae eee al Be S652 | ae i i a ees Pept } 

ti Pgh! ¢ TOR RES Aci te oe : ; ee 40 Pie \} 
Ring eyes tf Ser im aie ff Pes ote ae eM A Bre: “ ess ~ieh —s- ie 
Seu 4 Metra! ge if Bake ye 2 aiertie © a é _ ‘ ere a, 4 J i 4 a if 
ey a I Pe gt “ Ag = Cee ae es : t ‘west f a Bs oe . ard aS al ~— 

SR Wee ee F igs YS. ~age a 
PRP 4 ea ra * posal 4a . nee, wen Sati . R ay Ty 2 f ‘ ¥ y wat i ei a f 
aed ee > ia toa aati oS i tf ' ge ee ; eae: NS > ee 

ae 5 : Bp a. | A a See - : Se ee o i Be: er oe be ae me) Te . a oO — ‘ i. ie 

nA "7 » ‘4 PO Pie ve! oe ladies i a . a NOE” ae 5 * ‘ SA sae << SP by : i 

AAR s a oa 4 see, Se ‘ oo. oe : ‘ ‘i “ Se , ; i 2's - X»i . #2% 
os ed rae ’ - may. : ae ; : ‘ mr oe Fa ae 

an agi 4 oe Ve ho +. ses ea ge ammenaaes ae re i ‘a ah i # eg ce | a a 4 

ae i hits <a et de ; ne re ees : F °° = os a he 

Pee , Te aT @ 4 i#éssanaee 24 nye ee i ) See Se fo+g la ' 
ee i i BO iait-23 ~~ <i x 2 — if p % . 4 i meee Ie. = *, ek ‘ ’ 5* 7 

eee at a a Be ba. te ‘ ——— * ag ‘ , : 2 Gai — “ea te t fe Wat A : 

he Biss a os t re j ie a ; a ; : y + ete er ce ee es hat 2, pe : 7 : 4 4 Hn ‘ . 
ety; i ay re ~ | Se be ee 4 7 > ee ONE ri" 4 i F \" } : 
me hy a ~*~ i > Peale = fe ge A . 3 § a cles ; > } ;  e 

pon he ‘, ; - hes a m7 be & he a ~ >) an . ; | \p- ; ae 
Oe ce! ey mer eae ee ee : - aks a ie : = ‘ ¢ ‘a 

ga wary PS Fae : Sha tan J a i os 7 : ee “te =. ¥E : & ad a . 

Tae, % ae. te ” “ST ree a —S : POF § ut fe ee ae eae ’ 
af, € ~ i J ; r ' % KY a J eg fe! ahs SS 4 i, : i , : Ba, MEd oo. 

ot ear Ks hes i Pas aS 2 (Sees): *| 7 4 = Si A ea : ewe cr 

<i as bey eal!) SCM R pee ae E has \g @ , tia : ie i 

ae 5 bigs ’ 2 Pe Bee ye Pie 5 A : a 1 ay Sey 

Riis rae roe te. he / oan ae ee) as uf 4 * : Aste i 

os es ‘ : Mh | vex ae, Peat) © ae | 
ey = an ; PI Sia : .: : ;: is tke : i a ca a at te Co Sie 

PAP ie Lee Bee es Bi ae om a Set i a a ae? se 

sein a ae 2 Maa als freee oo = 7 vad pis: . ee Fe gf OF ae 

of as ty 2 Se eee Ie Pane See er : mee x ee + ce . * ag gi x 

Peg es Ba ane cx de Pas OSD i pe eine a te pata esa y _— f a ee *< 3 _ 

Se aK: Bip ae AOE 5 ene gear ee 5 a as eae . iia Ee ht Lo Ree ae i : Fore eae — aa ' 
ss << ore ane ar» Me NORps Lag re RE 7 tel ie ak pe oe: ; Pee ee : ip ee ae § gry I aaah ee ai , 
wea: SS ae tae Seo By Vea eee ek Cates Se ht a ai sdiadaieeeiies igs oe = : “a aoa Mae = & 3. oS ae sd 

nine. = A pies 77 po ee eo StF bees tee on, be Sas ener ey te een, Ay ap ni ee * i. aa ae yah ee ir 

binned ° 7 ied SRS Pa eee pe nN eee Bz ms = Le Ae 2 4 ie. oe : Pre : a 1 >, ‘ by Sets ee 

ea i , at une ee ag tt a aA cp iol LE pametamtiamtt in i Tae age ane co ‘ 

> ‘ ‘ the . 4 et) oe eee . = 

a ee 

Ree? 

La saan, A t 
oe) "20 | 
(as / 

— 

an ~~ 

ep as . 

i. ‘ — & . UNDAY |) i 

i ake : SILVERS SHOW p ‘hi a 

=i ery (en oon | | 

a 10 | | 

oe I 

ae 

oc ; 

Feit ies ' : 

eae 4 5 » 

Pike” ; . ea ed 

oo ee pee . r . , <. sad * , * - A 

rape t 4 3 ‘ * : 

rye ee > y ws4 i ‘ . ; 

she — me ~ an oer 

Pet + Nea , _— . 6 ; 

ae 4 | i a : : ib A ist Ste e ; 

eer ’ kos - 7 Fo 3 \ > oie ” Pe 3 % 

ay OF ie ~ Sh + d % * - s 

ast ts 3 Aa i ieee ’ ; a . i. om a 

Sees ees . ea Le " ad m : P 

Peake [a ee 4 et Bake ‘ % Shean. F 

ai ae PURE os vi ‘ ae 7 od ees - wr ' 

es AWE Lak ge: F a toe ; a 4 fe 5 

Rea iat fats a aa me. i ae ” a- _ : re : — i > 
s ee ee | . Sa 7 a ‘ te ; PG L } : y 

ay Se Fi y eee ‘ { lq me - Bs “f i. 

eed fis, oa ae 2 tes ie et a Z é ce Ps = é. ‘ i 

oi is be kts AVC sit e « ee iB = a. ny? at ‘: aa = : F 

Epi Ses 3 Lhe ae ee anal 2 BY 2 ee RS “ale 7) we : ey ‘ ——, Ps mt ‘ 

ay ; Sek i a a 4 ri : t - a Ee 3 ve f . Ore: 

tees (wes : ib s be & | eee 7 = : > 

hie 2° . Pca ‘ e" 4 ra is “'¢ é 

oa : we. te tte » Soot ) 

ct. 7 Se oe \ aoe & ‘ag 

any oe ‘ : ‘ + be ‘ a ‘ ual 4 2 $ i - < -_ 

aes ; Nd ee 5 oer ~ o- 

pa * a ae ae _ j o* | 

Bote ai a. 3 . 4 “4 “ 

ae 3a 
Ban 3 hts : a | 
ce. 2g 
dies? 4 
os 3 R 

ak ttel “i ae 
ee ra ya” rt eC mal r : 

at 

me / 1 q 

ee 

ay i ~ : ‘ 

ets : - | . . Mile 
ae eaethate Ts ‘nd eal RAS a : ) 
ss. 8 : oS. Caron “i 
ihe af ; fm: 4 ‘ rd j — 2 oo é . ~ : 4 
‘pie eat E 4 . = , . key m = ; 

We lies ‘ P : Yr ee &, e F 

es | 1 1G See : 

if ee SBA. 4 Bet i 3 KE 

“ sant Ba aeR a ve . as ae o : ao. ” ? : Be: ; Py 

ae ~ £ Ts 7 i A i ‘ 4 5. ae ar '§ game 5 

tea, BY te is «, ms as i ~~ oy y aoe 3 

ik a , } ‘ ag uae & a2 a ae ne ees ~~ <a 

ee ea 4 ‘ ae os 5h ats cae bt é Melee ie sen =a) » 

= ek Uae Se at ES. SR a > — a FS 

a" igse ees a ic. azar: Ss ee Ma a ae a as i ee 

(ates a Tee a Bd [Po : rae ee : 4 : 

i PISS et at ee an > —- ae ca oe — 

aces mh ated ers 3 SX wid Pa eee q (0 5 ae ee, We: 

Re pet ee ; ead on ay ee > ys a = a ee ae Boy 

On ee ed ij ; a 2. oe its! eae Jie 

oth) ee } h Re, ia petty . = AD ar oe 

ei RS err ek igh AI Ces ae Be oe Es ieee 

ait oe :! a St . \ a ee ies . ae , are Fs ee 4 
he. a . ‘ _ » ¥, , or " > a + - 

mt x a ae ? Poe £ a es, * dl ; ae ei 2 - } #5 ¥ 

mee Ei ee a Fs ce ' : % et he " P 4 

al Se , (tL Pas ac) c ee > lagnetic Tapes ; ; 

ae ia: ES .. % re ‘ i , a b, rs 

be! SUP Bodies . —.. = 4 + . ‘e 

ays at te ey 4 ” ‘ si y -- ? ow Oh a —_" es 4 ee, a t ‘8 
ye, Xe PES We. Bi * ae 4 fi gf - é r “e-* ; ie A i ] . 8 

Cire? Ewhde ah if y ive 4 3 j gies, fee ae 

me ‘ RST Re gr ae > ¢ . ll ’ B. p dl % cok, i. = eee rice cul ae , 
Bhi t et *.. ee t 2 «ae Bear, — betiees aa the ede, cals } eee é i 
a ont aa “= 2 ag ited x ete, m Posi ite weed ach 2 Bh ERS; ss : { 
ao ys « sy ie ae ‘4 2 ‘i + atte ae a A eo) Hi ee. oie Se eae 

Qs oT pee ge ae me ae i Anes Meneses,  § . x 

a ‘ Ae 5 ka ak, $s ee ; _ ae Bee | eS = “eg eo aie thet \ x ao ee 

<i “ ms Re ON Sree — Ue eet) eee) : Br i 

haere oi ss eee op ae me re oer ae Be: oe ae ~~ i am : 

=a > ae . ma Piety ; a Mg je BATES pommtee' * Seta eae ——_ - 4 

o bX S 5 3 si AoE Pie 2 : one Ra? ge ee ey tine TE Ti == ss 
vfs ae. iy " 2 a oe ge c.f = : 
fp ES Gy tee arts a ad : a” a Te on wees aot - ire lee, , ~a 

fo "FERn { ie | a See i. i ale ve i : ote: 

me Fees a. ‘ — f 
tee ae 7 ae ae a as bi le aig Sapient ie _ Sores +0 as oh cor _ 
e ‘ e y 4 ‘ soe ee } = ee tS es a a Soe ae ‘ ‘ Y ff are = fe. chang ‘ oh 
gy < ate aed . rae oe val z i | f Eee ‘ ptt eS aie oe sa Sr aa f a By, Tape m ¢ = 

" ic - ae aie ae rik. 19% See ee a ee Te —_— » 
es a” " ugk Seal z mere oan Ae : ° F 
om : : oe ; . o o.% - 
yop ; ” — : Pa) . 

Bet 2 q 
Per 

rake 

Rice. 

vs locks TS Sach, SORE oe tare Caer * i : | 

: > ia : 
— eee eee 
ee Et . 


GOA Spectaculars are bigger, brighter, better ! 


General Outdoor Advertising lights up the sky 
with “spectacular” success! Huge GOA signs like 
these use color, action, massive size to deliver your 
selling message, keep your name in the public eye. 

Prudential’s “signature” stretches 128 feet 
across Chicago’s newest skyscraper, 600 feet above 
ground level! (Another GOA giant for Prudential 
shines out over Jacksonville). In New Orleans, 
Falstaff is a brilliant success with a GOA design 
using 5000 light bulbs and a quarter-mile of neon 
tubing. A huge electrical display with an animated 


cartoon panel of 4,104 lamps amuses many thou- 
sands of people nightly at Chicago’s busiest after- 
dark intersection, State and Randolph. And 
Instant Maxwell House Coffee is ‘‘good to the last 
drop” on this 9 story, 95-foot high GOA spectacu- 
lar in Jacksonville. 

Whatever your product or service, see how GOA 
can put “spectacular” sales power to work for you 
in any of 1300 markets! For information, call your 
local GOA office or write to General Outdoor Adver- 
tising Co., Inc., 515 So. Loomis St., Chicago 7, IIl. 


IN 1300 MARKETS 


General Outdoor Advertising Co. 


GIVES YOU 
MORE 
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F our A’ I agency “agrees that it will not re- | quested.” nothing in the new forms should {conditions must be clearly noted 

S ssues bate to its client any part of the| The Department of Justice ap-| require any change in an agency’s|on the face of the forms, and no 

commission allowed by the pub- proved the revised forms. customary way of dealing with changes are permitted on the 
lisher.” | Other changes in the forms are| media. And it noted that “the im-| backs of the forms. 

New Post-Decree The provision about client re-|minor, mostly aimed at making| portant provision which makes| As before, the forms are in- 

bating is completely removed.|clear that each form is a contract|the agency solely liable for pay-|tended primarily for the use of 

Language similar to the first|between an individual medium|ment has been continued in all|Four A’s members, but are not 

Order Blanks phrase about secret rates has been | and an individual agency. “These |the forms.” The forms were al-|restricted to them; all advertis- 

taken out of all contract forms,|changes do not, in our opinion, | ways optional for use by agencies | ing agencies are authorized to use 


but two phrases still cover the| affect the day to day usefulness | and media, and they still are. |the forms if they wish, and in- 
(Continued from Page 3) rate ground: “Publisher repre-|of the forms,” the Four A’s ex-| As before, agencies and media dividual written permission from 
work. | sents that all of his rates are pub- plained to members. _are free to add provisions to or to| the Four A’s is no longer required. 


3. The publication form has/lished,” and “Publisher shall fur- /modify the forms. But any| 
been slightly altered to read: “The nish his rates to agency if re-|m™ The association pointed out that changes affecting the copyrighted |= This is no longer necessary, the 
publisher represents that the rate | 
stated in the contract is the mini- 
mum rate at which an equal or | 
less amount of space, for the same 
class of advertising, to be pub- 
lished in a like position, under the 
same conditions, within the same 
period of time, can be secured 
at the time this contract is exe- 
cuted.” The italicized words are 
new. 


be Oo 


s Earlier Four A’s forms carried 
the notation that “there shall be 
no secret rates, rebates or agree- 
ments affecting rates,” and that the 


On Shows & Exhibits | 


With electronics and other aids 
providing new methods of show- 
manship to advertising, advertis- 
ing managers and others planning 
trade shows and exhibits look to 
AR for ideas, “how-to” articles, 
and new developments they can 
use. Following are typical articles 
that have helped build intense 
readership of AR every month: 


“Closed Circuit TV" 
“Redesigning an Exhibit 

Pays Off" 
“How to Make Fair Exhibits 

Pay Off” 

“Budgeting for Trade Shows”’ 
“Fairs as an Advertising Medium” 
“Trade Show Trickery” 
“Yale Puts Its Show on the Road” 


“Maturity for Trade Show 
Exhibits” 


Sells Management 
On Shows & Exhibits 


Grouped together with top arti- 
cles on how to stage shows and 
exhibits, advertisers’ messages 
outlining values of their products 
and services naturally get inten- 
sive readership and _ response. 
Among AR’s current advertisers 
are: 


Middie West Display & Sales Co. 
Exhibit Management Associates 


ie ea. 


results when you advertise to business in 


Hollywood Banners ; 
Sho-Aids, Inc. It’s an election year! A year of decision, change and signifi- nessmen who make it their business to know their congress- 
ugated P cant implications for the businessman . . . when new faces men—to speak up on important issues—to say what they 

Ctaretier se semen — and fresh forces in government may shape many a com- believe, and why, and ‘to make their convictions clear. 
a pany’s economic destiny. If you want legislators to under- By advertising in Nation’s Business, you take your mes- 
Lewis Barry Inc.—Trade Show stand your business or industry, to be made aware of your sage to 750,000 businessmen whose ideas are respected by 


Exhibits 
Sheraton Hotels 
Advertising Trades Institute, Inc. 
Capex Company, Inc. 
General Exhibits and Displays Inc. 
If shows and exhibits are either 
your problems or your products 
—turn to AR for results! 


rt 
IAL MARKETING 


policies and practices, to be cognizant of your firm’s excel- 
lent reputation when important government business is in 
the offing . . . start thinking about how to cultivate the men 
in the voting booth. 

Who are they? Not just any voters, to be sure. They’re a 
special kind of constituent .. the alert and articulate busi- 


legislators and law administrators. And 550,000 of them 
are owners, partners and presidents . . .“business owners” 
with great interest in national, civic and business affairs 
affecting their communities. 

Where are they located? More than 250,000 are in cities 
over 50,000 population, 500,000 in cities and towns 50,000 
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agency is not prepared to sign the|cies. Member agencies will use 
representations and commitments white stock, which will include 
embodied in the copyrighted con-|the designation “Member of 
ditions covering, among other|/AAAA” in the upper right and 
points, agency’s sole liability for|across the bottom of the forms, 
payments to media, and agency’s|and is underprinted diagonally 
independent character, it must so| across the face of the forms in 
indicate on the face of the form.”|color as in the past. Non-mem- 
Media may use the copyrighted| bers are asked to use colored pa- 
forms with agencies if they wish, | per. 
especially with agencies which 
have no forms of their own. s However, the Four A’s may 
Color will distinguish between| withdraw permission from agen- 


‘that a Four A’s form was being 
used to deceive or mislead media, 


jor to help perpetrate a fraud on/| 


‘the public, or for other illegal 


purposes, or was being used to the! 


detriment of advertising.” 
Media are asked to notify the 
association if they 


lege of using the Four A’s copy- 
|righted forms. Upon such notifi- 


suspect that) 
any agency is abusing the privi-| 


association says, because “if any, Four A’s and non-Four A’s agen- cies to use the copyrighted forms.|cation, the association “may in-|% 
An example, the association said, | 
would be “if it should be reported | 


quire of the agency in question 
and upon due consideration, may 
decide whether permission for 
that 
righted forms should be with- 
drawn.” 

The Four A’s pointed out that 
use of the forms does not guaran- 
tee an agency’s credit, but media 
may now expect the forms to be 
used by agencies which (1) are 
primarily in the business of cre- 
ating, developing and servicing 


_ 
*~ 

' 
: 


——) 


and under . . . more than double the totals for the next two 
business books combined. Here in Nation’s Business you 
get a representative cross-section by population, by states 
and by congressional districts. 

When leading businessmen give their support to commu- 
nity, state and national projects—their voices are authorita- 
tive and influential. That is why business organizations 
advertise in Nation’s Business . . . to inspire confidence and 
action among businessmen. Nation’s Business . . . W ashing- 
ton—New York—Cleveland—Detroit—Los Angeles—Chicago 
—San Francisco. 


business 


PUBLIC RELATIONS 


AND DEFENSE ADVERTISERS 
IN NATION’S BUSINESS 


January 1955 
to January 1956 


CAST IRON PIPE RESEARCH ASSOCIATION 
ASSOCIATION OF AMERICAN RAILROADS 
AMERICAN TRUCKING ASSOCIATION, INC. 

THE WATCHMAKERS OF SWITZERLAND 
PORTLAND CEMENT ASSOCIATION 

NATURAL GAS AND OIL RESOURCES COMMITTEE 
STANDARD OIL COMPANY (NEW JERSEY) 


AFFILIATED COMPANIES 


BORG-WARNER CORPORATION 

INTERNATIONAL TELEPHONE & TELEGRAPH CORP. 
WESTERN ELECTRIC CO., INC. 

UNION CARBIDE AND CARBON CORPORATION 


[2.000 PAID CIRCULATION 
—Read by 75,000 executives of 


business members of the National 
Chamber of Commerce and...675,000 
other leaders of the American business 


community who paid for their subscrip- 
tions at the annual rate of $6.00. 
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agency to use the copy- - 
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| WALTER P. SMITH has been appointed 
advertising manager of Olympia 
Brewing Co., Olympia, Wash. He 
formerly was an account executive 
lof Ruthrauff & Ryan, and before 
|\that was advertising manager of 
| Folger Coffee Co. 


|advertising; (2) are free from 
|}ownership by an advertiser, me- 
}dium or supplier; (3) have their 
principal owners active in the 
work, and (4) accept the prin- 
ciple of the agency’s sole liability 
for payment to media. 


Bridgeport Brass Launches 
New Copperware Campaign 

Bridgeport Brass Co., Bridge- 
port, Conn., is launching this 
month. a nationwide campaign 
featuring its copperware cooking 
utensils. Starting in April and 
continuing for six months, quar- 
ter, half and full pages in full 
color will be used in Better Homes 
& Gardens, Good Housekeeping, 
Guide for the Bride, House Beau- 
tiful, House & Garden, Living for 
Young Homemakers, The New 
Yorker and Sunset Magazine. 

Highlight of Bridgeport’s cam- 
paign will be the Pride and Joy 
set, which includes three uten- 
sils, two of them interchangeable 
to make a double boiler and a 
wrought iron warmer for buffet 
service 


Sterns Retires from Travelers 
Edward E. Sterns, assistant 
manager of the public informa- 
tion and advertising department 
of Travelers Insurance Compa- 
nies, Hartford, Conn., has retired 
after more than 30 years with the 
company. At the same time, Fred- 
erick W. McDonald, formerly with 
the News, Bangor, Me., has been 
named press relations representa- 
tive in the same department. 


YOU'RE 


IN MERIDEN- 
WALLINGFORD 


Conn. 
Without The 


RECORD & JOURNAL 


You won't score.in Meri- 
den-Wallingford with Hartford 
and New Haven newspapers. 
They don't cover this 90,000 
area. Only The Record & Jour- 
nal does, and in whole-hog, 
hard-selling stvle! Ask for com- 
plete market data now. 


The Meriden 
RECORD & JOURNAL 


MERIDEN, CONNECTICUT 


Netiona! Representatives 
Gilman, Nicoll & Ruthmen 


ARS cert Shoe 
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In ALLENTOWN, Pennsylvania 
Business increases two to four times over that 
of normal business days when Call Chronicle 
Newspapers and merchants cooperate to pro- 
mote Community Sales Days three times a year. 
Newspapers do it in Allentown! 


In BANGOR, Maine 


“It happens repeatedly here”—Individual store 
promotions or citywide events continually 
making new sales records. News advertising 
always does a big job well. Local level satura- 
tion coverage—100% city, 80% trading zone. 


In BATON ROUGE, Louisiana 


Retailers fondly regard seasonal stimulus of 
the several yearly Citywide Bargain Days when 
thousands of cash-in-hand women jam central 
business area, suburban centers, drawn by ad- 
packed bargain day sections of State-Times & 
Morning Advocate. 


In BECKLEY, West Virginia 


The Municipal Parking Lot, directly opposite 
the newspaper buildings, is an ideal barometer 
for recording the effectiveness of “special 
events” advertising in the Post-Herald & Ra- 
leigh Register. Added linage packs the lot. 


Newspa 


In BILOXI-GULFPORT, Mississippi 
Constant check proves that the degree of re- 
sults of the tremendously successful semiannual 
Dollar Days, originated by The Daily Herald, 
is determined by the degree of promotion by 
The Daily Herald and its advertisers. 


In CHICAGO, Illinois 

The biggest event of its kind in America! That’s 
the Chicagoland Home and Home Furnishings 
Festival, promoted exclusively by the Chicago 
Tribune. Last year’s Festival resulted in over 
$18,700,000 in directly traceable home sales. 


Holiday Jubilee Parade in Greensboro— 
Kicking off king-sized newspaper-backed 
promotion 

In DAYTONA BEACH, Florida 

A store executive inquired of a Daytona Beach 
News-Journal salesman recently concerning the 
city’s population. Informed it is now 54,481, he 
said, “Your newspapers reach ’em all. Dollar 
Days advertising this year produced the biggest 
crowds ever.” 


In DETROIT, Michigan 

Even small Free Press ads demonstrate strong 
newspaper advertising pull. For instance, a 
one-column 1%” Sunday Free Press ad was 
credited with a sell-out on a special snow train 
bound for the Alpena Winter Carnival. 


In DUBUQUE, Iowa 

The Telegraph-Herald promoted “A Dubuque 
Ham Day” December 15 to support the sagging 
hog market. Result: Housewives clipped 11,648 
coupons from the newspaper and bought 225,000 
pounds, or 7 freight carloads, of Dubuque hams 
in one day. 


In ELGIN, Illinois 

It takes shopping crowds to roll up a record 
$68,343,500* in retail sales in a single year! 
That’s the story for 1955, thanks to the impact 
of Elgin Daily Courier-News advertising. 


*Based on Illinois retail occupation tax figures 


_. BEFORE 


In LOWELL, Massachusetts 

In spite of freezing rain and sleet, 9,283 individ- 
ual sales were made by Kings, a general super- 
mart store here in Lowell on March 8. The eve- 
ning before, people viewed Kings offerings— 
judiciously advertised only in The Lowell Sun. 


er advertising 


In FORT SMITH, Arkansas 

Fort Smith retail merchants rang up record 
sales with a January Town-Wide Dollar Day. 
A single issue of the Southwest Times—Record 
did the job of drawing a value-hungry crowd 
downtown, packing in sales! 


In GRAND JUNCTION, Colorado 
Citywide Dollar Day in February brought traf- 
fic jams to street and sidewalks and stores full 
of people in the downtown area. Stores using 
Sentinel newspaper advertising had the larg- 
est crowds. 


In GREENSBORO, North Carolina 
Highways lead to “buy-ways” in the Growing 
Greensboro Market. From every corner of the 
12-county A.B.C. Retail Trading Area thou- 
sands jammed the city for Holiday Jubilee 
Parade. Reader response by 105,000 News-Rec- 
ord families means buying action! 


In GREENVILLE, South Carolina 
Merchants said this about Textile Workers 
Days, promoted solely in The News & Pied- 
mont: “Wonderful increase in business”, “Great- 
est yet”, “Tremendous help in creating traffic”, 
“Like Christmas shopping season”. 


In HAMILTON, Ontario, Canada 


Electrical appliance manufacturer and local 
dealer team-up on 72-hour non-stop sale. Spec- 
tator advertising keeps store busy even at 4 a.m., 
completely empties manufacturer’s local ware- 
house and seriously depletes warehouses in two 
nearby cities. 


In HONOLULU, Hawaii 

Crowds? More than 15,000 music fans stormed 
Waikiki’s Reef Hotel to attend Hawaii’s first 
two-day Hi-Fi Fair, spearheaded by special sec- 
tion in Honolulu Star-Bulletin, the newspaper 
that goes into 9 out of 10 homes. 


In HUNTINGTON, West Virginia 

They got—count ’em!—275,000 entries in the 
prize contest during “Greater Huntington 
Days”. Wonderful ad response, says Retail Mer- 
chant Association. Once again, it’s Huntington 
Newspapers for the big promotions. 


In LOUISVILLE, Kentucky 

More people are shopping in downtown Louis- 
ville than ever before. The spark behind it all 
—the “Downtown Louisville Has Everything” 
newspaper campaign, now in its second year 
and sponsored by 175 merchants—a page a week 
in The Courier Journal and Louisville Times. 


In LUBBOCK, Texas 

Retail merchants say: “Our Dollar Day events 
succeed only because our advertised items in 
the Avalanche-Journal receive such widespread 
distribution. Wouldn’t consider a sales promo- 


tion without newspaper advertising, which in 
Lubbock means the Avalanche-Journal.” 


In LYNN, Massachusetts 

Concentrated advertising in the Daily Evening 
Item boosted department store business 60 per 
cent in three-day Mid-Winter sales of February 
2, 3 and 4—despite a torrential downpour the 
first day. 


In MEMPHIS, Tennessee 

Jointly publicized and promoted through the 
news and advertising columns of The Commer- 
cial Appeal and Memphis Press-Scimitar, the 
recent, 13th semiannual “Community Bargain 
Days” broke all sales records for participating 
Memphis retailers. 


Shoppers jam 5th Avenue in Pittsburgh— 


There’s nothing like the newspaper to bring 
‘em out! 
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In MUNCIE, Indiana 


Thousands of people crowd Muncie stores for 
Twin Dollar Days in February and July and 
for three-day “Appreciation Days” in August 
—it’s advertising in The Muncie Star and 
Muncie Evening Press that packs ’em in! 


In NEW ORLEANS, Louisiana 
Whoops! Federal Reserve figures for depart- 


ment store sales showed a 93% gain in one week 
last February. The reason—Community Bar- 
gain Days, promoted by The Times-Picayune 
New Orleans States. Really turns ’em out! 


In NEW YORK, New York 


The New York Journal-American was the only 
New York newspaper used to advertise a new 
suburban real estate development. Three weeks 
and three ads after the opening, 83 homes had 
been sold, totaling a-$1,250,000.00. 


In OGDEN, Utah 


Ogden’s big “Leap-Year Value Day” attracts 
throngs to downtown shopping district. Pro- 
moted by heavy advertising in the Standard- 
Examiner, this February 29th event caused ex- 
tra traffic and zoomed sales for local merchants. 


In PITTSBURGH, Pennsylvania 
Whether it’s a big whoop-de-do in the down- 
town triangle, or a suburban center wing-dinger, 
you'll find area merchants agreeing that Sun- 
Telegraph readers respond enthusiastically to 
their cooperative promotional efforts and assure 
their success! 


In PORTLAND, Maine 


One edition, one big push! The result: More 
than 7,000 prospective buyers flocked into Port- 
land’s Automobile Show. It tells you why the 
Portland Press Herald—Evening Express is tops 
in northern New England automotive linage. 


In PORTLAND, Oregon 

During its recent anniversary sale, Portland’s 
big Roberts Bros. department store reported 
overwhelming results from its advertising sec- 
tion in the Oregon Journal. New faces filled the 
store, new accounts were opened. 


In ROANOKE, Virginia 

They called the State Police—to handle the 
crowds—when advertising in The Roanoke 
Times and World-News moved $450,000 worth 
of new housing at a cost of only one-half of one 
per cent! 


In OKLAHOMA CITY, Oklahoma 


A recent full-page advertisement in the Sunday 
Oklahoman offering 2,000 yards of floor cover- 
ings valued at $86,500.00 drew a crowd of more 
than 1,000, and was a sell-out in one day. They 
turn out for newspapers in Oklahoma City. 


In PEORIA, Illinois 


The Espey Floor Felt sales test produced such 
“astonishing” results that the manufacturer 
took another Journal Star page ad a week later 
to announce a 25% price slash and a refund to 
all purchasers at the higher price. 


In ROCHESTER, New York 

Semiannual promotion of “Good Neighbor 
Days” (3-day sales spree) in Rochester Demo- 
crat and Chronicle and Times Union brought 
hordes of area customers—40% increase in de- 
partment store sales over previous week. 


In ST. JOSEPH, Missouri 

Downtown Bargain Day really jams St. Joseph 
stores with eager buyers . . . that’s the big rea- 
son downtown merchants plan seven downtown 
sales days in 1956 . . . promoted by the action 
medium, Newspapers—in St. Joseph, the News- 
Press and Gazette. 


Community Bargain Days in New Orleans— 
Only newspapers prompt this kind of buying 
action! 


In ST. PETERSBURG, Florida 


. . where every day’s a holiday, 50,000 plus 
cheered last Thanksgiving’s Suncoast Santa 
Parade, then crowded downtown stores. Pub- 
licity, promotion, and a 64-page Christmas Gift 
Section heralded St. Nick, a 27-year guest of 
the St. Petersburg Times. 


makes the difference! 


In SAN ANGELO, Texas 


Over 60 merchants promoted “Gain Day” (Feb- 
ruary 29) through the Standard-Times—city- 
wide “excellent results” stepping up poor 
end-of-month Wednesday to profit instead of 
loss! Typical of regional readership of Texas 
Harte-Hanks Papers. 


In SHREVEPORT, Louisiana 


Census takers could have counted 50,000 noses 
—nearly a quarter of Shreveport’s city zone 
population—at the grand opening day of the 
new suburban shopping center promoted by 
the Shreveport Times and Shreveport Journal. 


In SOUTH BEND, Indiana 


Belleville Lumber & Supply Co., retailers of 
lumber and building materials, anticipated 2,500 
visitors to their 25th anniversary event. More 
than 7,000 showed up. Belleville used no other 
medium but the South Bend Tribune. 


In WATERLOO, Iowa 


Every Dollar Day is Volume Day! And why 
not! Waterloo retailers show their special Dol- 
lar Day values to 164,670 northeast Iowa buyers 
in the Waterloo Daily Courier. For only the 
Courier covers the rich Waterloo market. 


In WAUKEGAN, Illinois 


“Fantastic” is the way the Waukegan Merchan- 
dise Mart described the results from just four 
full-page ads in the Waukegan News-Sun. A 
300% sales increase in one month for a new 
advertiser—there’s pulling power. 


_In WESTCHESTER COUNTY, New York 


“Busses filled”—‘parking lots jammed” and 
200,000 prize coupons turned in by shoppers— 
advertising in the local Westchester Group 
Newspaper helped do it. Retailers called re- 
sponse to two-day sale “a regular Mardi Gras”. 


In WICHITA, Kansas 


Recipe for tasty sales pizza: Take hundreds of 
previously unsaleable “White Elephant” items, 
add gobs of sensational prices, apply full-power 
heat of Wichita Eagle advertising. Result: “Ele- 
phants gone, customers happy and cash regis- 
ters bulging.” 
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Naegele Advertising Buys the board of Naegele Advertising James C. Root, manager of the AFA Convention June 10-13 
St. Louis Outdoor Company Co., Minneapolis-St. Paul, and his Naegele company in Madison, and! The Advertising Federation of 
Robert O. Naegele, chairman of |@8S0ciates have purchased Al Wayne McFarland, manager of Al| America at its annual convention 
Fresco Advertising Co., St. Louis! Fresco, will head the new opera- June 10-13 in Philadelphia will 
outdoor company, from Arthur C.| tion. Mr. Hoskins will ager iN consider present-day trends on| 
Paste? Hoskins, president and owner of|an executive capacity as chair-'teaching advertising, and the re- 
innate: pene pliner | Al Fresco. The St. Louis company man of the advisory committee. | sponsibility of the industry in pro- 
ative layout devices. Get your copy of | Will be integrated into the opera- ducing the advertising personnel | 
the new monthly Clipper—all new in tions of the Naegele group, which Screen Gems Adds Cities of the future. Henry Obermeyer, 
size, format, content, ideas—sample, also includes Naegele Advertising| Screen Gems, New York, has exec vp, Bozell & Jacobs, New 
yours to use without cost. Sensations! |Co. Madison, Wis.; Cream City|sold its package of 104 Columbia York, and Donald M. Hobart, se- 
Outdoor Advertising Co., Milwau-| Pictures feature films to 10 more nior vp and director of research, | 
kee, and Western Outdoor Adver-| tv stations for a total of 21 in the|Curtis Publishing Co., Philadel- 
tising Co., Wichita. U.S. and Hawaii. phia, will lead panel discussions. 


a FLOYD M. ANDREWS has been named 
pos an account executive on the me- 
BEST chanical and chemical division of 
General Mills by Knox Reeves Ad- 


vertising, Minneapolis. Mr. An- 
drews formerly was creative man- 


® ager of the advertising department 
in of Minnesota Mining & Mfg. Co. 


Q A iy ) a A DF | S 7; * 4 A LD Southwest Agencies 
| é Mull Over Problems 
of the Small Shop 


*Dec. 1955 80,046 UP 1 3 % sduemiades pice yen tn 
*Dec. 1954 70,568 


representatives from the South- 
west discussed problems confront- 
* | in ONE YEAR! ing small agencies in a rapidly 
Month y average. growing area, at the 1956 meeting 
of the Southwestern Assn. of Ad- 

vertising Agencies here. 

In a Friday afternoon workshop 
session headed by Bob Pigg of 
Ted Workman Agency, Dallas, the 
question of how to charge for serv- 


et i . , i h as customer relations 
GRAND RAPIDS: Michigan's 2nd most important market; Grand Rapids “13 Bonus 23 Western — om | ons, 
furniture capital; convention city ($6 million annual in- ee SS ee ee ae 


come); diversified industry; 3rd in nation in home owner- Population 187,400 182,000 response. About half of the agen- 


ship per capita — 59.9% ; distribution and shopping center ‘Families 58,500 55,500 279,600 cies present favored following a 
for Western Michigan. Retail Sales fee system, while the other half 
(add 000) $322,184 $319,901 $1,007,352 oes in yen - ee on the 

“time and talent” basis. 
Although Met litan Grand Rapid Food Sales The subject, outstanding among 
ap e ees ae ae (add 000) $ 74,034 $ 78,104 $ 255,513 the five workshops conducted, is 
Ranks 65th in Population, it Ranks .. . Drug Sales of acute importance in the South- 


40th in Drug Sales 60th in Income (add 000) $ 14,709 $ 11,214 $ 36,585 west because of the rapid growth 


p “ ‘ ti of the area and the tendency of 
51st in Gas Station Sales 62nd in Aut ve Sales public relations firms to overlap 


53rd in Hardware Sales 62nd in Furn. & Household Sales cy. Ses “ne get eo ieee eee Segue wae Feng Py 
54th in Gen'l. Merch. Soles 62nd in Lumber & Bldg. Mat. Sales AH FRAL' D COVE! RAGE ee ee 
55th in Apparel Sales 62nd in Per Family Sales s The majority of the agency men 


58th in Retail Soles 62nd in Families present were of the opinion that 


; Morning : 
59th in Food Sales 65th in Population Grand Rapids Southwestern agencies are being 
aie 6 Wen. Mie. Comtiies Sunday S Oma forced into the allied fields, prin- 


City Zone 83,183 51% 81% cipally press relations, whether 
Of the 3,070 U.S. Counties, only SIX City & ReTraZone 192,480 33% 53% they like it or not. 
have more passenger cars per family on Goumuns 279,600 5% 42% A number of agencies have al- 


, ready set up press relations de- 
than Kent County (Met. Grand Rapids) “13 Bonus Cities” 55,500 5% 46% partments. 


| Another well attended session 
23 COUNTIES: The Herald is the only Morning & Sunday 1955 TOTAL SUNDAY AD LINAGE mr baceet te as ae ae 
newspaper published throughout 23 Counties in Western Of all the 544 U.S. Sunday Newspapers in 1955, The Glenn Advertising, Dallas. This 


Michigan, which are rich in farms, minerals, manufactur- Herald ranked as follows in lines of advertising published: session discussed the part played 
ing . . . and a $200 million annual income from their year ; ; by the agency and the part of me- 
‘round tourist & resort and hunting & fishing industry. 10th in Automotive dia in merchandising a product. 


j Phil North, vp and executive ed- 
"13 BONUS CITIES’’: Throughout the 23 County territory 30h - tO mm aves itor of the te Worth Star-Tele- 
are 13 other cities of 5,000 population or more, each of 31st in Financia gram, discussed new ideas in color 
which is a shopping center for its immediate area, and sup- 40th in Retail printing and production at the 
ported by its own local industry. Collectively, these “13 44th in Total Display production workshop. Lee Ethel, 
Bonus Cities” represent a sales potential equal to or larger Pek geome os Crook Advertising, 
than Grand Rapids itself . . . and The Herald delivers over ; AL OF naas, Wine Che meternter. 
twice as much circulation — Daily or Sunday — in these = : Quality Chekd Dairy Assn 
Cities, as any other Grand Rapids newspaper. WAPUR ESTER | ite to Campbell-Mithun 


Quality Chekd Dairy Products 
Assn., a group of milk and ice 
' cream producers in 100 markets, 
BUY THE SUNDAY-DAILY COMBINATION ! ; sane leila ali sides with headquarters in Chicago, has 


Sunder and i itions of The Herald, appointed Campbell-Mithun, Chi- 

Get the Lowest Cost per Thousand we reach more readers at the lowest possible cago, to handle its advertising. 
In Western Michigan + i  -, $a ce Quality Chekd has spent the past 

Walter E. Bruce three months reviewing agencies, 


ONLY 28c PER LINE DELIVERS District Manager Harlie Zimmerman, managing di- 

OVER 130,000 CIRCULATION IMPRESSIONS ! Gulf Refining Co. rector, said, and has returned to 
s Campbell-Mithun, where the ac- 

count was handled from 1948 un- 

til September, 1955, when it 

y moved to U. S. Advertising Corp. 


GRAND urns ie & ait ) aipiip ty rra I Pe nto 


933.000 and promotion, brought a divided 


¥ 


*s 


MICH. < Thomas J. Tilson, formerly with 
Yi af Sires Benton & Bowles, has joined 
|Peters, Griffin, Woodward, New 
REPRESENTED NATIONALLY BY | York, radio-tv station representa- 
SAW YER-FERGUSON-WALKER COMPANY tive, as a tv account executive. 
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What men don’t understand 
about women’s sixth sense 


Fellow we know just came back from Des Moines with a 
curious tale. 

Seems his trip was to be a routine business trip, nothing 
more. Still, when he unpacked his gear, he found his wife 
had tucked in complete dinner clothes, right down to the 
black garters—because she “had a feeling” he’d need them. 
He smiled fondly at this bit of feminine frippery—until he 
found he’d been shanghaied into sitting on a speakers’ dais! 

Which reminds us of women who “just knew” their mates 
had forgotten to pay the ’phone bill...or who just “had a 
hunch” that the visiting V.I.P.’s favorite dish was curry... 


Whether such phenomena are coincidence or clairvoy- 
ance, they’re all totally baffling to men. 

Women, of course, have no trouble understanding such 
things. Nor does the magazine that thinks just like a woman 
—Ladies’ Home Journal. The Journal understands women 
intuitively, if you will. 

It is probably because the Journal understands so many 
women so well that the Journal is the No. 1 way to influ- 
ence women. Which must be why advertisers invest more 
money in the Journal than in any other magazine edited 
for women. 


Never underestimate the power 
of the magazine that understands women... 


JOURNAL 


N O. 1 in circulation, newsstand sales and advertising revenue among all magazines edited for women 


. 
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More than 500,000 own their homes—a vast audience of 
permanently-located consumers of all kinds of products. 


MORE THAN 800,000 MEN AND NEARLY 800,000 WOMEN READ THE 
JOURNAL-AMERICAN DAILY IN THE NEW YORK METROPOLITAN ARE 


| 


| 


' 


Over a million and a quarter shop in grocery stores .. 
and spend $734,000,000 per year on food products. 


FINE 
FURNITURE 


More than 265% buy furniture, during an average one-year 
period —by tar the largest furniture-buying audience of any 
tive-cent New York newspaper. 


More than 600,000 are in the $5,000 to $10,000 incom 
group —the heavy-buying income level where today’s vas 
“consumerism” is at its peak. 


More than 25% buy electrical kitchen appliances, during 
an average one-year period—a multi-million dollar market 
' for advertisers in this classification. 


They own far more automobiles than the readers of ang, 
other full-size New York newspaper —a strong indicatio 
that they are on-the-move, on-the-buy. 
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low, Family Style, 
le Jownal-Amenican 


The New Middle-iIncome Market, Where 
“Consumerism” Reaches its Peak, Has 


Always Been the Journal-American Market 


< ae a lot of talk today about the booming 
middle-income market. About “consumerism” 
and “consumer capitalism” and the enormous new 


buying power now boosting the nation’s economy. 


This all-important “new” market for advertisers has 
been the New York Journal-American’s stronghold 
for sixty years. From its first year of publication, 
more people have bought and read the Journal- 
American than any other New York evening news- 
paper. Today, as in the past, the Journal-American 
leads all other five-cent New York newspapers by 


an overwhelming margin. 


More than 1,600,000 men and women in the New 
York metropolitan area read the Journal-American 
daily, according to a recent independent study — 
nearly 500,000 more than read New York’s second 
evening newspaper. This is multiple home reader- 
ship than gives extra impact to your advertising... 
multiple readership limited only by the number of 
people living in the home. 


Economists agree...the middle-income market is 
now the market to sell. For hard-selling mass pene- 
tration “family style,” your best advertising buy in 


New York is the family-shopped Journal-American. 


You can't cover New York without the 


merican 


AMERICAN ff PEOPLE 7} 


eine ondidiiem to the world’s greatest market 


NATIONALLY REPRESENTED BY HEARST ADVERTISING SERVICE 
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Because the talk made by Ernest Jones, president of MacManus, John & 
Adams, in Pittsburgh March 29 has created a great stir in advertising circles 
—particularly among television people—AA is glad to print the text here- 
with, so that readers may know exactly what he said. Although Mr. Jones 
originally spoke from notes, rather than a complete text, the text given here 
is an expansion of the notes and follows the language and context of the orig- 


inal speech carefully. 


Too-Clever Advertising 

... First, I should like to talk about one- 
eyed advertising. And believe me, I intend 
no disrespect to that great master of off- 
beat advertising who started the whole trend 
toward eye patches and bewhiskered com- 
manders. There can be only one great mas- 
ter in any one specialty and he certainly is 
that master. But, following well back of his 
ground-breaking creativity—and about as 
original as a third carbon—come the pallid 
practitioners of the one-eyed cult. 

Here is advertising for its own sake and 
to hell with what the client has to sell. Sen- 
sation for the sake of sensation. Trading the 
client’s hard-earned dollars for a few laughs. 

Oh, it is clever. It scintillates. And in the 
case of a few luxury-type, small-budget 
clients it has had a limited success. But, if 
you make your living selling goods or serv- 
ices to the average American—watch out 
when you are tempted to pitch a one-eyed 
ad at him. Tomorrow night on your way 
home look about you at the first stop light. 
You are not exactly surrounded by clever, 
scintillating people. You are surrounded by 
hard-working, worried, simple people who 
ask only honest guidance in making deci- 
sions. They are your customers, Don’t get 
cute with them. 


® The speculative competitiveness of this 
business has seduced perfectly sound agen- 
cies into seeking notoriety for advertising 
itself . . . to considering the advertisement 
itself as the result and not as a means to an 
end. Copying the one-eyed master at his 
own game is as pointless as copying a Cadil- 
lac advertisement when you have tractors to 
selli—and about as productive. 

If 90% of all one-eyed advertising were 
believed, not a damned thing would happen. 
Because it never started out to cause any- 
thing to happen. 

The perfect advertisement, in my opinion, 
is not talked about but is acted upon. A good 
advertisement never gets in the product’s 
way or blinds the audience with its pure 
brilliance. And when the audience doesn’t 
realize it is being sold—when it is not even 
conscious of an advertisement as being an 
advertisement—-then you have a well-nigh 
perfect ad. : 


= How many times have people said to you: 
I never read advertising. And yet when they 
step up to the counter they ask for a well- 
advertised brand. How do they suppose that 
happened? Osmosis? If so let’s get a little 
more osmosis into our product. 

Advertising properly prepared should be 
as persuasive and yet as unidentified—both 
before and after taking—as the vodka in a 
martini. The greatest compliment that can 
be paid advertising is to have people un- 
aware that it has influenced them at all. 

We at MacManus, John & Adams have 
practiced this over the years—this doctrine 
of the unaddy ad—because we believe that a 
client to get his full dollar’s worth must not 
only sell today but be prepared for what to- 
morrow may bring. We believe that part of 
every advertising dollar must be working 
for the future. 


Advertising Has a Dual Function 

No—this certainly is not the time for one- 
eyed advertising. If agencies and clients ever 
needed two good eyes that time is now. For 
today’s advertising must not only sell today 
but keep a weather eye on tomorrow. 

We always have subscribed to this dual 
function of advertising. That the immediate 
product should be sold, certainly. But also 
that each ad should help build a reputation 
for the manufacturer himself. 

Because—particularly in these fast mov- 


ing times when new discoveries can change 
a product’s destiny overnight—your client 
may find himself in an entirely different 
field and soon out of business if he cannot 
bring a good reputation to that new field. 
For instance—if I were a spark plug manu- 
facturer I would be most jealous of my rep- 
utation as a manufacturer these days; for 
there are turbine cars operating on Detroit 
streets today. And turbine cars need spark 
plugs like Secretary Benson needs wheat. 


® Yes, the future is being written right now 
for many a business and there’s little time 
to take boxing lessons after the fight starts. 
So when you produce an ad, by all means 
sell the product, but spend a little time, too, 
in speaking for the client himself. 

We had an example of what I have been 
talking about in Saran Wrap, a war baby of 
the Dow Chemical Co., and a new product 
in the crowded wrapping field. We intro- 
duced it as a product, certainly, but also as 
a continuing credit to the Dow Company, its 
resourcefulness and its integrity. Every ad, 
every promotion piece, every commercial 
not only sold Saran Wrap but copy, art work, 
typography and over-all personality were 
carefully calculated to reflect the character 
of the Dow company. 

In television for Dow we introduced a 
highly controversial show, “Medic,” and 
again attempted—as we do in print—to find 
the delicate balance between hard product 
sell and a building of corporate integrity and 
identification. 

I believe we have succeeded. In just three 
years Saran Wrap is third in a field of scores 
of wraps. Housewives—perhaps again by 
osmosis—pick up four million rolls a month 
from the markets—and Dow’s reputation, 
always of the highest, has benefited by it. 

Maybe we could have done better using 
one-eyed housewives or tatooed children. 
Maybe. 


® When we deliberately create notoriety 

. when our advertisements use a client’s 
money to glorify ourself... when we take a 
cynical view of honest, hard-working Amer- 
icans ... then I say we had better ask our- 
selves if we are in a business we can be 
proud of or would want our sons to be in. 

Because when we create an ad—whether 
it is to run across the board nationally or in 
the Shopping News—we are handling a two- 
edged instrument which can create or de- 
stroy. 


Dealer Advertising... Larceny? 

Today in several fields advertising is at 
work in its most destructive sense. I am re- 
ferring—and angrily—to dealer advertising, 
particularly in the automotive and appliance 
fields. Here gimmicks, devices, tricks and 
downright larceny have been used with such 
evil determination that the public has re- 
coiled. 

Now you say that doesn’t concern you. 
You perhaps are a big agency man. You 
never wrote a local ad and never intend to. 
You write the pure stuff for the slick books. 
Okay. But please remember that to the pub- 
lic all advertising is advertising regardless 
of who prepared it. And the public is right. 
You say that this sucker stuff is local ad- 
vertising. Well, in my opinion—whenever 
an ad is read or viewed or listened to, it’s a 
local ad. 

The manufacturers—and I know this— 
are well aware of the damage these adver- 
tising shysters are doing and have jumped 
into the battle against them with every 
weapon at their command. And excellent 
progress is being made, and too, gimmick 
advertising is self-defeating by shouting it- 
self into sheer hysteria. 


Somebody in advertising prepared those 
advertisements. Somebody in advertising 
placed them. And somebody in advertising 
will march right along when the next venal 
scheme to rob and confuse the public comes 
along. Bless their charcoal gray hearts... 


A Look at Television 

Let’s look at the late shows and some not 
so late. Perhaps they call them late shows 
because many smell as if they passed away 
some time ago. Here we have the pitchmen. 
Those midnight bandits. Now the better 
business bureaus have moved in on these 
“hurry, hurry, hurry, tell you what I’m 
gonna do” boys in many cities. But much 
damage has been done, and more confidence 
of the American public in advertising has 
been chipped away. This is real one-eyed 
advertising—with a 21-inch eye and a two- 
inch brain. And somebody in our business 
prepared it and placed it for a few dirty dol- 


lars. Are the people who were gypped the 


suckers ...or are we?... 


® Foods, toiletries, tobacco, household soaps 
and cleaners, drugs and other soft goods: 
I've got to vote “yes” on television. 

Automobiles, household equipment, in- 
dustrial goods . . . I’m not so sure that tele- 
vision is their cup of tea. The Gallagher re- 
port for December shows that magazines 
lead tv in advertising use on the big items. 
Whenever the purchase requires thought 
and consultation among members of a fam- 
ily, then you had better be in the newspa- 
pers or magazines. That seems to be the les- 
son. 

We at our agency work both sides of the 
street so I don’t think I can be accused of 
prejudice .. . I will be, but I don’t think I 
should be, that is. For Dow’s Saran Wrap— 
an impulse purchase costing a few dimes— 
we've used “Medic,” “Godfrey,” “Today” 
and several other top shows. And with great 
success. Our “Wide, Wide World” audience 
for Pontiac has about 25 million viewers 
each week. Richard III for Pontiac and Gen- 
eral Motors drew between forty and fifty 
million. No, I don’t think they can say we 
haven't used television. Nor can they accuse 
us of ducking the tough ones. We have the 
distinction of bucking Lucy with Medic and 
“that quiz show” with “Playwrights ’56”. .. 


® So I say this: We are convinced that tele- 
vision is not the fundamental medium if you 
have substantial products to sell. And here 
I think it is significant that the most suc- 
cessful automobile manufacturers using tv 
on a regular schedule have poorly rated 
television shows, while some highly-rated 
shows simply aren’t moving the cars in the 
volume they deserve. 

In the movement of package goods, tele- 
vision is excellent in our experience. In the 
sale of durable goods we question it as a 
“prime” medium. It has its place but well 
behind newspapers and magazines, in my 
opinion. 

The American public’s “honeymoon” with 
television is over. In agency thinking it now 
must take its normal and rightful place as 
another great advertising tool and not the 
whole tool kit. For tv is powerful, its audi- 
ences are impressive and every sign points 
to its growth as the nation grows. But I have 
a real concern for this bouncing baby. 


® We certainly don’t want to have happen 
to the television industry what happened to 
durable goods advertising in radio. Remem- 
ber back in the mid and late °’30s when 
automobile advertising virtually dominated 
radio. Every automobile manufacturer was 
in radio up to his hub caps. And then that 
“honeymoon” was over. The networks start- 
ed maneuvering the Class A time. Holly- 
wood and Broadway moved into the produc- 
tion picture. The price went up and the 
automobile people got out. 

No one wants to see that happen to tele- 
vision, where nearly 100,000,000 automo- 
bile dollars will be spent this year. Costs 
have gone up to a point where we who are 
charged with the responsibility of investing 
our clients’ advertising budgets must con- 
tinually examine the results achieved on an 
economic and unsentimental basis. There is 
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no certainty of result. 

Now, we must have a venturesome spirit 
to succeed in this business of ours but the 
variables of television are many and for- 
midable ...such as shifting adjacencies (the 
programs preceding and following yours), 
changing opposition, plus the age-old gam- 
ble of entertainment itself. For example, 
most tv spectaculars cost more than a 
Broadway show which may run for months 
or even years. Yet there is no degree of cer- 
tainty for the advertisers. For there are no 
real experts in the entertainment field. Don’t 
forget that even Rodgers and Hammerstein 
once wrote a turkey called “Allegro.” 

And when I say that the public’s “honey- 
moon” with tv is over I certainly don’t mean 
they are no longer watching. Surveys show 
the audience is growing. But the days of the 
50 or 60 rating smash hit are essentially over. 
Even Mary Martin and Noel Coward aver- 
aged a 21 rating when they encountered this 
growing immunity of the American public 
to Big Names and Big Programming. 

Yet the tv people continue to present pro- 
grams to us and our clients calling for more 
and more money, more and more talent, 
more and more time as the formula for the 
automatic production of results as spectacu- 
lar as the spectacular itself. When the for- 
mula fails—as it must—the whole medium 
falls in esteem. 

Let the tv networks and the agencies and 
the advertisers work together to protect this 
powerful medium from itself, so that it can 
take its rightful place in the advertising tool 
kit, a credit and a benefit to all concerned. 


® But the greatest penalty of all perhaps for 
the durable goods manufacturer is televi- 
sion’s lack of selectivity. 

In television you must entertain them all. 
And that’s well and good when you're sell- 
ing a 30¢ product. But when you are at- 
tempting to sell a product that costs from 
$3,000 to $5,000 . . . a product that is the sec- 
ond largest purchase a man makes... then 
you must have selectivity. And I say you can 
get that only from print advertising... 
newspapers and magazines. 

Color television? Sure. A great addition. 
But what happens when all the programs are 
in color? They then compete again on basic 
content. One redhead in the room gets at- 
tention. When they all have red hair you 
make your selection on some other basis. 


Trouble on the Horizon 

Let’s not be one-eyed about this beloved 
business of ours. There is unrest in the mar- 
ket place. There is an uncordial feeling to- 
ward advertising in very high places, and 
the public has taken a beating from some 
bandits who call themselves advertising 
men. I don’t want to be so classified, and 
neither do you. It is no longer enough to be a 
clever twister of words. 

We must clean our own house and our 
reputation if we are to attract the fine young 
people we must have with us to continue our 
work. As a member of the Four A’s College 
Advertising Examination Committee, I 
think it is apparent we in advertising and 
the business itself are not nearly as attrac- 
tive to the youngsters as in pre-huckster 
times. 

w Others too have responsibility: media, 
both local and national. 

They must police and control the gimmick 
boys, the pickpockets, the midnight high- 
waymen. And I think they are doing just 
that. Television, radio, newspapers and 
magazines alike. More power to them. 

So too must the national networks take a 
good look at themselves. Programming atti- 
tudes have never been more arrogant with 
less justification. Remember what the same 
“great brains’ caused to happen in radio. 
Let something be done before advertisers 
withdraw from such a powerful instrument 
of communication. 

If we do all these things .. . If we conduct 
ourselves as gentlemen engaged in an hon- 
orable business, then we can recapture 
whatever measure of public confidence we 
may have lost or had stolen from us. And 
that we must do. For the public, God bless 
them, will continue to call the tune. 
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TV Can Too Sell Hard Goods, Say Its 
Promoters and Users to Ernie Jones 


(Continued from Page 3) | John Cameron Swayze, loses Ply- 
television show, you go along with | mouth sponsorship of its Wednes- | 
the dealers. And they say tv pre-|day and Friday segments after 


¥, 
: sells for them.” 


® Fred Manchee, exec vp of Bat- 
ten, Barton, Durstine & Osborn: 
“We're very happy with Groucho 

Marx on tv for DeSoto. Dealers 
' credit the show with selling help. 
f It gets down to how to use the 
medium. That’s what counts.” 


\ ® Anonymous tv sources: “Mr. 
' Jones is in a sour-grapes mood be- 
: cause of the poor showing made 
f by ‘Playwrights 56’ for Pontiac.” 

| 


® In Bloomfield Hills, Mich., 
where his agency is located, Mr.| 
ia Jones told AA today that he would | 


Ernest Jones 


stand by his Pittsburgh remarks. 
“In no way have I said we intend 
to drop television. If you read my 
speech carefully, you will find that 
what I said was that durables are 
not moved as effectively as pack- 
age goods on tv.” 

Unfortunately, no publication 
got a copy of the text of Mr. Jones’ 
speech, either before or after de- 
livery. All published stories were 
based on fragmentary releases 
made available through Ursula 
Halloran & Associates. Different 
newspapers got differing portions 
of the talk. 

Today, Mr. Jones said that he 
spoke largely from notes and that 
only now are complete texts of his 
speech available (see Page 68). 

He denied one published report 
that MacManus, John & Adams 
might be “the policy agency” for 
| General Motors and that his talk 


was GM’s way of telling the net- 


| works they must deliver or see 
| GM advertising go elsewhere. 


s “We do not occupy any such | 
exalted position as ‘the policy| 
agency’ for General Motors,” said 
Mr. Jones. “In my speech I spoke | 
only for myself and for my agency. | 

| Anything I may have said reflects | 

j no decision or policy on the part 

q of any of our clients.” 

Mr. Jones also denied that his 
agency’s experience with “Play- 
wrights ’56” moved him to criti- 
cize television. “That program 
marched right along, producing 
extensive audiences—some 25,000,- 
000 persons each week, and that’s 
no poor showing,” he said. 

He added that his purpose in the 
Pittsburgh speech was to make 
clear that he does not want tele- 
vision to experience what hap- 
pened to radio, as far as selling 
hard goods is concerned. “It just 
can’t go on producing miracles, 
and it should face up to that.” 

In Mr. Jones’ view, “It is dif- 
ficult if not impossible to credit 
any one medium with the success 
of a product.” 

Meanwhile, the following auto- 
tv developments materialized: 


© “Playwrights °56” is being 
dropped by Pontiac (MacManus, 
John) June 19. Pontiac will keep 
its one-third sponsorship of “Wide 
Wide World” through 1956. 


| 
| 


June 29. Bruce E. Miller, Plymouth 
ad director, said the car’s promo- 
tion plans are up for review and 
that “future broadcast possibilities | 


OVER 200,000 POPULATION 


On October 19, 1955 Henderson County, Kentucky was 
officially included in the Evansville Standard Metropolitan 
Area according to the U.S. Bureau of the Budget, Statis- 
tical Standards Division. This places the area among the 
first 100 Metropolitan Areas in the United States. 


|plans have matured.” N. W. Ayer 


e “NBC News Caravan,” with 


will be determined when these 
TOTAL 16 county market... nearly 2 mil- 
lion population. Courier and Press circulation 
daily, 8 out of every 10 families — Sunday, 2 out 
of 3. 


Represented Nationally by: General Adv. Dept. 
— Scripps Howard Newspapers 


& Son is the agency. 
® Chrysler, which puts on “It’s a 
Great Life” Sunday nights via | et ee 
NBC-TV, is thinking of a new) — 

show. An Excellent Test Market too! 


® Chevrolet is thinking of re-ar-| @ Isolated but readily accessible 

ranging its tv time, moving Dinah| @ Representative in size 

Shore from two 15-minute slots a) @ Has many diversified industries 

week, plus an occasional one-hour; @ Has an abundance of natural resources 
@ Has a representative, stable economy 


show, to a 15-minute slot and a 
one-hour program each week. | @ Many other Test Market features 


the evansville ; the evansville 


Press 5 Courier | 


vou cet ALL. 3 


IN SEATTLE 


MARKET 


721,000 Population 
in the Seattle ABC City Zone. 


(More than ONE MILLION people in the 
Seattle ABC Retail Trading Zone) 


BUYING POWER 


THIRD HIGHEST per capita effective buying 
income among the nation's largest markets. 


The Boeing Seattle payroll, alone, will exceed 
$200 million in 1956. Boeing’s backlog, near- 
ly 2% billion dollars in orders, will require sub- 
stantial increases in working force and plant 
facilities. ($714 millions in plant expansion 
for Seattle area already announced.) 


MORE SEATTLE BUYING POWER FOR YOUR PRODUCT 


SATURATION COVERAG 


THE SEATTLE TIMES PROVIDES MASS COVER- 
AGE OF THE SEATTLE MARKET—156,757 OF 
THE 226,200 HOUSEHOLDS IN THE ABC CITY 
ZONE. FURTHERMORE, 117,172 OF THESE 
HOMES ARE REACHED ONLY BY THE SEATTLE 
TIMES. 


Survey by Dan E. Clark II & Associates 


Ghe Seattle Gimes 


SEATTLE’S ACCEPTED NEWSPAPER 


Represented by O'Mara & Ormsbee, inc. * New York * Detroit + Chicago + Los A geles * Son Fronci 
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Westinghouse 
Aim Is $1 Billion 


Consumer Sales 


Seven-Prong ‘Watch 
Westinghouse’ Drive 
Accelerates Ad Spending 


New York, April 3—One of 
the nation’s leading advertisers 
yesterday launched an all-out ef- 
fort to fight back to where it 
could compete--then maybe sur- 
pass—its competitors. 

The advertiser is the Westing- 
house Electric Corp., whose sales 
fell off a $300,000,000 cliff as the 
result of a 156-day strike. 

Chris J. Witting, vp and gen- 
eral manager of the consumer 
products divisions, told a _ press 
session that Westinghouse plans 
“the largest advertising and pro- 


Now...in One 
Big Book 
381 of Jim Woolf's 


Salesense Articles 


U.S. TREASURY DEPART - 
MENT: “We are most enthusiastic 
readers of your fine articles.” 


JOHN ORR YOUNG: “I am one 
of your enthusiastic readers.” 


ARTHUR W. KOHLER, v. p. 
Curtis Pub Co.: “I read ‘Sale- 
sense’ regularly and am very 
much interested in it.” 


N. W. AYER & SON: “We read 
‘Salesense’ thoroughly and pass it 
around our copy department as 
recommended reading.” 


JAMES WEBB YOUNG: “You 
will never find Jim Woolf dull. 
He always has something to say 
which is interesting.” 


HARVARD BUSINESS REVIEW: 
“Your work makes the art of 
copywriting more real than do 
most treatises on the subject.” 


Send No Money 


Here’s what you do: 1. Mail the 
coupon. 2. Examine SALESENSE 
IN ADVERTISING for 5 days. 3. 
Then either mail your check for 
$5.95, or return the book. You 
can’t lose, and you may win a lot. 


ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ilinois 


Please send to me at once, tpaid, 
James D. Woolf's new book. After ex- 
amining it for 5 days, I'll either send 
gon my check for $5.95, or return the 


"oO 


motion campaign in its 70-year |sale, co-op or other promotional | 


history.” He mentioned that the 
annual promotion budget for 1956 
of some $32,000,000 was decided 
on late last year. He implied that 


since three months of ’56 are al-| 


ready gone, his company will 
spend more than that on promo- 
tion in the remaining nine months. 

In 1954 [latest year for which 
the figure is available] Westing- 


house spent $7,862,273 in the four | 
'which $800,000,000 


major media. This does not in- 
clude spot tv, spot radio, point of 


efforts. 


w Object of the advertising drive 
is $1 billion in annual sales of 
consumer products, and “domi- 
nance” in these product fields as 
well. At the same time, Westing- 
house will step up efforts on be- 
half of its industrial products. 

The company’s total sales in 
1954 were about $1.6 billion, of 
represented 
consumer goods. 


Westinghouse’s ad efforts call 
|for the use of all media, said Mr. 
Witting. “We will show all seg- 
ments of the public that Westing- 
house is the company to watch 
and that ‘Wonderful things are 
happening for you at Westing- 
house.’ ” 

The 
promotion 
efforts: 

1. A “product pre-sell drive” in 
|mewspapers in all U.S. market 
areas starting April 16. This com- 


“Watch $ Westinghouse” 
includes these seven 
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prises four “big” one-a-week ads. 
Radio will be used in the same 
areas starting in May. This broad- 
cast saturation will run as high 
as 100 messages a week. 

2. A continuing campaign in 
“leading trade publications,” 
aimed at Westinghouse dealers. 

3. An “image building” cam- 
paign—“building a picture of Wes- 
|tinghouse as it really is”—using 
| institutional and product color ads 
in major magazines. These ads, 
“often multi-page” insertions, 


Television’ 
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Start in late June and will carry|stration devices, plus vastly en-|produc: development and better 
through to 1957. \larged cooperative advertising op-| styling also are a vital part of the 

4. The company’s television pro-| portunities and plans for training program.” He said the television- 
gram, “Studio One,” will carry salesmen and _ increasing store radio division has hired Raymond | 
messages keyed to the “Watch traffic.” |Loewy & Associates to provide | 
Westinghouse” theme. 7. Trade and technical publi- styling advice. 

5. Westinghouse also plans to cations will get advertisements He said “every resource” of 
get in some licks in the course of for the company’s products for Westinghouse will be used to 
its national radio and tv political|industry, and for the country’s| make each of its consumer prod- 
campaign coverage, on CBS. |electric utilities. ucts “No. 1 in its field.” Con- 

6. The company is readying its | sumer product sales, he added, are 
“most extensive” dealer aid pro- = “This is far more than an ad-| expected to be boosted 35% or more 
gram, including “better displays, vertising and promotion program,” | over 1955 in the remaining nine 
customer literature and demon-|said Mr. Witting. 


dently expect sales of our con- 
sumer products to reach the $1 
billion mark within a very few 
years,” he said. 


Edward J. Kelly, general man-| § 


ager of the television-radio divi- 
sion, said Westinghouse “alone 
will go to the color tv market with 
a 22” rectangular tube—the largest 


color picture tube in existence.” | 


He said it will be housed in a 
cabinet no bigger than those used 
for 24” b&w receivers. The com- 


“Stepped-up months of this year. “We confi-|pany also plans to turn out a 17” 


oi a 


Proudly offered to a select group of advertisers 


: Impact advertising for products and services 


Established audience attraction with an 


daleinining stories . behind Ri tatenes 
drama with the men and women who made 
ca’s History ~~ ee. al 


OFFICIAL 


y 


FILMS, inc 
25 West 45th St., New York | 


36, 


“NEW! NEW! NEW! 


1) 


ae ee 


SEW JELEO FLAN 


NOw IT’S TEN-—-General Foods Corp. 
currently is running this ad in 14 
consumer magazines and Sunday 
newspaper sections to introduce 
three new Jell-O flavors. Televi- 
sion also will be used. Young & Ru- 
bicam, New York, is the agency. 


portable tv set, and later on, a 
14” portable. 

McCann-Erickson handles Wes- 
tinghouse consumer products ad- 
vertising. Industrial advertising is 
placed by Fuller & Smith & Ross. 

The company said it lost be- 
tween $250,000,000 and $300,000,- 
000 in sales in the strike and the 
striking employes lost approxi- 
mately $90,000,000 in wages. 


Olin Backs Food in Cellophane 

Beginning in June, Olin Mathie- 
son Chemical Corp. will run a se- 
ries of half-page color ads in the 
Ladies’ Home Journal to back use 
of cellophane-wrapped foods. Each 
ad will feature a specific food 
product and will contain three 
recipes. The campaign was pre- 
pared by D’Arcy Advertising in 
cooperation with the American 
Bakers Assn., National Pretzel 
Assn. and National Potato Chip 
Assn. 


Nowland Expands Overseas 
Nowland & Co., Greenwich, 
Conn., market research company, 
has opened a branch office in 
Brussels to service European 
clients. The office is an outgrowth 
of work done by Nowland in Eu- 
rope for American clients. Roger 
L. Nowland, president, said Euro- 
pean companies and governments 
are showing increased interest in 
market planning services. 


Advertising Pays Better. 
Where There's Better Pay 


Appleton 
Neenah 
Menasha 

Wisconsin 


Lake Winnebago 


Tax Figures Prove Area’s Wealth 
Most recent study by Wisconsin 
Taxpayers Alliance shows Neenah- 
Appleton-Menasha in 2nd, 3rd and 
llth places respectively in per 
capita wealth in the state. Annual 
spendable income: $147 million. 
Basically staple and high-wage in- 
dustry, plus outstanding retail ac- 
tivity keep this money moving. 
And helping to mold this move- 
ment is the POST-CRESCENT with 
95% coverage of the market's 96,291 
people. 

Wisconsin's first paper in editorial 
content and second paper in adver- 
tising volume got that way deliver- 
ing results. 


ETON Post-CRESCENT 


Contact Ken E. Davis, Manager, Gen. Advertising 
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|Department Store Sales... 


vo.ssiccees ff Easter Week Brings 6% Gain for U.S. 


WASHINGTON, April 5—Depart- | and a corresponding decrease tor | 


The NEWS of the ROCKIES 


Denver retail jewelers placed 59.5% |ment store sales in the U.S. for the | the month of April,” the FRB says. | 
° week ending March 31, which was | 

of their linage and 50.3% of their dol- the week before Easter Sunday, | s The two FRB districts hit hard- | 

lars in the Rocky Mountain News in were 6% ahead of the similar|est by the weather last week—| 

1955. week of 1955, according to the| Boston and New York—managed | 


| Federal Reserve Board. However,|to recover somewhat in the week| 
|it should be noted that Easter this| preceding Easter, with Boston 
|year came a week earlier than it;showing an 8% gain and New 
did last year, so that sales figures; York a 4% gain. 

jare not altogether comparable. | Largest gains in the FRB dis- 
| For the four weeks ending | tricts were reported by Dallas} GORDON BAMBERGER has been named 
|March 31, sales were 5% ahead of| (17%), Atlanta (13%) and San| director of marketing and research 
1956 and for the year to date, 4% | Francisco (12%). Only one district, | of Rogers & Smith, Potts-Turnbull, 


— a 


ahead. In its bulletin the FRB Kansas City. He formerly was an i 
notes that March and April changes account executive and research 
| from a year ago reflect in part the enst ~ h 
fact that Easter fell at different | Department Store nalyst of Gordon Best Co., Chi | 
times in the two years. oe. i 
“For this reason it is estimated | ’ 
'that in comparison with last year | Sales Barometer ‘Seasuies deans seseneeeneee +5 +25 ) 
wes. ss * an allowance should be made for | Little Rock . 9 
Hew oi : : | ir ewe ee eee ol) +17 
Y =) NV VER an increase in sales of about 4% | Change from 1955 Louisville ; 2 421 
| for the month of March as a whole | St. Louis ................ +6 +30 
Week Ended * + 6% Memphis ............ -- «i 
Minneapolis District entin ® r+138 
March 31, 1956 Minneapolis. —1 +13 
Cities 
St. Paul ......... —% 642 
Duluth- Superior , + 2 +19 
Jan. 1 to Kansas City District —5 +19 
March 31, 1956 & - 4% Metropolitan Areas 
i + 1 +20 
Topeka ........ +5 +35 
Wichita ............. ; —@ + 
OS +3 +10 
’ : ‘ Alb — 4 25 
Minneapolis, showed a loss—Min- yaw ‘City NS = tn 
neapolis’ sales ran 6% behind last a ae ae. 
year. Chicago reported no change| CY 
- NEW KIND of deodorant in sales. Kansas City ... . a | +21 
e The other districts recorded yey Areas a 
gains as follows: Philadelphia, 6%; Dallas ........ a — +479 
Richmond, 9%; St. Louis, 5%; ~. ~ gy _ ; eo po 
Kansas City, 5%. eet Werth ............... + + 
: H ae 11 
A detailed breakdown of sales ao . - i. oe — Hr 
in these districts will not be avail- San Francisco District ...... 0 +7 
able from the Federal Reserve| Metropolitan Areas 
Board until next week. For the two .~ eee - - + : 
weeks prior to that, sales broke ee — ee 
. Westside Los Angeles — 3 5 
down as follows in these districts: Pano Re pane alts +7 ts 
% Change from '55 SS +13 +14 
Week Ending San Francisco-Oakland +1 +8 
Federal Reserve Mar. Mar. San Francisco City ...... 0 +8 
District, Area and City 17 24 Oakland City oe... 7 a 2 
UNITED STATES +9 + sce picitnbenabideabiuitianeeds es oe 
ton District .... —28 ~~ ggeaamaeapracemaes 
Metropolitan Areas aw oy City a a re ar 
Jack D. Harlow, Northwest representative, + see Ae era —R| Spokane +8 +4 
¥ Suburban Boston ............. —s%| Tacoma 7s +9 
BRISTOL-MYERS PRODUCTS DIVISION juburban Boston wo... —s|__ Zoeme 
See on —23| *—Data not available 
ww 
| SHOOT A FAST WIRE cman = , 
Cities DeSoto ‘Winning Ride’ Contest 


IF TACOMA IS LEFT OFF Soringtié 1 —18| Offers Month Junket, Fireflites 


PHOVIGOMCE o.ciceccscccccceeeveseees The DeSoto division of Chrysler 


OUR ADVERTISING SCHEDULE” "Metropolitan Areas” ~~~" (|Corp, Detroit, is holding its first 


Buffalo ..... ‘tm... <8 +12} comsumer contest, the “Winning 
Mr. Harlow says, “Sometimes an ad schedule from our New York-N.E. Ride” contest, to run through 
tai NOW JOrSEY econ F— 7 —1'| May 19. List of prizes includes an 
advertising department shows a Seattle newspaper on SERIO cexeecewevcncenerremren r—18 = —17 
; ‘ New YORK ooo ccccccenennn —5s -—10|all-expenses global month-long 
the list, with Tacoma left off. When that happens, I Rochester occesccsssseseosssssssen —6 +420|/family junket and a new Fireflite 
shoot a fast wire to headquarters insisting that the SE cretemnsationnes ~—4 +11/four-door sedan to the top win- 
» q g Philadelphia District . <cee Bo Z +1 ner, Fireflites to each of three 
Tacoma News Tribune be included along with Seattle Metropolitan Areas . 
Wilmington eevccoceeseeseenneen 0  412|/Second-place winners, $1,000 U.S. 
newspapers. I know Seattle newspapers do not make — r—15  — 7|Savings bonds to eight third place 
: : 5 eS a ee —l1l1 + 3/winners, 20 $100 bonds, 40 $50 
an impression on the thousands of prosperous folks in Pamedsionis +1 ~1[ponde end 160 $28 bonds. 
the Tacoma area. —- or beige rt Participants are required to 
Wilkes-Barre—Hazleton . r—16 + 7| Visit dealer showrooms and take a 
Cleveland District .................. —4  +420|/demonstration ride in a new De- 
Metropolitan Areas Soto, complete the last line of a 
55.2% +17| limerick on an entry form and 


+23| answer five questions relating to 
427|the car and ride they have had. 
+26\/Incentive awards also will be 


of Washington State’s 


— ecimutnasnetsidneenenecants a - be made to salesmen. The . contest 
~~ pelecommcommamnpet oe ecient tap 0. tania 
Pittsburgh cececcccccssneeeee — 8  +13)/ing and promotion campaign na- 
Wheeling-Steubenville .. —11 +15) tionally and locally in all media. 
Richmond District ............. .- +2 +1) Batten, Barton, Durstine & Os- 
"Washington sem cicemealh +3 +413) born is the DeSoto agency. 

Downtown Washington r— 5 +8 

eae quiueneemasscasuasesnestnen - : .* Salvation Army Sends Ad Kit 


The Salvation Army, New York, 


Atlanta District .................... —S +2 r 
Metropolitan Areas is distributing special ad kits to 
Birmingham ..... —3 +16) newspapers this month to stimu- 
—e sole t4 late use of local business-spon- 
Augusta... —21 —6|sored messages during National 
— _— e +8 Salvation Army Week, May —- 

a ‘ The kits include mats and proofs 
pn say lai _—3S +297 a oe Mine of an: eae 
a’ ° *| “Serving millions one by one.” 

Chicage District 0.0... r+ 2 +17| This year’s theme is “Know Your 

—— Areas = Salvation Army Better.” No ap- 

lt CR NaS peal for funds is being made. 
+ =~ anand +°3| Campbell-Ewald Co., New York, 
Milwaukee +16! is the volunteer agency. 
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THE COMIC WEEKLY 8222: 


ADVERTISING 


The Only National Comic Weekly ees 
BY) / we've Been iviteD GREAT! we CAN TELLY | BOY’ LOOKS LIKE }/ WHAT AN 4 
ae a) | To SPEAK AT THE $~/\'EM PUCK'S PREMIUM 
ADVERTISING CLUB ) 7 AND CONTEST 
D D DINNER TONIGHT’ / { ADVERTISING STORY? ) 
ro aA 
GUESS yA RP 
2 WHAT?) time Se; 
4 "2 Gal ~— 
i 2 &§ | : @ : 
— — 
sa y 
N\ 
GENTLEMEN-~ ) Bios WHEN AN ADVERTISER \/ NO WONDER PUCK, THE COMIC WEEKLY GETS 
: SELECTS A MEDIUM /] SUCH AN OUTSTANDING SHARE OF THIS KIND OF 

WHOS Con'T KNOW FOR PREMIUM OR ADVERTISING’ LISTEN-- —~ 

THIS CHAP? THE FELLOw. CONTEST ADVERTISING-- tg = 

HE'S GOT TO MAKE - 4 

THE RIGHT CHOICE’ 
IT'S A REAL TEST OF 


A SINGLE AD IN PUCK BY UNICORN PRESS 


SOLD MORE THAN *500,000 WORTH OF 
ENCYCLOPEDIAS! 


PUCK AVERAGES S9 PREMIUM 
OR CONTEST ADS EVERY YEAR’ AND. 
THEY PAY OFF! 


YOU CAN’T BEAT THE POWER OF 
COMICS’ BECAUSE PUCK GETS MORE 
READERS OF FOUR COLOR ADVERTISING 


COULD HE BE 
CHARLIE BINKS 2/ 'N SUMATRA. 


THE BLUE-CHIP ADVERTISERS KNOW 
ITf LOOK AT THESE PREMIUM AND 
CONTEST ADS -- 


POPSICLE/ BEST FOODS’ 


WHETHER YOU'RE SELLING 
PREMIUMS, CONTESTS, OR JUST 


Pp 


COULONT HE BE 
HUGO HOFFSTEADER? /pjE iw 29, 


PLAIN MERCHANDISE -- PUCK 


NO. HUGO BELONGS ON EVERY BALANCED 


SO YOU SEE, GENTLEMEN Y ADVERTISING I'M AFRAID YOU GENTLEMEN GUESS WHAT? THE NATIONAL MARMALADE ‘ 
OF THE ADVERTISING CLUB-z CLUB ? t ARE MISTAKEN, THIS IS THE HUH ? ASSOCIATION IS GOING TO RUN A PREMIUM AD/ 
_—_ — 4 2) [NATIONAL MARMALADE ASSOCIATION SCHEDULE IN PUCK’ — eae 
WS TL Le I ( Aovertisina DINNER! KILL 
i £¢ a | CLUB? = ME? 
4 : w 5 , * : . A, 
= at $ } y 3 _ 
( hal — 
| Ki / -< peii 
J) 
F > 
‘ 
= ee Y “ wi 
Get th F ts PUCK T d Find out how PUCK, The Comic of how PUCK reaches one of the R $: 
@ racts on oday — Weekly, and its Affiliated Sunday greatest family audiences in reoas MOK, THE COMIC WEEKLY ee 
: : . omics reach a mass audience at ica. Or write for “ ‘con-Agors AND ITS AFFILIATED SUNDAY COMIC SECTIONS 
The Greatest Buy in Print Media net ene ee EE Wien tee SS 63 Vesey Street, New York 7, N.Y. 
Hearst Bldg., Chicago 6, lil. + Hearst Bidg., San Francisco, Calif. 
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Richard Willis 
John Peter 
Phil Alampi 

Bert Bacharach 


Ben Grauer 


Kenneth Banghart 


WEEKDAY, NBC Radio's daytime program service which is attracting 
millions of housewives, now offers the newest selling attraction of all. 
Now weekpay presents the largest galaxy of famous personalities in 


daytime radio, every one a well-known authority . . . starring as salesmen! 


These stars — popular co-hosts Virginia Graham and Mike Wallace, 


t 
Mike Wallace 


Mary Margaret McBride, Helen Hayes, Dr. Frances Horwich and all 
the others — will work with you, telling millions of housewives about 


your product, recommending it personally, selling it across the nation. 


Your product can be associated with the biggest stars, the newest, most 


merchandisable programming service in all of daytime radio and at a 
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low-low cost that will amaze you. Special tie-ins tailor-made for mass 


merchandising are also available on WEEKDAY. 


Because WEEKDAY plays a personal role in focusing women’s minds on 
food store and drugstore shopping, it’s currently selling for many major 
national advertisers... General Foods, Standard Brands, Sterling 


specials every day! 


a 
Mary Margaret McBride 


Tee 


At Bes a 


a8 


Drugs, Miles Laboratories, among others. Join these leaders. Consider 


WEEKDAY 's star personality-salesmen, its low-low cost and total flexibility 


which permits you to buy a single announcement or an entire campaign. 
Then talk to your NBC Radio Network Representative. 


exciting things are 
happening on the 


ne 


radio network 
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This Week in Washington... into agreements giving big outlets Laurin Healy Co. Becomes 
a preferred price so long as they Healy & Ehrlicher 

Laurin Hall Healy has expanded 
the public relations and television 
operations of his company, Laurin 
Hall Healy Co., and has changed 
its name to Healy & Ehrlicher. New 
member of the company is James 
G. Ehrlicher, formerly with Calk- 
ins and Holden, in charge of pub- 
lic relations for the Prudential In- 
surance account. Previously he had 
been pr director of the city of 
Chicago. The company, which con- 


resell at agreed upon retail prices. | 
Speak Up on Net Rules, Moore Urges 7 


By Stanley E. Cohen ,cars get constructed, but most of Drive to Tell About Progress 
Washington Editor | the money is money which would Chesapeake & Ohio Railway this 
WashrncTon, April 5—Will other | otherwise be public tax funds.” month launches a new advertising 
station operators—and perhaps | In the end, he says, every tax-| program to “inform the public of 
program producers and advertisers! Payer is helping contribute to the|its progress.” The campaign aims 
—come forward to tell the Senate| 97eat progress of the Santa Fe.|to answer the question, “What 
commerce committee about their) “Let us give credits where they, Makes Chessie’s Railroad Grow?” 


experiences in clearing tv time? |are due,” = adds. | The series will consist of ten in- 
| sertions, one each four weeks, be- 


So far only Richard Moore, pres- . e 
ident of KTTV, Los Angeles, has| Gasoline ‘Pricing Attacked: Jus-| ginning April 9. Ads in 875-line |» tinues offices at 360 N. Michigan 
volunteered. His testimony last| tice Department’s indictment of | size will run in most of the daily | Ave., Chicago, calls itself a com- 


week attacking network option Shell Oil Co. for allegedly fixing | newspapers in C&O’s on-line cities Won.mepiciINAL—Fuller Brush Co., munications counselor. 
time and must-buy policies gave| gasoline prices in Boston is only|and in Cleveland, the Wall Street Hartford, Con : kagi : 
investigators a wealth of informa-| the first step in a continuing legal Journal and Financial Post, Toron- » be nll Rigg 06:9 ttn P 
tion, but they would like to have/ attack on gasoline pricing prac-_ to, as well as business management — tne of wtemin Sood supple- 100 Advertisers Spent 
support from other witnesses. tices. Similar cases against others, | publications. we = black, white and gold $658,256,978 in 1955 
Mr. Moore contends networks|and in other markets, will follow.| Spreads will appear in Business |C¢7t0"S to avoid what it calls the) Due to a mechanical error in 
control such a large percentage of| Justice and the Federal Trade|Week, Forbes, Newsweek and “medicinal look” which character- tabulation, AA’s report March 26 
available station time that adver-|Commission have been under) Time during April and also will izes much vitamin packaging. that the 100 top advertisers listed 
tisers are at their mercy. | heavy pressure from the Senate/run in Barron’s, Commercial & Fi- by Publishers Information Bureau 
In the weeks he was preparing | small business committee, which |nancial Chronicle, Financial) Canadian and Traffic World. Rob- placed $1,934,077,871 in advertising 
his testimony, he visited agencies wants to stop gasoline price wars. World, Magazine of Wall Street,| ert Conahay Inc., New York. is the in three media was in error. The 
and argued, “Your clients are be-| Basic charge is that Shell enters| Railway Freight Traffic, Time railroad’s agency. correct figure is $658,256,978. 


ing hurt. The control of their ad-| 
vertising is taken out of their 
hands. They are forced to use sta-| 
tions they don’t want, take infer- 
ior time periods, sometimes pay 
excessive rates.” 

He called attention to the study 
of chain broadcast rules which has 
just gotten under way at FCC. 

“The rules that will govern the 
sale of time for the next 20 years 
are being written,” he said. “This 
is the time to be heard.” 

But there are no signs-the agen- 
cy people intend to be heard—at 
least voluntarily. “We can’t be 
involved,” they told Mr. Moore. 
“We have to do business with the| 
networks.” 

~ a 2 

As an independent station oper-| 
ator in an industry where all but 
28 stations are network affiliates, 
Richard Moore may not be taking) 
a popular position when he at-' 
tacks the contractual arrangements 
which are the basis of networks | 
as we know them. 

He figures, however, that the 
outcome isn’t going to rest on his 
popularity with congressmen, FCC 
members and broadcasters. His le- 
gal brief already has been relayed 
to the Department of Justice, and 
ultimately it may become the basis 
for private damage cases. 

His legal advisor, Prof. Donald} 
F. Turner, of Harvard law school, a! 
member of the Attorney General’s | 
committee on the anti-trust law,! 
puts it this way: “Anti-trust laws| 
do not permit good trusts and 
strike down only bad trusts. Con-| 
gress struck down all trusts.” 


o + i 
Administrative Breather: De- 
parture of Congress for its spring 
recess gives government agencies 
a chance to catch up on their 
homework. Some agencies, like the 
Federal Communications Commis- 
sion, are currently being investi- 
gated by as many as four congres- | 
sional committees simultaneously. 
In many agencies the key staff 
personnel are so deeply involved 
in answering congressional inves- | 
tigation questiornaires that ordi- 
nary work is at a standstill. 
2 = + 
Santa Fe's ‘Subsidy’: Rep. 
Charles A. Vanik (D., O.) thinks 
it is misleading for the Santa Fe| 
Railway to advertise that it is| 
spending $102,000,000 of its own 
money on new equipment. 
“Through the use of rapid 
amortization,” he said, “the rail- 
road will be able to amortize the 
investment and siphon off its prof- 
its in the next five years,” he ex- 
claimed. “In this way, the railroad 


HOW GOOD IS YOUR ENGLISH? 
Every executive, copywriter, secre- | 
tary —every wordsmith wanting to 
avoid common errors in English needs 
this 5th edition volume of “How to 
Words to Work,”’ by Waldo Marra, 

A., successful business man, au- 
oat lecturer, corporate advisor. 
es new look to old subject. Brush- 

p with this breakdown on words and | 
English. $2 $2 ry per copy, prepess. 3 for | 

$12.00. Hansen 5880 
Hollywood Bivd., Hollywood 28, "calif 
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Inside Ad Week ing them “inside advertising.” | tee day closed with the students;a meeting with the New York Students Like Ads 


At the annual dinner-dance to-/| attending a session of the job find-| chapter, American Assn. of News- | 
Gives Students Peek night in the grand ballroom of the | ing forum at the adclub. |paper Representatives, in the) 
: | Biltmere Hotel, the students will, On Tuesday the students learned | morning. The afternoon will be de- r 
into Busy Ad World |Teceive graduation certificates sig- | about the advertising operation at | voted to job interviews. . But Haven t Much 
; : _ |nifying their participation in In- A.&M. Karagheusian, manufacturer| Other sponsors in the course of | 
siuitied taiat Aina annie Advertising Week. In addi- | of Gulistan carpets. They had | the week included the Advertising 
» repre-| tion, the Inside Advertising Alum-|iunch with the Sales Executives| Women of New York and ‘om Regard for Admen 


og 8 eee —- | ni —_ —— up of past years’ Club of New York, studied direct Advertising. A program was also 
; : | participants) will present a loving | mail in the afternoon at the Direct! arranged for the students by the! 
Columbia, entered a high point of | cup to the AAM&W, to be given in| Mail Advertising Assn. and spent Crusade for Freedom on Radio | New York, April 5—There’s 
their academic careers this week|June to the winner of the out- the evening in a discussion of “the Free Europe, explaining how cam- | only one thing lower than an ad- 
as they invaded New York to par- | standing student award. Choice of printed word” with the Composing | pus chapters may be set up. | vertising man—a salesman. 
ticipate in the sixth annual Inside|the outstanding student will be Room Inc. | Edgar V. Hall, Local Trademarks | A majority of more than 2,000 
Advertising Week. based on his performance this Inc., is general chairman of the | students, surveyed in 35 colleges 
Each student was chosen by his | week, on a written report on it and | a Grey Advertising, Tileston & | week. Co-chairmen are Ben In-| and universities, feel that, in terms 
school as the most outstanding ad-/ on his school standing. | Hollingsworth Co., Miller Printing |wood, Robert Murphy, Conrad) of prestige, an adman is superior 
vertising student on campus. As| Esso Standard Oil Co. kicked off | Machinery Co., Look and Mc-|Schafran and R. Steele Sherratt. | to a salesman. He is just about as 
such, they or their schools paid|the week’s program by taking the | Graw-Hill Publishing Co. filled up| Previously, some of the students | good as an engineer or a teacher. 
their fares to New York and their | students for an inside look at that| the Wednesday calendar, with a| attending this week helped the as-|But he can’t hold a candle to a 
hotel bills, while the Assn. of Ad- company’s advertising workings. | day spent on agencies, graphic arts | sociation prepare a survey on the banker, a lawyer or a doctor. 
vertising Men & Women, sponsor | The group split up for lunch, some | 2nd publishing. ‘attitudes and opinions of college| More than half the students 
of the event, shepherded them going to the Advertising Club, the| In addition to the banquet this students concerning advertising |SUtVeyed think advertising gen- 
|erally has no effect upon or in- 


through a week in which they were rest to the Advertising Men’s Post, evening, hosts for today included | (see story in next column). 
|ereases the cost of goods. Some 


the guests of 22 sponsor companies. American Legion. Monday after-|the National Broadcasting Co. Inside Advertising Week won , i 
— morning to night, they at- noon was sponsored jointly by Hill| Exhibit Producers & Designers|the Advertising Federation ined -~ vo . ae oad "they 
tended tours, lectures, conferences, & Knowlton, public relations coun- | Assn, and Time. /America achi ee ea © dif ce : 
" achievement award last | thought ads made no difference ne 


lunches and dinners aimed at tak- selor, and Local Trademarks Inc.| The week winds up tomorrow in| year for education in advertising. [in + t. Th wee 45°% 
* |in the cost. e remaining 45% 


ithought advertising lowered the te 
\cost of goods. 

The survey was conducted by 
|some of the students who were in 
|New York this week to participate 
in Inside Advertising Week. They 
were selected by their respective 
ischools as the outstanding adver- 
'tising students. 


MM. as |g While the students conducted KR 
’ _ |general surveys in their schools, * 
|a separate survey was made among 
|the students by the Assn. of Ad- 
| vertising Men & Women, sponsor 
of Inside Advertising Week. Of 
this group, 27 out of 35 students 
were of the opinion that advertis- 
ing made the cost of goods less. 

Answering the question, “How 
much advertising do you believe 
is generaily truthful?” nearly one- 
quarter of the students said 90%. 
One-third said 80%, another quar- 
ter thought 70% of advertising is 
generally truthful and 20% thought 
that only half is generaliy truthful. 

Two-thirds of the students 
thought that the amount of un- 
ethical and untruthful advertising 
is diminishing. The same propor- 
tion said that advertising “often” 
influences them to buy a brand 
name product. One-third said they 
were “seldom” influenced by ad- 
vertising to buy a brand name 
product, and 3% said they were 
“never” influenced. 


IN READ RF 


For your Cofer Smash... lasting lyfTs 
through Top Ranking Readership (Gra 


ont 


® More than 1,400 students (67%) 
answered no to the question, “Do os 
you favor a fair trade law by ‘Sy 
which a manufacturer establishes eS 
and controls the retail selling 
price?” 


POWER IN FLEXIBILIFTY— 


Buy one, buy some or all as timing and distribution demand. 
Nearly 70% said they felt that 


' 
POWER IN BIG MARKET 4 | 

4 the language and subject matter in 
PENETRATION — ow cost, top coverage of wy today’s mevetiteing ts mot debasing j 


top volume markets. . the educational level of Americans. 
P ¥ More than half the students 
(52%) said they would prefer to 


POWER iN MERCHANDISING— | ’ work for a medium-size com- 


Hearst Marketing Service beats the drums for your cam- pany, 35% favored a large com- 


, . : any and 13% chose a small op- 
paign . . . creates trade excitement, displays, sales in ration. ang 4 


cooperation with your Division Sales Managers. 


HEARST SUNDAY | fokhadaidnte ata 
INDIVIDUAL eemeoee 


MARKET GROUP ge etn ae 


up of five rich (buying power) 


PICTORIAL LIVING PICTORIAL REVIEW Counties around Orlando. Orlan- 
LOS ANGELES EXAMINER BOSTON ADVERTISER do Sentinel-Star has three times 
CHICAGO AMERICAN PITTSBURGH SUN-TELEGRAPH i the combined circulation of the 
DETROIT TIMES SAN FRANCISCO EXAMINER Jacksonville, Tampa, and Miami 
BALTIMORE AMERICAN : : : 2 
prcromas 1-view MILWAUKEE SENTINEL newspapers in these five counties. ., 
NEW YORK SEATTLE POST-INTELLIGENCER ORLANDO IS NOW ~ 
JOURNAL-AMERICAN ate Bo =~ A 5 
Represented Nationally By Orlando Sentinel-Star 
HEARST ADVERTISING SERVICE INC. MARTIN ANDERSEN 


7 Offices in 15 principal cities Owner, Ad-Writer & Galley Boy 
Orlando, Florida 


a 
’ Nat. Rep. Burke, Kuipers & Maheney 
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Mrs. Raymond Stewart, housewife, mother, appeared Marriner S. Eccles, Board Chairman of the First Security Mrs. Tony Trabert, wife of the famous tennis star, was 
in LIFE last year: “LIFE’s article focused wide attention on Corporation and world-wide Utah Construction Company; pictured in LIFE in a story (9/21/53) shortly after Tony 
the crusade for better reading methods in schools. Friends former Chairman of the Federal Reserve Board, comments: won the U.S. National Singles Championship. She says, 
and relatives in Iowa and California were startled tosee my “I always find LIFE’s editorials covering economic, politi- ‘Everyone seems to read LIFE. Hundreds of our friends 
picture; even now many people | meet mention seeing it.” cal and social problems penetrating and enlightening.” mentioned the story which told of our engagement.” 


What happens when [HUH hits SALT LAKE 


“This is the place.” Such were the words of 
Brigham Young in 1847 as he chose the site for his 
town and church in majestic Salt Lake Valley. And 
for more than a century, citizens of Salt Lake City 
have proudly echoed the phrase. 

Today Salt Lake City is the mining, smelting and 
refining center of the West—the financial heart of 
the bustling Intermountain Region. 


Gov. and Mrs. J. Bracken Lee of Utah ap- r ‘ ‘ naa 
seared in LOE in 1950, Seys the Coverner: Nestled in the Rockies, Salt Lake City is surrounded 


“LIFE’s story made our all-marble kitchen an in- by scenic wonders and marvelous sporting country. 
ternational curiosity.” Says Mrs. Lee: “I just Its Mormon Tabernacle Choir is world-famous. The 


have to read LIFE, or miss something important.” : - pe? : 
Ts Utah Symphony and Utah University’s fine Music 


H. H. Bennett, Exec. V.P., ZCMI, Salt Lake City’s most 
famous department store: *“The ZCMI parking terrace is a 
good barometer of sales volume. When we tie in with LIFE 
fashion features or with LIFE-advertised products, the 
number of cars parked always forecasts excellent sales.” 


“King of Speed” Ab Jenkins, World 
Champion driver of the Mormon Me- 
teor: “Each time my picture appears 
in LIFE I receive lots of letters; many 
written in foreign languages. LIFE 
must reach people all over the earth!” 


Dr. C. Lowell Lees, Utah University’s Dept. of Speech 
Head and Dir. of the University Theatre: “LIFE is one of 
the most valuable sources for modern theatre designers 
and actors. It provides stimulus for sets and costume de- 
signs, helps us formulate ideas. We have every issue on file.” 
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Harrison S. Brothers, Vice President of the Salt Lake 
Stock Exchange, says, “The article which appeared in LIFE 
in 1954 on the uranium boom in this area certainly 
aroused interest. It showed the great possibilities the 
Inter-mountain area offers for the growth of this industry.” 


CITY? 


Department and Theatre have established the city 
as a center of culture. 

Here, as in every other community, where LIFE is 
read in 3 out of 5 households,* people feel the power 
of LIFE. Let some of them tell you how LIFE has 
affected their lives, fortunes, businesses. 


*A Study of the Household Accumulated Audience of LIFE. (A 
LIFE-reading household is one in which any member aged 20 or 
over has read one or more of 13 issues.) 


LIFE 


9 Rockefeller Plaza, New York 20, N. Y. 


Maurice Abravanel, Musical Director and Conductor of the widely 
renowned Utah Symphony Orchestra, comments:“*When I appeared 
in a LIFE picture in one of the first issues circulated abroad (Dec. 
*44), Europe rediscovered me. Letters poured in from musical centers 
all over Europe. It was wonderful to re-establish contact with friends.” 


The Famous Mormon Temple (Church of Jesus Christ of Latter- 
day Saints). Richard L. Evans, member of the Council of Twelve 
Apostles, author, narrator of the Tabernacle Choir program, says: 
“When LIFE noted our 25 years on the air we received comments 
from across the country. We know that listeners look at LIFE.” 


When the Utah children trained by Miss Virginia Tanner of Brigham Young University embarked on a 
ballet junket, LIFE covered the story (1953). Says Miss Tanner: “That cover story worked wonders for the 
whole dance movement—in Utah and ‘round the nation. We've tripled the size of our school, won praise from 
both educators and famous dancers.”’ Above, Miss Tanner with Mr. G. Bennett Larson, Station KTVT, Salt 
Lake City, who is arranging an NBC Wide, Wide World appearance for Miss Tanner’s youthful dancers, 
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THE HOUSTON POST... . 


th in the nation‘ 
‘eRe 


gains, 1955 


FIRST in Houston in 
Linage Gains, 1955 


3,856,041 The Houston Post gained 4,648,402 lines of advertis- 
Lines Gained ing, making a grand total of 31,538,022 lines in 1955. This 
was the largest gain in Houston—9th largest in the nation! 
In 1955, The Post showed highest gains in all six major 


advertising categories: Retail, General, Automotive, Finan- 

cial, Classified, Legal. There is one basic reason for this 
787,387 ‘ . 

accentuated swing to The Post—superior results! 


Lines Gained 
Get the new facts on Houston through your Houston 


Post salesman, or your Moloney, Regan and Schmitt 


representative. 


mama §THE HOUSTON POST 


*Source: Media Records Written and Edited to Merit Your Confidence 
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Feature Section 


Advertising Age 


THE NATIONAL NEWSPAPER OF MARKETING 


C. M. Spots a Convincing Argument 


Long Shows Reviewed by E&E Man 


Woolf Discusses Agency's Job No. | 


Salesmen’s Interviews Need a Change 


Is Growth of Population a Sure Sign of 
Growing Markets and Prosperity? 


In recent years, much emphasis has been placed on population increases as indicating larger, more prosperous markets. Now 
some observers are beginning to wonder. Here, for example, are excerpts from an article, “Population Threatens Prosperity,” by 
Joseph J]. Spengler, professor of economics at Duke University. This documented assertion that growing population threatens pros- 
perity appeared in the January-February 1956 Harvard Business Review, and is excerpted by permission. 


By Joseph J. Spengler 
James B. Duke Professor of Economics 
and Director of Graduate Studies in Eco- 
nomics, Duke University 


Since World War II population growth 
in this country has been increasing at an 
average rate of nearly 1.75% per year. At 
the same time we have been enjoying an 
era of great economic prosperity. In con- 
trast, the depressed period of the 1930s 
witnessed the all-time low in population 
growth, with an increase of only 7.2% for 
the decade 1930-1940. Is it to be inferred, 
therefore, that population growth is a 
major cause of prosperity? Or is it pos- 
sible that our current high rate of popula- 
tion increase is actually, if imperceptibly, 
working against increased productivity, 
growth of the national income, and im- 
proved living standards for all citizens?... 

Those who assume that a high rate of 
population growth is conducive to—or 
even largely responsible for—national 
economic prosperity have failed to notice 
a vital paradox in population trends. Until 
fairly recently, increases in the number of 
inhabitants have not laid any appreciable 
tax on the nation’s available goods, serv- 
ices, and resources. In fact, population 
growth has increased the size of the pro- 
ductive labor force, has kept investment 
at a favorable level, has facilitated the cul- 
tivation of new land and other natural 
resources. All this has most certainly 
played a part in the historical expansion 
and progress of our economy. 


® However, continued population growth 
will not mean a constantly improving 
standard of living for the American peo- 
ple. This is the realization which has es- 
caped too many persons so far. Whereas 
in the past comparatively meager living 
standards meant that no very great de- 
mands were placed on the country’s fixed 
and scarce resources as the population 
swelled, today—when we are enjoying 
and taking for granted the better things 
of life which economic progress has pro- 
vided—any addition to our population 
means an important increase in demand 
for goods and services. 

The plain fact is that economic progress 
cannot increase the amount available per 
capita of all material resources; it can 
give us more of some things, but it makes 
other goods even more scarce. It is for 
this reason that population pressure, 
whose effects were formerly suppressed 
by relatively humble living standards, will 
soon be manifest. It will bring about short- 
ages and deficiencies, and may in fact 
prevent us from living in the manner to 
which we have now become accustomed. 


Resource Shortage 
Continued growth of population at a 
high rate has already had adverse effects 


Population increases in past decade 
concentrated in the old and young; sharp 
rise in workers indicated after 1965 
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Conditions,” published by the Federal 
Reserve Bank of Chicago, points up the 
changing character of the total population. 


on the cost of raw materials, and inevita- 
bly this must operate to reduce the rate 
at which real per capita income advances 
and eventually to depress the level of real 
per capita income. 

Our annually increasing population 
means now that obtaining additional units 
of various resources and raw products en- 
tails increasingly greater outlays of labor 
and capital per unit. When a country’s 
population is larger rather than smaller, 
its annual rate of consumption of such 
products is greatly stepped up, and it be- 
comes necessary to accelerate the rate at 
which available stocks of non-renewable 
resources (e.g., mineral and energy sup- 
plies) are used up. As a result, costs of ex- 
traction and use are greater than they 
would have been had population not 
grown and had the annual usage of these 
increasingly costly products therefore 
been correspondingly lower. 

Increases in the real cost of raw mate- 
rials thus mean that per capita income will 
be lower than it would have been had the 
population not so grown, since the produc- 
tion economies connected with increases 
in over-all population density are not suf- 
ficient to offset the higher production 
costs just described. .. 


Cost of Growth 

The second reason why prosperity and 
constantly growing population will not go 
hand in hand is the fact that population 
growth absorbs capital and resources 


which might otherwise be used to increase 
equipment per worker and consumption 
per capita. 

When a country’s population is growing 
1.5% per year, it must save and invest 6% 


to 7.5% of its national income; otherwise 
the amount of productive wealth available 
per capita is likely to decline. Here is 
money being spent just to maintain a giv- 
en living standard, money that in a stable 
population might go toward progress and 
even better consumption possibilities. 
Furthermore, every economy must pro- 
vide for rearing children and fitting them 
for entry into the labor force, and if our 
population trend continues, this may 
eventually entail, for each child, a total 
outlay amounting to as much as 1.3 to 3 
times the annual income of the responsible 
family. The fact is that the economic re- 
sources required just to support a rate of 
population growth of 1% each year would, 
assuming proper investment, make pos- 
sible an increase of between 0.5% and 
1% per year in per capita income if the 
population were not growing... 


A New Poverty 

Hitherto, in much of the world, poverty 
has hidden or suppressed manifestations 
of population pressure, since more than 
half the world’s population has been liv- 
ing in a state of extreme want. There has 
been population pressure, of course, of 
the primitive sort Malthus wrote about, 
which expresses itself as a persisting lack 
of even admittedly necessary goods and 
services. But there has been little or no 
pressure of the type that accompanies 
growth when economic progress is carry- 
ing per capita incomes to ever higher lev- 
els. 

Economic progress can give us bigger 
and better machines and more efficient 
methods of production. It can save us time 
and labor, turning out more goods in few- 
er man-hours each year. It brings us in- 
genious ways of making something out of 
nothing—nylon cloth out of air, for in- 
stance—and the results of new production 
techniques are within the budgets of most 
people. Admittedly and happily, the aver- 
age consumer has “never had it so good.” 
Yet this progress has put us in a situation 
where the more we have, the more we 
want, and our demands on the resources 
which cannot be augmented by technolog- 
ical progress will soon result in large- 
scale scarcities and the prohibitive prices 
and costs which accompany scarcities. 
Hence the paradox we have already noted 
—that poverty suppresses, and the re- 
moval of poverty generates, manifesta- 
tions of population pressure... 


Past and Prospective Growth 

Keeping in mind the paradox of popu- 
lation growth—the fact that more people 
have meant a bigger per capita income in 
the past but that future increases in popu- 
lation are likely to cause the rate of im- 
provement in living standards to drop 
—let us look at the actual facts and cur- 


rent figures of population in the United 
States. 

Until recently the rate of population 
growth in the United States had been de- 
clining each year. From an average annual 
increase of 2.96% in the period 1800-1850, 
the rate dropped to 2.37% in the next 50 
years and then to 1.38% for the period 
1900-1950. Bottom was reached in the 
decade 1930-1940, when the average an- 
nual population increase was only about 
0.7%. 


EXHIBIT 1. POPULATION GROWTH IN THE UNITED 


STATES 
(Period 1860 to 1975) 


Increase during decade 
ending in year indicated 


Population Number 

Year (thousands) (thousands) Per cent 
1860 31,443 8,251 35.6% 
1870 39,818 8,375 26.6 
1880 50,156 10,337 26.0 
1890 62,948 12,792 25.5 
1900 75,995 13,047 20.7 
1910 91,972 15,978 21.0 
1920 105,711 13,738 ug 
1930 122,775 17,064 16.1 
1940 131,669 8,894 7.2 
1950 151,132 19,463 148 
1960 179,358* 28,226* 18,.7* 
1970 209,380 30,022 16.8 
1975 228,463 19,083 9.1 


* The 1960 figure is for July 1; the 1950 figure is for 
April 1. Population is expected to increase 18.2% between 
July 1, 1950, and July 1, 1960. 


After 1940, however, this downward 
trend was reversed. The number of people 
in the country increased 14.8% in ten 
years, and since 1950 the population has 
been growing at a rate of over 1.5% each 
year. Exhibit I gives records and estimates 
of population growth in America for the 
period 1860-1975. 

The recent increase in rate of popula- 
tion growth is largely attributabie to the 
marked jump in the nation’s birth rate af- 
ter 1940. An influx of war and postwar 
babies pushed the natality rate from 19 
per thousand in the 1930s to 25 per thous- 
and in the early 1950s. At the same time, 
this upswing in births has not been offset 
by a concurrent increase in the nation’s 
death rate. On the contrary, people seem 
to be living longer each time we look 
around. The 1930 ratio of births to deaths 
was 19 to 11; in 1904 it approximated 25 
to 9. 

The changes described above have made 
it necessary for demographers to adjust 
their population forecasts markedly up- 
ward. According to a recent projeciion of 
the Bureau of the Census the American 
population will number between 207 mil- 
lion and 229 million by 1975. 

Forecasters failed, in the 1930s and 
early 1940s, to anticipate the extent of the 
subsequent rise in natality, and decline in 
mortality. They were not inclined to put 
the 1975 figure above 170 million; general- 
ly they put it lower. Some even estimated 
that the maximum size to which the 
American population would ever grow 
was less than 170 million. However, it 
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must now be recognized that should a rate 
of growth at all similar to that now in ef- 
fect continue, our population will approx- 
imate if not exceed 300 million by the year 
2000; according to one estimate, it may 
even number 336 million. .. 


Age and Productivity 

On the surface, it might seem that popu- 
lation increase is the same thing as aug- 
mentation of the nation’s productive labor 
force. The fact is, however, that the post- 
1940 jump in the birth rate has brought 
about a deterioration in the age structure 
of the American population and an in- 
crease in the ratio of persons of dependent 
age to persons of productive age. This is 
another reason why mere population 
growth does not mean higher employment, 
greater productivity, and general prosper- 
ity. 

For the purpose of this discussion we 
shall define the productive age group as 
those people between the ages of 20 and 
64, since in the advanced countries fewer 
and fewer persons enter the labor force 
before the age of 20, and more and more 
workers tend to retire on reaching the age 
of 65. In the United States between 1840 
and 1940 the proportion of the entire pop- 
ulation between 2) and 64 rose from 43.2% 
to 58.7%. This amounts to an increase of 
about 33% in per capita productive pow- 
er. It signifies also that whereas in 1840 a 
person between 20 and 64 might have pro- 
vided for about 1.3 persons in addition to 
himself, in 1940 he provided only for him- 
self and about two-thirds of another per- 
son. 


® Had the population growth rate become 
stationary as of 1940, the percentage of 
productive persons in the country would 
now approximate 61%. After 1940, how- 
ever, the century-old trend was reversed; 
by 1960 only 53.2% of the population will 
fall within the age group 20-64, and by 
1975, only 52.1%. In consequence, per 
capita productive power will be about one- 
ninth less than it was in 1940, and each 
person aged 20-64 will have to provide for 
nine-tenths of a person besides himself. 

In time, of course, when the nation’s re- 
cent babies have reached adulthood, the 
age structure will improve. For instance, 
if current age-specific fertility and mor- 
tality rates remain in effect long enough, 
the United States in the future will have 
an increasingly stable population—still 
with an annual rate of growth around 
1.5%, but with the age composition some- 
what more favorable to economic produc- 
tion than had been that of 1975, since per- 
sons aged 20-64 would constitute a frac- 
tion of the stable population somewhat 
higher than the 52.1% estimated for the 
1975 population. 


® At the same time this percentage, what- 
ever it turned out to be upon the popula- 
tion’s becoming stabilized, would be less 
favorable to per capita production than 
the percentage that would develop in a 
stable population with similar mortality 
but lower fertility. This is true because 
relatively more persons tend to be of pro- 
ductive age in a stable population char- 
acterized by a zero or a slightly negative 
rate of increase than in one that is grow- 
ing. In short, given essentially similar 
fertility and mortality patterns, a non- 
growing stable population will be marked 
by a somewhat more productive age 
structure than will a growing stable popu- 
lation... 


Conclusion 

The rate of population growth in the 
United States, after having fallen for many 
decades, has risen appreciably in recent 
years. In consequence, the rate at which 
real per capita income is advancing, or 
can advance, is being slowed down. This 
decelerating effect is being intensified by 
the fact that outside the United States 
population is increasing rapidly and 
thereby making relatively more scarce 
many of the raw materials which the 
United States imports, 

Too many individuals have remained 
unaware of the income-depressing effect 
of such continuing population growth. 
There are several reasons why this popu- 
lation paradox has not become generally 
manifest. Per capita income has been ris- 
ing now for many years. Moreover, even 
though the present rate of population 
growth continues, it is not likely for some 
time to reduce the growth rate of per cap- 
ita income, and it could not soon produce a 
situation similar to those found in many 
densely populated underdeveloped coun- 
tries. 


® Because the paradox has been hidden, 
the fallacious belief is widely held that a 
high level of prosperity is necessarily as- 
sociated with a high rate of population 
growth. It is not yet recognized that only 
such population growth as serves in the 
longer run to increase per capita income 
can be justified on economic grounds, 
since otherwise population growth must 
operate increasingly to diminish the rate 
at which per capita income can rise. 

The fact is that even though per capita 
income (defined in the somewhat mislead- 
ing manner currently in vogue among 
statisticians) does not fall, manifestations 
of population pressure will everywhere 
become conspicuous in the United States, 
and per capita income defined in more re- 
alistic terms may fall. 

Americans today, living better than 
they ever have before, will feel the pinch 
of scarcities which went unnoticed until 
everybody began to want more and de- 
mand more. Shortages which are being 
brought to light by the course of demo- 
graphic events in the United States will be 
greatly intensified by the progress of 
population and aggregate consumption in 
other parts of the world, since these other 
areas will be drawing increasingly on re- 
latively limited sources of supply, major 
access to which has heretofore been en- 
joyed by Americans. 

What we have said above is laden with 
implication for public policy in the United 
States as well as in other parts of the 
world, since public policy may be made 
either to check or to stimulate fertility. 
At present public policy in many countries 
serves to promote population growth. If 
nations persist in this direction, the stork 
will eventually eat up much of the fruits 
of contemporary technological progress. 

Of even greater importance is the fact 
that continuation of population growth is 
likely to intensify various social and eco- 
nomic problems, solutions to which will 
be sought largely through state interven- 
tion. Should this come to pass, the eco- 
nomy would become less flexible and the 
freedom of individuals to do as they please 
would tend to become highly circum- 
scribed. In this event the stork would have 
managed to do what the followers of Marx 
had found themselves unable to do for all 
they tried—fasten fetters on mankind. 


Looking at Radio and Television... 


Opposition to 90-Minute Television 
Shows Increases 


By The Eye and Ear Man 
It looks as though the honors for the 
settlement of the people vs. the networks 
are going to CBS. Ironically enough, it 


was NBC that did most to start the fracas, 
with the famous booting out of the “Voice 
of Firestone” from its traditional Monday 
night 8:30 p.m., EST, period and elim- 
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Convincing Argument 
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think of any counter argument. 


The use of advertising to spread information about public issues is about as 
convincing proof as anyone could have that advertising has become one of the 
more serious and effective forms of communication in our economy. 


This spread of the Assn. of American Railroads which speaks up for a res- 
toration of competitive forces to the field of transportation is, in our opinion, 
a superb example of public relations advertising. The calm, reasonable man- 
ner in which it marshals its argument is most convincing. While the passage 
of such legislation as the ad asks for would undoubtedly prove of chief benefit 
to the railroads (and, if it didn’t, we’re sure the AAR wouldn’t be running 
the ad), the idea of equal competition which it champions is so ingrained in 
the American character as the best way of doing business that it is difficult to 


We suspect this is the beginning of a series—for certainly the accomplish- 
ment of a legislative objective should prove, if anything, an even tougher and 
longer job than building a brand. And no brand has ever been built with the 
running of just one ad, no matter how brilliant that ad might be. Consequent- 
ly, we look forward to further ads in the campaign, and hope they’ll be as good 
as this one. If they are, we’re confident that Sufficient repetition of this rea- 
sonable message should eventually accomplish the desired end. 


inating Martin Kane, a program that was 
not doing badly. It was NBC with its 
spectaculars that shrank time franchises 
and worked openly to make television a 
magazine with complete program control 
held by the networks. 

But CBS—good old CBS with its strong 
half hours, stable management, good 
public relations with advertisers—pulled 
the clinker that may eventually lead to a 
public airing of the problem, perhaps 
through Congress or the courts. . 

It seems that CBS was somewhat disap- 
pointed with the tag end of Thursday 
night and also coveted the station option 
time from 10:30-11 p.m. Through some 
Statistical legerdemain, the boys figured 
that an hour and a half drama was just 
the thing to lick the fairly strong “Ford 
Theater” and Lux hour drama on NBC. 
(The grim fact is that the 90-minute 
dramas appearing as spectaculars have 
been less than successful and have great 
difficulty holding an audience.) 


a After some polite conversation, CBS, in 
effect, ordered the present advertisers to 
accept the principle of the hour and a 
half drama if they wanted to keep their 
time. Singer and Bristol-Myers, sharing 
the 9:30-10 p.m. “Four Star Playhouse” 
franchise, were offered the first half 
hour of the drama. General Foods, spon- 
soring the ill-fated CBS star, Johnny 
Carson, was offered the last hour of the 
drama. None of the advertisers was 
promised another time period if they 
didn’t like the deal. It was a take it or 
leave it proposition. 

The advertisers complained bitterly, 
though two of them signed to keep their 


time (AA, March 5). General Foods ac- 
tuaily canceled its good 10 p.m. franchise 
on the ground that it was no franchise at 
all. The FCC committee studying the net- 
works became aware of the action by 
CBS. Coincidentally, Stanley Barnes, a 
trust busting assistant attorney general, 
revealed that the Justice Department has 
had complaints about this type of net- 
work practice, and the agencies involved 
in the deal made it clear to CBS that they 
considered the practice was not in the 
interest of advertisers or the networks. 


= But despite all these protests, nobody 
could prove any damage. It was theoret- 
ically possible for the long, long drama 
to rate about the same as the programs it 
was replacing. Then one strong voice of 
the common man was heard and he could 
prove plenty of damage. 

Dick Powell, speaking for the “Four 
Star Playhouse” company, allowed as 
how CBS had put them out of work. He 
claimed that for three years the “Four 
Star Playhouse” had been a successful, 
though not outstanding, program. The 
sponsors were satisfied and ready to re- 
new. But the sponsors now had no time. 
And Powell and his colleagues had lost 
lucrative income. The little man was be- 
ing kicked around. 

Meanwhile, some stations reportedly 
were muttering rebellion. The 10:30 p.m. 
time periods represent the last stand of 
the individual stations in programming 
for local advertisers or syndicated film 
programs. The revenue derived from these 
option times is also considerably greater 
than network revenue. The FCC is said 


to be looking askance at the increasing 
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‘““Remember to get TV GUIDE 
at BOHACK’s 2 


She won’t forget, because 
e « e e IV GUIDE is at the checkout 


counters in every Bohack supermarket 


H. C. Bohack & Co., Inc., pioneer supermarket chain in Long Island 

and Brooklyn, is one of the leading supermarket chains in the New York 
Metropolitan area. The company was one of the first to sell TY GUIDE 
at checkout counters. 


Bohack first placed TV GUIDE at its checkout counters in July, 1953. 
Today, its weekly TV GUIDE sales have tripled. As a Bohack official put it: 


“We put TV GUIDE at our checkout counters as a convenience 
for our customers. They buy it regularly, every week. 
It is obvious that advertising in this magazine reaches the people 


who shop in our markets.” 


No other publication earns distribution . . . at the checkout counter 
or elsewhere in the store .. . in as many supermarkets as TV GUIDE. 
Of the 11,300 supermarkets across the country that sell TV GUIDE, 
8,000 place it at the prime checkout counter position. 


To get your product through more supermarket checkout counters more often, 
the logical place for your advertising is TV GUIDE. 


ESTIMATED CURRENT SALE 

In food stores alone......... 1,100,000 

Total single copies, including America’ Ss Television Magazine 
food store sales......... 3,200,000 

Total paid, including 
subscriptions........... 4,000,000 National Advertising Office Advertising Offices in 28 Cities Including: 


400 N. Broad St. NEW YORK CHICAGO SAN FRANCISCO 
Phila. 1, Pa. 10 Rockefeller Plaza 6 N. Michigan Ave. 821 Market St. 
Rittenhouse 6-1600 JUdson 6-4300 RAndolph 6-9470 YUkon 2-0166 
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tendency of the stations to become net- 
work satellites. 


= The result of these pressures was that 
CBS announced that the program would 
no longer be sold in one half-hour and 
one hour block (an obvious device to 
facilitate clearing station option time). 
It would now be sold in three half-hour 
segments. Now the problems mount. With 
three complete divisions, the program 
loses its entity. Each half hour must ac- 
commodate three minutes of commercials. 
Each break must be followed by station 
identification with its double spotting. 
Each half hour must identify the sponsor 
and possibly break the three minutes into 
three separate commercials to advertise 
multiple products. That means nine sep- 
arate minute commercials plus six open- 
ings and closes, plus two 20-second spots 
and two eight-second spots plus two re- 
identifications of the program! 

Where will it all end? CBS seems de- 
termined to go ahead with its hour-and-a- 


On the Merchandising Front... 


half program. If CBS persists, it may face 
raw relations with Chrysler, the sponsor 
of the preceding hour drama, which is 
worried that an hour-and-a-half drama 
following “Climax” will depreciate the 
value of the hour show. The network also 
is courting the ill will of the pre-empted 
sponsors, the stations, the independent 
packagers at a time when tv network 
policies are being scrutinized by the FCC, 
various congressional committees, and the 
attorney general’s office. 


® That’s quite an array of opponents, but 
that isn’t all. Can you hear the howls of 
the public when they settle down to a 
long drama which is interrupted more 
times than a late night movie with as- 
sorted breaks and commercials? And who 
said these people wanted long dramas? 
Did anybody ask them to vote? At least, 
if one half hour isn’t good, the viewer 
has a sporting chance that the next two 
will be better. Not so with an hour and 
a half. 


When Will Chains Interview Salesmen 
More Efficiently? 


By E. B. Weiss 

Several hundred million dollars in 
salesmen’s time is wasted annually as 
visiting salesmen cool heels in chain-store 
buying offices. 

And more hundreds of millions of dol- 
lars of volume are lost 
by the chains each 
year because salesmen 
with good propositions 
(1) weren’t seen; (2) 
weren’t given adequate 
room in which to make 
a presentation; (3) 
were interrupted so of- 
ten as the buyer took 
telephone calls, etc., 
that the salesman’s 
presentation just went to pieces; (4) were 
hurried to such an extent as to be utterly 
unable to present the necessary facts. 

Now it would be plain idiotic to take 
the position that all of the really horrible 
evils that typify conditions in so many 
chain-store buying offices are entirely 
the fault of the chain store. There is no 
blinking at the fact that some manufac- 
turers’ salesmen are poorly informed; 
poorly trained. It is entirely probable that 
the manufacturer’s representative wastes 
as much of the chain buyer’s time as vice 
versa. 

So this is a two-way street. 


£. B. Weiss 


s But that does not alter the completely 
selfish requirement on the part of chains 
to improve buying office conditions. In- 
deed, it makes it all the more necessary 
for chain buying offices to set up policies 
and physical facilities that will enable 
the buyer tc benefit more from the selling 
representatives who have desirable pro- 
posals for them. 

The chains are not totally unmindful of 
this worsening situation. The Grand Union 
food chain recently asked salesmen to 
fill out a questionnaire that asked for 
comments on this chain's present system 
and facilities for interviewing salesmen. 
(Incidentally, Grand Union made a sim- 
ilar study when it planned its present 
buying offices, back in 1952.) But this is 
hardly typical of al) chains and, moreover, 


it is questionable whether asking sales- 
men to fill out a questionnaire could be 
classified as competent research in this 
instance; after all, salesmen are naturally 
hesitant to complain to customers! 


It is hardly necessary, moreover, for 


the chains to ask salesmen for proposals 
designed to improve conditions in chain 
buying offices. Every buyer knows about 
the weaknesses of the present systems. 
And a chain executive on a higher level 
than the buyer, who spent just a few well- 
chosen hours in his buying offices, would 
find no difficulty in quickly evolving a 
program for improvement. 


s As a starting point, these specific sug- 
gestions for improving the efficiency of 
salesmen’s calls are offered: 

1. Establish regular buying days; regu- 
lar buying hours. 

2. With regard to the buying hours, 
bear in mind that the salesman’s full day 
can be severely curtailed if the chain’s 
buying hours are established primarily 
for the convenience of the buyer. 

3. Make it positive policy for buyers to 
observe these established buying days and 
buying hours. There is much too much 
laxity in this respect. 

4. Allow at least some salesmen a degree 
of latitude with respect to buying days 
and buying hours; a salesman from out 
of town, representing a major supplier, 
is entitled to some consideration in this 
respect. 

5. During buying hours, arrange mat- 
ters so that buyers do not receive tele- 
phone calls; intra-office visits, etc. These 
interruptions are common; they make a 
mockery of buying hours in too many 
chains. 

6. Grant the majority of interviews by 
appointment only. Keep all appointments. 
Make sensible time allotments for each 
appointment; a two-minute appointment 
is not an appointment at all. 


s 7. In the waiting room, set up a system 
so that waiting salesmen will know the 
order in which they will be seen. Check 
waiting room facilities—including rest- 
room facilities. Provide material about 
the chain which the waiting salesmen can 
read. Chairs with cafeteria-type arms 
would help some salesmen to put waiting 
time to productive use. If an emergency 
compels changes in appointments, set up 
a system so the salesmen are notified 
promptly and so that special arrangements 
are made for a later appointment. 

8. Train buyers in the art of sensibly 
speeding up interviews. 

9. Don’t reduce the salesman’s function 
to one of filling out forms. There is a 


trend in this direction. That doesn’t call 
for high-cost selling talent; a boy could 
fill out some of these forms. 

10. Establish a definite limit on waiting 
time—make certain this is observed. And 
give special consideration to salesmen who 
have been compelled to wait the limit. 

11. Check the size of the buying staff 
as well as its caliber. As chains have 
diversified their inventories by category, 
buyers have too often had to stretch their 
time to the breaking point. 


s 12. Notify all suppliers, brokers, whole- 
salers, etc., of buying days, buying hours, 
special buying arrangements, etc. Also, 
have a leaflet with this information avail- 
able in the buying office. And write this 
leaflet so it builds good will. The sales- 
man’s good will may be just about as im- 
portant as customer good will. 

13. Out-of-town callers might be inter- 
viewed without appointment on their first 
visit. 

14. Special appointments outside of 
buying hours must be made periodically. 
A degree of elasticity is essential. 

15. Insist that salesmen who want to 
call a buyer when the buyer is interview- 
ing another salesman during regular buy- 
ing hours arrange to make their calls at 
other than the designated buying hours. 

16. Call the girl at the reception desk 
a “hostess.” And train her to act like an 
airline hostess. 


s 17. Have a suggestion box in the wait- 
ing room and invite suggestions. Tell 
salesmen not to sign their names; they 
may feel freer to offer their ideas. 

18. Arrange for salesmen seeking special 
appointments to phone in to the informa- 
tion desk—and set up a system so that 
the information desk can reach buyers 


Employe Communications... 
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and check these special appointments. 

19. On items that are strictly reorder, 
inform salesmen that both they and the 
buying office can best be served if these 
items are handled by mail or phone. Dis- 
courage strictly “good will” calls. 

20. Have the receptionist keep a record 
of the number of salesmen seen by each 
buyer: time per call, etc. Analyze these 
reports. This analysis may lead to a re- 
arrangement of lines among buyers, etc. 

21. Encourage salesmen, through ap- 
propriate signs, who have been waiting 
for more than a specific period, to check 
with the hostess. Says Albers Super Mar- 
kets to the salesman: “If you’ve been 
waiting over-long—don’t be bashful. If 
you feel you’ve been forgotten (and it 
does happen!) ask the Information Hostess 
to remind your buyer.” 

22. Post names of buyers, lines bought 
by each, etc., in several spots in the wait- 
ing room so salesmen can check these 
without crowding. 

23. Check the buying office facilities. 
Too often, the buying cubbyholes are 
quite inadequate for both buyer and 
salesman. 


= An interesting aside on the gentle art 
of receiving salesmen: The Sachs chain 
of home furnishings stores, New York, ran 
a series of ads in the New York Daily 
News captioned: “We Love Salesmen.” 
These ads proceeded to tell the public 
that visiting salesmen keep this chain 
informed on new developments, special 
offers, “information we must have if we 
are to continue to be one of New York’s 
favorite sources of furniture. Because we 
love salesmen ... you will find Sachs 
stores full of the newest things for your 
home at just the prices you want to pay.” 
Vive le salesman! 


Employes Like Their News on Time 


By Robert Newcomb and Marg Sammons 
(Mr. and Mrs. Newcomb operate 
their own organization in employe 
relations.) 

At General Electric’s aircraft gas tur- 
bine division in Cincinnati, a bulletin to 
supervisors is placed in their hands with- 
in two hours after the copy is written and 
approved. At Mead Corp.’s Kingsport, 
Tenn., plant, a bulletin board newspaper 
is gathered, processed and on the boards 
by nine o’clock each morning. At Cater- 
pillar Tractor’s headquarters plant in 
Peoria, Ill., all supervisors can be reached 
over the plant telephone in a matter of 
minutes, through tape-recorded “Manage- 
ment Communicator” messages. 

In employe communication, speed and 
accuracy are essential, and many com- 
munications put the first ahead of the 
second. It’s better to get there first with 
the skeletonized facts, they contend, than 
to come in in the wake of the grapevine. 
The grapevine, they add, is the only ele- 
ment in a plant that travels faster than 
light. 

In surveys of employe attitude, it is 
repeatedly found that employes resent 
delays in getting news to them. They 
want to know what’s going on, and they 
want to get it as quickly as they can 
from official sources. They don’t want to 
read it first in the evening paper, or 
learn it from the little woman when they 
get home. They don’t want to pick it up 
over a post-shift beer at Casey’s Tap. 
They want it straight from the horse’s 
mouth and are not disposed to settle for 
less. When they don’t get it, they growl, 
or they settle for what the grapevine has 
to tell them. Since the grapevine knows 
no censorship, whatever it transmits is 


subject to expansion. 

Few companies have escaped the ex- 
perience of being scooped by the grape- 
vine. While the officials closet themselves 
in conference, sweating over the way in 
which an announcement should be 
phrased, the rumor may already be 
sweeping the plant. In less than no time, 
the rumor will catch up with a local news- 
paper reporter, who telephones the com- 
pany’s spokesman for the facts. The com- 
pany spokesman generally must remain 
incommunicado because the moguls be- 
hind the closed doors are still chewing 
over the appropriateness of an adjective. 
The restive reporter, meanwhile, may 
have decided to develop some side com- 
ment with the union officials, who have 
no squeamishness about rhetoric and are 
concerned only with getting there first. 
Often when the edition appears, the union 
has had much to say, while the company’s 
version of things is shrouded in that grue- 
some generality: “The company president 
was not available for comment.” 


s Alert, progressive companies cut the 
red tape of decision-making in their zeal 
to get the news to the people. They get 
it as fast and as accurately as possible to 
supervisors, having long since arranged 
for the quick, effective relay of the in- 
formation through them to plant and of- 
fice people. They press the bulletin boards 
into action. If there is a p.a. system, that 
is put to work. Long before the agile 
forces of distortion have been able to 
whisper in his ear, the employe has the 
facts. The little lady can’t tell him a 
thing when he gets home. When he reads 
the news in the evening paper, it’s only to 
confirm what he already knows. 
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than any other newspaper 


Your advertising goes home, stays home, 
is read at home in the pages of the favorite 
newspaper in Greater Philadelphia’s multi- 
billion-dollar market—The Evening* and 
Sunday Bulletin. 


There’s unusual interest in the sparkling 
new appearance of The Sunday Bulletin. 
With 10 separate sections and R.O.P. edi- 
torial and advertising color, The Sunday 


*Largest evening newspaper in America 


Bulletin is published on new presses, in 
new type, in the most modern newspaper 
plant in the world. 


The Bulletin packs selling power through- 
out a market noted for its buying power. 
Philadelphians like The Bulletin; they buy 


it, read it, trust it and respond to the adver- 


tising in it. 


The Bulletin is Philadelphia. 


In Philadelphia nearly everybody 
reads The Bulletin 


Atlanta * Los Angeles * San Francisco 
Representatives: Sawyer Ferguson Walker Company in Detroit 
Advertising Offices: Philadelphia, 30th and Market Streets 
New York, 342 Madison Ave. ¢ Chicago, 520 N. Michigan Ave. 
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Salesense in Advertising... 


Superlative Admaking Is 
the Agency's No. 1 Job 


By James D. Woolf 
Advertising Consultant 

Every now and then somebody, usually 
an agency executive, predicts that, soon 
or late, the proper agency will be essen- 
tially an organization of sales and mar- 
keting engineers. Recently, in fact, there 
has come to my ears 
a rumor, perhaps un- 
founded, that a certain 
well-established agen- 
cy is considering the 
advisability of a merg- 
er with a firm of man- 
agement consultants. I 
shan’t be too amazed 
if next I hear that 
agency invitations to 
merge are being ex- 
tended to Booz, Allen & Hamilton, Ray- 
mond Loewy Associates, Belnap & Thomp- 
son, and possibly the Chase National 
Bank. 

The general notion seems to be, as I 
get it, that the proper function of the 
new-day edvertising agency will be that 
of taking a heavy hand in the manage- 
ment of its clients’ businesses, except 
those operations which pertain to actual 
manufacturing and horse-trading with 
the unions. The new-day agency, of 
course, will have a department of lowly 
admakers tucked away somewhere in an 
obscure bull pen. Enthroned in the glit- 
tering front offices will be an assemblage 
of sales engineers, marketing specialists, 
management consultants, product design- 
ers, experts in humanics, sales personnel 
dabsters, merchandising advisers, public 
relations counselors, distribution authori- 
ties, and, of course, the omniscient and 
ubiquitous doctors of research. 


James D. Woolf 


® Am I exaggerating? Yes, somewhat. 
But I am not stretching it when I say 
there exists a considerable body of agen- 
cy people who believe—sincerely, I think 
-—-that admaking is, or should be, a rela- 
tively minor function of the really useful 
and competent advertising agency. The 
general idea seems to be that what many 
clients need is not so much superlative 
advertising as superlative management of 
their businesses. 


This lordiy concept, to my way of 


thinking, is exceedingly presumptuous, 
and I do not believe most advertisers ex- 
pect or want any such comprehensive 
service from their agencies. Indeed, it is 
my honest conviction, based on a very 
wide experience, that what most advertis- 
ers want from their agencies, above every- 
thing else, is advertising that creates the 
greatest possible degree of consumer de- 
mand and/or acceptance for their prod- 
ucts—at the lowest possible cost. And it 
is my further conviction that those agen- 
cies which have done the best job in this 
respect—the agencies which have created 
the biggest stir in business circles be- 
cause of the excellence of their creative 
work—are the agencies that have en- 
joyed the fastest and the most profitable 
growth. 


s Thus it has ever been and thus it ever 
will be. It was Albert Lasker’s almost 
fanatical obsession with effective admak- 
ing that built the once fabulous agency 
of Lord & Thomas, and it is Stanley Re- 
sor’s similar obsession that is responsible 
for the even more fabulous growth of J. 
Walter Thompson Co. All of the top ten 
agencies—JWT, Y&R, BBDO, McCann- 
Erickson, Ayer, Burnett, FC&B, B&B, 
K&E, and Kudner—are distinguished, 
first and foremost, for their ability to 
create outstanding advertising. They may 
also be distinguished, for all I know, for 
the help they give their clients in matters 
that pertain to sales and business man- 
agement, but above everything else these 
top ten agencies are skilful makers of ad- 
vertisements that powerfully influence 
human behavior in the marketplace. 

I do not maintain that the agency’s 
sole responsibility is that of creating ef- 
fective copy; obviously it should be as 
helpful as possible, within its capabilities 
and its cost of doing business, in matters 
pertaining to merchandising, sales pro- 
motion, and all related activities. But if— 
because it dissipates most of its energies 
and resources on extracurricular services 
—it is regularly making bad ads, it is 
neglecting its most vital duty. These other 
activities, administered in sensible dos- 
ages, can step up the positive effect of 
good copy, but never can they be a satis- 
factory substitute for it. 


Just Looking... 


A nervous wreck after a day on Mex- 
ican mountain roads, I poured myself 
the customary stiff drink, sat down 
before a tv set in McAllen, Tex., and 
prepared to relax. 

And what was the first think I 
clicked in? A commercial showing a 
guy in an open car careening along 
mountain roads twice as bad as the 
one I'd just been over. 

I mean he was really roaring. 
Around those inside curves. Along 
those (shudder) brinks. No brakes, ap- 
parently. And only one gear—high. 


s I turned him off to see what my 
wife—who iikes mountain driving even 
less than I do—was screaming about. 
But I’d seen enough. 

There’s an element of irresponsibil- 
ity, I suppose, in that sort of thing. It 
hardly helps to discourage murder and 
mayhem on the highways. 

But what impressed me at the time 
was its odd divorcement from reality. 


By Walter O’Meara 


You just couldn’t drive around those 
hairpin turns and reverse curves at 
that dizzy speed. And if you could, 
you'd be crazy to do it. 

A surprising lot of advertising ex- 
hibits this strange schizophrenia—this 
almost complete obliviousness to life 
as it is actually lived. And nobody—in 
the advertising business, at least— 
seems to mind. 


s We write and dispute a great deal 
about the technical aspects of our pro- 
fession—without ever seeming to set- 
tle anything. Perhaps we should spend 
a little more thought on fundamentals. 
On how advertising fits into the gen- 
eral pattern of life around us. On mat- 
ters of taste, ethics, and social respon- 
sibility. 

To me, that nice gentleman perched 
on the white horse is a lot less dis- 
turbing than that maniac in the car 
commercial. I hope he didn’t meet a 
stalled trailer on a curve, as I did. 


Advertising Age, April 9, 1956 


Looking at the Retail Ads 


You SAVE MORE of KAUFFMAN'S ... 
Use Ley-A-Way, Cherge, Budget... 
NO CARRYING CHARGE! 


© tm smcmnde  Ring-tiae bed... tein ete 
wang bed... TV toongs chomet 


© Leseress FOAM RUBBER cushions 
ond mer reeses 


© Cretan reti-eaty meeing 
© Kumneten Neary lfting . . . removing ene 


Introducing! First Time in 
Full Size Turn-A-Bed Sofa 


Turn-ol-a-Hand Makes 2 Single Beds! Foam Rubber Seats, Mattresses! 


i 
tert footers... You'll seraly want one fer pour 


By Clyde Bedell 
(Mr. Bedell is a consultant in cre- 
ative advertising and advertising 
training.) 

Recently in a Texas town I walked 
down several business streets and looked 
at windows one evening. It’s a conserva- 
tive, but reasonably safe way to spend an 
evening in Texas. 

I was intrigued by one window in a 
large store where squares of carpeting in 
many colors were shown in a huge dis- 
play. These 18” squares could be laid 
like tile, thanks to an adhesive backing, 
easily exposed by stripping off a protec- 
tive covering. 

The display was striking and several 
people paused and looked and commented, 
while I was present. 

However, since the idea seemed like a 
new one—and perhaps a good one—I had, 
in common with the other lookers, curi- 
osity as to the price. How much per 
square? How many colors available? 
What was the yarn? Wool? Rayon? Cot- 
ton? A mixture? 


# The store obviously wanted that kept a 
secret, for there was not one word in the 
huge window that revealed any details 
whatever. Since the same window was 
the same way 24 hours later, it wasn’t a 
matter of temporary inability to get a 
price in. It was just some of the sloppy 
store-keeping and selling so common 
nowadays. (I say selling, for display— 
with decent signs—is one of the only 
three ways on earth to sell things.) 

Later the same evening, comfortably 
settled in my hotel room, I read the eve- 
ning paper. The same store had a large 
ad for this same item. The yarn was cot- 
ton, there were scads of colors, and the 
price was shown in big display! 

Strange thing—a neighbor of the store, 
walking past the window day or night, is 
not privileged to know the price or other 
details. But someone sitting in his farm 
home, or on the outskirts of the city, or 
two miles away, or riding a plane out of 
the city, can know the details, including 
the price. 

Then merchants wonder why they don’t 
get all the response they think they 
should from the newspaper! Now— 
strange as it may seem, a poor window 
can reduce response from an ad. And in- 


variably it seems to, for often a good 
window sends people in for whom the ad 
gets credit. 


® The ad shown here was taken from the 
same paper the same day. It’s a large ad, 
5 columns wide. 

At first glance it appears to be a good 
ad despite its weak label headline. But if 
you’re a prospect and you begin to glean 
from the ad all you can, you find some 
glaring shortcomings. For instance, what 
is this thing upholstered in? The copy 
says: “You'll surely want one for your 
home.” Without concern for upholstery— 
or color? 

Most prospects would want to know 
whether it’s covered in velvet, matelasse 
(whatever that is), burlap, Fabrikoid, as- 
bestos, damask, or something else. The ad 
keeps it a secret. 

Most prospects would want to know 
something about colors. Almost every 
woman has some one or two preferred 
colors in mind. This doesn’t even say it 
comes in any colors. Maybe they have 
only black, or grey, like the newspaper 
halftone? 

Since the sofa makes twin beds, it must 
be a chunky piece of furniture. But the 
size, too, is kept a secret. (In small type 
under the large price, the news is vouch- 
safed, too insignificantly, by the way, that 
there is a single-bed size available, too.) 
In most houses, there are certain size 
limitations to be considered. 


= Perhaps the small city merchant be- 
lieves if he omits details from windows, 
all lookers, even those who are only 
slightly interested, will come in and ask. 
If he believes that, he has never done any 
intelligent experimenting to find out. 

Perhaps the small city advertiser be- 
lieves that if he omits essential informa- 
tion from an ad, all possible prospects 
will come in to get information. Perhaps 
he thinks mentioning his few colors or 
fabrics will turn away some of those he 
might sell if they are compelled to come 
in for the information. 

Actually, all the weight of evidence 
goes the other way. The more complete 
and honest the service a merchant’s win- 
dows and advertising render his pros- 
pects, the more profitable they become 
for him. 
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(S$. F. COUNTY) 


ja State Department of Finc 


me 9» ee amc OAKLAND 


Largest Population Center 
in Northern California 


covered only by the OAKLAND TRIBUNE 


METROPOLITAN OAKLAND: (Alameda County), with a popula- 
tion increase of 15% since 1950, now leads Metropolitan San Francisco 
(San Francisco County) by more than 57,000 . . . and this is only the 
beginning. Here’s Why: 


® Strategic mainland location . . . with ample room for expan- 
sion (733 square miles) . 


® Transportation hub of the west . . . by rail, truck, sea and air. 


® ideal climate for industry and living (Average temperature: 
Summer 62.3, Winter 50.6). 


Reach the thousands of able-to-buy families in this great and grow- 
ing market through the newspaper they read. 


Greatest home delivered circulation in Northern California! 


®@akland 


é Tribune 


CIRCULATION (A.B.C.) SEPT. 30, 1955...DAILY, 196,044 SUNDAY, 215,600 
CRESMER & WOODWARD, INC., NATIONAL REPRESENTATIVES INCLUDING SUNDAY MAGAZINE SECTION 
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Atlantic Refining 


Co. Picks Up 


Radio-TV Tab for 4 Big League Teams 


New York, April 3—A full line- 
up of radio-tv sponsors is eagerly 
awaiting the official start of the 
1956 major league baseball season. 
Most of the sponsors are well 
known to fans in the various major 
league cities through past sponsor- 
ship of the games, but there are 
some new faces in the lineup. 


home games and a handful away 
will be televised over WPIX. 
WINS broadcasts the games. 
Broadcasts also are carried on a 
New York regional network of 32 
stations; Ballantine’s 
for the regional coverage is Atlan- 
tic Refining Co. (N. W. Ayer & 
Son). 


co-sponsor | 


Radio is still the most popular) Boston Red Sox 
medium with the major league! Four sponsors are in the Boston 
clubs. All games of all the clubs| Red Sox radio-tv act. They are 
will be broadcast. On the other! Atlantic Refining Co., L&M filters 
hand, telecasting of the games is| (Dancer-Fitzgerald-Sample) and 
still on a very limited basis. Mil-| Chesterfield cigarets and Narra- 
waukee, Pittsburgh and Kansas/ gansett beer and ale (the last two 
City are still continuing a strict | accounts handled by Cunningham 
no-tv policy. |& Walsh). Television will get only 

The sponsors this year are 13 | 34 home and 17 away games. All 
brewers, six cigar-cigaret com-/|the doings of the team will be 
panies, six oil companies, two car | carried by WHDH and approxi- 
dealer associations, Coca-Cola, a| mately 23 other New England sta- 
bank, a bread company and a loan|tions. Radio-tv rights for 1956 
company. The champion is Atlan-| reportedly cost the advertisers 
tie Refining Co., which is co-/| $375,000. 
sponsoring radio and tv broadcasts | Brooklyn Dodgers 
of Boston Red Sox and Philadel-| Lucky Strike cigarets and 
ph Phillies games, and radio|Schaefer Beer (BBDO) will be 
bre «casts of New York Yankees| back this year as radio-tv sponsors 
anu Pittsburgh Pirates games. | of the Dodgers. WOR-TV will tele- 

Chesterfield, which formerly| vise 77 home and 25 away games, 
sponsored radio-tv in Chicago,|some of which will also be fed to 
Philadelphia, New York and Bos-| WNHC-TV, New Haven. WMGM 
ton, is now in Boston only. Follow-|is broadcasting the full schedule 
ing is the radio-tv baseball sponsor | of the World Champions and feed- 
lineup in the major leagues for ing it to a regional network of 18 
1956: stations in four eastern states. 

New York Yankees New York Giants 

A familiar name (Balliantine| Ruppert beer (Warwick & Leg- 
beer and ale) and a new one) ler) outbid the competition to take 
(Camel cigarets) will be in the|over the radio-tv rights to the 
sponsor’s booth at Yankee Stadi-| Giants this year after Chesterfield 
um this season. William Esty Co.,|bowed out of the picture. Home 
which handles both accounts, games only will be televised over 
brought Camels in as a co-sponsor, WPIX. WMCA, New York, and 
replacing White Owl cigars. All five New England stations are 


AFFILIATE FOR 
WINSTON-SALEM 
GREENSBORO 
HIGH POINT 


CALL 
HEADLEY-REED 


WSJS-TV 


316.000 WATTS 


REPRESENTATIVES | 


| broadcasting the contests. Outside | 
New York the stations are selling | 
half of the games to local sponsors. | 
Ruppert paid about $600,000 for | 
the air rights and expects to spend 
over $1,000,000 on this sports pro- 
gram before the baseball season} 
ends. 
Philadelphia Phillies 
In Philadelphia the swing is to- 
ward more tv coverage of road 
games and less video competition 
with the gate when the Phillies 
are home. Atlantic, Ballantine, 
Phillies cigars (Al Paul Lefton 
Co.) and Tasty bread (N.W. Ayer 
& Son) will sponsor 23 day home 
games on WFIL-TV and WRCV- 
TV. Some 52 night road games will 
be carried on WPFH, Wilmington- 
Philadelphia. The four advertisers 
will present full radio coverage of 
Philadelphia’s only team on WIP 
and a 17-station hookup in the 
eastern Pennsylvania area. 
Washington Senators 
National Brewing Co. (W. B. 
Doner & Co.) will televise 24 home 
and 30 away games of the Senators 
over WTTG. Some of these will 
also be seen on WSVA-TV, Harri- 
sonburg, Va., and Baltimore sta- 
tions. Complete radio coverage will 
be presented on WWDC and a line- 
up of 60 stations ranging as far 
south as Miami. National beer will 
co-sponsor on this regional hook- 
up, with the stations selling half of 
the games locally. 
Baltimore Orioles 
National Brewing Co. also gets 
the sponsor credits for the Orioles. 
Baltimore’s three video stations— 
WAAM, WBAL-TV, and WMAR- 
TV—will alternate as the originat- 
ling station for 28 home and 33 
laway games. The games will be 
fed to WBOC-TV, Salisbury, 
Md.; WCMB-TV, Harrisburg, and 
WSBA-TV, York, Pa. All the 
|games are being broadcast over 
| WCBM and approximately 11 sta- 
jtions in nearby states. On the re- 
gional hookup, stations will sell 
half of the games locally. 
National, which will spend ap- 
proximately $1,000,000 on its base- 
ball programming in Washington 
and Baltimore, is working up an- 
other “Hello, Mr. Bo” contest to 
make fans aware of who is Mr. 
Baseball Sponsor in those cities. 
Big prizes—a cabin cruiser and an 
automobile, among others—will be 
awarded at the end of the season. 
Chicago White Sox 
Oklahoma Oil Co. (Maryland 
Advertising) and Theo. Hamm 
Brewing Co. (Campbell-Mithun) 
will again sponsor the telecasting 
of 54 Sox home games on WGN- 


TV, one game less than in 1955. 
Cost to advertisers is $330,000 each. | 
All 154 Sox games will be broad- 
cast over WCFL with four spon- 
sors, General Finance Corp. (Gor- 
don Best Co.), Coca-Cola (Mc- 
Cann-Erickson), General Cigar Co. 
(Young & Rubicam) and Oklaho- 
ma Oil picking up the tab. In addi-} 
tion, General Finance will sponsor 
the broadcasting of 41 pre-season 
games. Total radio cost of adver- 
tisers 1s $280,000 or $70,000 each. 
This is the same schedule and 
sponsors as last year. 
Chicago Cubs 
A total of 77 Cub home games| 
will be telecast on WGN-TV with 
the same sponsors and costs as the 
Sox. All Cub games (154) will be} 
broadcast on station WIND and 
will be sponsored by Sinclair Re- 
fining Co. (Morey, Humm & John- 
stone), Coca-Cola and General 
Finance. The radio package, which | 
includes 25 ticker games of other 
National League clubs, sells for| 
$250,000. Same setup as ’55. 
Kansas City Athletics 
Joseph Schlitz Brewing Co. (J.| 
Walter Thompson Co.) will again} 
sponsor the broadcast of all 154 
Athletic games on originating sta-| 
tion KMBC. There are 46 stations 
in its network, covering the states 
of Missouri, Kansas, lowa, Nebras-| 
|ka, Colorado, Arkansas, Oklahoma 
and South Dakota. Schlitz is re-| 
|ported to have paid $1,000,000 for! 


LIGHT WORK—This “demonstration 
in print” ad, which will appear in 
Life July 9, is part of a stepped up 
consumer campaign for Reo divi- 
sion, Motor Wheel Corp., Lansing, 
Mich. Better Homes & Gardens and 
Farm Journal will also be used. 
Young & Rubicam, Chicago, is the 
agency. 


radio rights for five years. No 
change is contemplated in the no- 
tv policy of the club. 
Cincinnati Redlegs 

Two new sponsors, the Cincin- 
nati district Ford dealers (J. Wal- 
ter Thompson Co.) and Hudepohl 
Brewing Co. (Stockton, West, 
Burkhart), are picking up the tab 
this year for telecasting 20 to 25 
home and 30 road games. Telecasts 
will be over station WLW-T. 

Burger Brewing Co. (Midland 
Advertising) will again sponsor 
full radio coverage of all games 
over station WSAI. The broadcasts 
will be fed to 42 other stations in 
Ohio, Indiana, Kentucky and West 
Virginia. Burger sponsored tele- 


casts of the Redlegs games last! 


year. 
Detroit Tigers 

Goebel Brewing Co. (Campbell- 
Ewald) and Speedway Petroleum 
Corp. (W. B. Doner & Co.) repeat 
as sponsors of Detroit Tiger game 
telecasts over station WJBK-TV. 
A total of 42 games, 25 of them 
home games, will be telecast. The 
same companies also sponsor 
broadcasts of all games over 
WJBK. Sponsors are reported to be 
paying $1,000,000 for radio and tv 
rights. Only 35 games were tele- 
cast last year. 
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Milwaukee Braves 
Miller Brewing Co. (Mathisson 
|& Associates) and Clark Oil & 
Refining Corp. (also Mathisson) 
are jointly sponsoring radio broad- 
casts of all Braves games through 
two outlets, WITMJ and WEMP. A 
total of 60 stations, five more than 
last year, will carry the games. 
Miller was the sole sponsor last 
year. 
| There again will be no television 
this year, and club officials have 
not indicated that they plan to 
change this restriction. 
Pittsburgh Pirates 
All Pirate games will be broad- 


*lcast over WWSW and about 23 


|stations in the surrounding terri- 
tory. The sponsors are Atlantic 
Refining Co. and Pittsburgh Ply- 
mouth (both N. W. Ayer & Son). 
The club will continue with last 
year’s policy of no television. The 
management feels that tv hurts 
home attendance, and the Pirates 
have not been pulling in crowds 
they once did because of the club’s 
unimpressive standing in the Na- 
tional League (last place in 1955). 
St. Louis Cardinals 
Anheuser-Busch (D’Arcy Ad- 
vertising Co.), owner of the Car- 
dinals, will be sole sponsor of 
broadcasts and telecasts this year. 
All games will be broadcast over 
KMOX and about 100 more sta- 
tions in a nine-state area. None of 
the home games will be telecast, 
but 65 of 77 road games will be 
telecast on station KTVI. Reported 
cost to the brewery is $100,000. 
Cleveland Indians 
Carling Brewing Co. (Lang, 
|'Fisher & Stashower) and Stand- 
lard Oil Co. of Ohio (McCann- 
Erickson) are co-sponsors of tele- 
jeasts of 60 weekend games, both 
home and away. The originating 
station is WEWS. Carling was sole 
sponsor last year. Carling and 
Central National Bank (Fuller & 
Smith & Ross) will sponsor broad- 
casts of all Indian games on sta- 
| tion WERE—the same setup as in 
1955. This year, however, 38 sta- 
| tions are in the “Indians network,” 
and more than 40 are expected to 
come in eventually, as compared 
|with 37 last year. Carling is co- 
|sponsor on about three-fourths of 
the stations, but is in all markets, 
at least with spots. Central Na- 
tional buys half the program in 
Cleveland only. The rest of the 
time is purchased by a variety of 
local sponsors—more than 40 of 
them—including five banks. 


LAKE SHORE 


ELECTROTYPE DIV. 


1224 W.Van Buren St., Chicago 7, Ill. 


phone SEeley 8-1010 
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Brenner Is Now 
Promoter of WABD 


Boxing Presentations 


New York, April 3—WABD’s 
Monday night tv fights from St. 
Nicholas arena will have a new 
promoter, Teddy Brenner, starting 
April 9. 

The shift in matchmakers fol- 
lowed a New York supreme court 
decision affirming the authority of 
the New York state athletic com- 
mission to revoke the licenses of 
Tex Sullivan and the London 
Sporting Club. Their licenses were 
suspended Feb. 28 as a result of 
charges growing out of the com- 
mission’s battle with the Boxing 
Guild of New York. One of the 
principal charges against Mr. Sul- 
livan was that he tried to sabotage 
the commission’s ban on the guild 
by threatening to take his bouts 
out of New York. 

Mr. Brenner, who has produced 
fights for television previously, 
was selected from 75 applicants 
for the DuMont assignment. Re- 
portedly he signed a two-year con- 
tract that will pay his new club, 
New York Boxing Club, more than 
$400,000 annually. 

WABBD, which operates as an in- 
dependent since the demise of the 
DuMont network, feeds these fights 
to 40 stations throughout the coun- 
try. Stations sell the sports attrac- 
tions locally on a co-op basis. 


Gotham-Vladimir, Nine Months 
After Merger, Under One Roof 

Gotham-Vladimir Advertising, 
New York, is finally under one 
roof—at 342 Madison Ave. The 
agency—result of last July’s merg- 
er of Gotham Advertising with 
Irwin Vladimir & Co.—occupied its 
new quarters on April 2. 

Irwin A. Vladimir, president of 
the agency, has left on a trip to the 
Far East, where he will survey 
market conditions for clients. Mr. 
Vladimir at one time was advertis- 
ing manager of the Japan Adver- 
tiser in Tokyo. 


Rum Institute Appoints 

George N. van den Berg, man- 
ager of the Carioca rum distillery, 
a subsidiary of Schenley Indus- 
tries, has been elected president of 
the Puerto Rico Rum Institute, an 
association of all producers, recti- 
fiers and bottlers of rum on the 
island. 


.. in the ad business, that is! More and 
more smart admen are woking up to the 
budget-stretching possibilities of K & F's 
Stock Photo illustrations in keeping today's 
dollar-conscious clients happy! Our catalog 
of Stock Photos contains only a few 
hundred of ovr 500,000 Stock Photos. You 
should have a copy ot your elbow, and 
you con have by merely 


Sending $1.00 or a company order 


MORE THAN 
$00,000 STOCK PHOTOS 
IN OUR FILES 


Kaufmann & Fabry Co. 


DEPT. AA2, 425 S. WABASH AVE., CHICAGO S 


CHARLES F. PARTHUM has been named 
advertising and sales promotion 
manager of Harnischfeger Corp., 
Milwaukee. Formerly with Buchen 
Co. and before that with MacMan- 
us, John & Adams, Mr. Parthum 
succeeds George L. Staudt, who 
resigned in January to become ad- 
vertising director of American 
Motors Corp. 


‘Chicago Tribune’ 
Establishes New Ad 
Frequency Discounts 


Cuicaco, April 3—Effective June 
1, the Chicago Tribune will estab- 
lish special discount rates for run- 
of-paper full-page ads in frequency 
daily or Sunday on city and sub- 
urban or full circulation. 

It is also extending and increas- 
ing discounts on its bulk contract 
line rates. Discounts have been 
added for 1,000 lines used in one 
year and also for 100,000 lines in 
one year. The discounts for 2,480 
lines, 10,000 lines, 25,000 lines and 
50,000 lines have been increased 
also. 

The announcement is made in 
the Tribune’s new rate book. In- 
creases in the basic rates for both 
b&w and color are announced also. 


a Page contract discounts (for 
space placed in one year) are 16% 
for a full page unit, 18% for 10 
full page units, 20% for 20 full 
page units, and 22% for 40 full 
page units. 

New rates per agate line are: 
full run, daily, $2.10 (formerly 
$1.85); full run, Sunday, $2.85 
(formerly $2.65); city and sub- 
urban, daily, $1.70 (formerly $1.40) 
and Sunday, $2.15 (formerly 
$1.85). 
| New bulk contract discounts (for 
space placed within a year) run: 
| 1,000 lines, 10%; 2,480 lines, 12%; 
(10,000 lines, 14%; 25,000 lines, 
|16%; 50,000 lines, 18%, and 100,- 
|000 lines, 20%. 
| In regard to the rate increases, 
the Tribune says, “In recent years 
|newspaper production and opera- 
| tion costs such as paper, ink, wages 
}and other expenses have increased 
'20% to 40%. To partially cover 
these higher costs, these rate ad- 
justments are necessary. However, 
we are pleased to point out Chicago 
Tribune milline costs will continue 
among the very lowest in the na- 
tion.” 


Mojud Launches New 


Gleam Seam Hosiery 


New York, April 3—Mojud Co. 
Inc., New York hosiery manufac- 
turer, yesterday named Johnstone 
Inc, advertising agency to launch 
its new Gleam Seam line of gold 
and silver-seam hosiery. 

The ad campaign and local tie- 
in merchandising will be conduct- 
ed nationally and will concentrate 
on fashion stores. The campaign 
cry: “New fashion theme: gossa- 
mer and Gleam.” 

Johnstone Inc. was opened Jan. 
1 this year by Muriel Johnstone, 
formerly vp and director of Mo- 
rey, Humm & Johnstone (AA, 
Dec. 26, °55). 

The major portion of the Mo- 
jud account remains with Grey 
Advertising, New York. 
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Selling with 
SPORTS ILLUSTRATED 


is everybody’s business 


Take Automobiles: 


Why is it that automotive advertising looks so right in the pages of 
SPORTS ILLUSTRATED? 

It’s because the car makers have discovered selling with sports. The 
styling, the advertising copy, the promotion on their entire line—for 
example, GM’s mighty Motorama—all have the accent on sport. 


Five years ago nearly all cars were one color all over. Now, two colors 
are average, and even three colors are on the road. 

Five years ago you looked twice when you saw a hardtop. Last year, 
the industry turned out more than a million hardtops. And in five years 
station wagon production has more than doubled. 

But the automobile business has furnished only one of several ex- 
amples of what is surely the most important merchandising trend in 
the decade. Ask not just the sporting goods industry, but the apparel 
industry, the liquor industry, the building industry, travel, men’s 
toiletries—and many others. 

The new way to sell to the richest market in the world is to put your 
product into a background of what that market /ikes more and does 
more and more of every year. 

SPORTS ILLUSTRATED provides your advertising with that kind of 
background. 


ILLUSTRATED 


CIRCULATION NOW MORE THAN 660,000 
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SELLING AT THE POINT OF IMPRESSION 


That’s the job a good engraving should do. 


SELLING AT THE POINT OF IMPRESSION 
That’s the job an H§&M engraving always does. 


Hutchings & Meliville, Inc. 


Distinguished Photoengraving 


4043 N. Ravenswood Ave., Chicago 13. EAstgate 7-9220 


Faithful-to-plate 4 color wet proofing 


Paul Jones Ad Budget Up 75°%, 
Four Roses Distillers Co., New 
York, has revised its advertising 
for Paul Jones whisky. It is step- 
ping up its 1956 consumer adver- 
tising expenditure by 75% over 
1955 and will put the entire in- 
vestment into newspapers. Last 
year’s newspaper promotion for 
the brand represented about 40% 
of the total for consumer media, 
according to Bradley Houghton, 
company advertising manager, who 
made the announcement through 
the Bureau of Advertising, Amer- 
ican Newspaper Publishers Assn. 
Young & Rubicam is the agency. 


Pratt Heads ANA Committee 

Willis H. Pratt Jr., film mana- 
ger of American Telephone & 
Telegraph Co., has been named 
chairman of the Assn. of National 
Advertisers films committee, suc- 
ceeding John Flory of Eastman 
Kodak Co. 


Michigan farmers know that practices published 
in MICHIGAN FARMER are applicable—and profit- 
able! MICHIGAN FARMER is edited by men fully 
familiar with the capabilities of Michigan farms... 
with the needs and interests of the families oper- 
ating them. 


That’s why this localized farm paper is so thor- 
oughly read . . . ranks first in 4 out of 5 Michigan 
farm homes. 


Strong, statewide coverage makes MICHIGAN 
FARMER the logical choice for your selling message. 
What's more, Michigan farmers are big buyers . . . 
steady buyers. Unusually broad diversification 
(greater than in any other state) makes every month 
a “big money” month . . . makes Michigan a top- 
third state in farm income. 


Yes, MICHIGAN FARMER offers the quick, low- 


“Our Pattern Is MICHIGAN FARMER,” 


says Lee Talladay, Washtenaw County, Michigan 


cost way to reach this rich farm market. It’s distrib- 
uted twice monthly, roto-printed to save you the cost 
of plates. So are THE OHIO FARMER and PENN- 
SYLVANIA FARMER, serving states with similar farm 
income patterns—big and steady! Get the full story— 
write 1010 Rockwell Avenue, Cleveland 14, Ohio. 


Michigan 
Farmer 


East Lansing, Michigan 


PENNSYLVANIA FARMER=Harrisburg, Pennsylvania 
THE OHIO FARMER—Cleveland, Ohio 
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Creative Ads, Yes— 
But Make Them Pay, 
FC&B’s Carney Says 


WasuHincton, April 3—The 
|Advertising Club of Washington 
was told last week, “It is not 
enough just to be creative; we must 
be creative within the framework 
of industry’s need.” 

Robert F. Carney, chairman of 
the board of Foote, Cone & Belding, 
|told the club, “The most imagina- 
| tive campaign in the world is 
| worthless if it isn’t based on a real- 
|istic appraisal of the advertising 
funds available, the market to be 
reached and the share of the mar- 
ket that must be attained in a 
given period of time.” 

It was not many years ago, Mr. 
Carney said, when an advertising 
man could be successful by “think- 
ing up” things. That is no longer 
true. To help your company or 
your client to sales success in to- 
day’s competition, a considerable 
portion of your time must also 
be spent in “thinking out” and 
“thinking through,” so that what 
you ultimately “think up” will 
be not only bright, but also rele- 
vant to a much broader concept 
of marketing strategy. 


s Putting it another way, he ex- 
“or the “It’s fine to win an award 


for the excellence of your adver- 
tising, particularly when a cam- 
|paign may have cost you several 
/ hundred thousand dollars. But for 
jputting a smile of satisfaction 
| where it counts—on the treasurer’s 
jand_ stockholder’s face—nothing 
| has yet replaced the jingle of the 
'cash register.” 

Mr. Carney warned the price of 
|failure is high. “The bright pic- 
_ ture economists paint of America 
10, 15, or 20 years from now is all 
predicated on increased consump- 
tion of industry’s products,” he 
said. “And advertising, by stimu- 
lating demand, is the lubricant 
that keeps the whole economic 
machinery running smoothly.” 


|@ He said advertising agencies 


|must offer at least these services 
|if they are to serve industry fruit- 
| fully: 
| 1. Research facilities to deter- 
|mine markets, to test copy, to 
|select media and to evaluate re- 
sults. 

2. Skilled workmen to prepare 
the campaign and carry it out. 

3. Experienced leadership with 
|an understanding of the problems 
of business, specialized knowledge 
of the problems at hand, the abil- 
ity to apply advertising to their 
| solution and the judgment to eval- 
uate proposals and performance. 

Mr. Carney said he looks for- 
ward to the day when an adver- 
tising man will sit on every com- 
pany’s board of directors, but that 
will happen only when manage- 
ment is convinced that advertising 
people have a solid grasp of busi- 
ness problems—that they are con- 
scientious and dedicated people of 
integrity and balanced judgment. 

“We've got to overcome the no- 
tion still harbored in many quar- 
ters that all we’re interested in is 
spending more of our clients’ mon- 
ey,” he declared. “If we are going 
to be working partners, then we 
must convince management that 
we understand the importance of 
the cost factor.” 


Wexton Offers Marketing Aid 

Wexton Co., New York, has 
made available to advertisers at 
$1 a 17-page “total marketing” 
questionnaire which it says has 
been the basis of campaigns that 
sold over $50,000,000 worth of mer- 
chandise and service. The ques- 
tionnaire “reveals deficiencies in 
a manufacturer’s distribution, sales 
management, sales training, ad- 
vertising, research, pricing, pack- 
aging, sales promotion” and other 
activities. 
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... and every important 
MARKET-PLANNING * MEDIA -SELECTING 
eye will be on it... ! 


We're rapidly running out of superlatives about this re- 
markable issue—which each year makes a bigger bang in 
the advertising world. Ad Age editors are not unaccustomed 
to reader reaction on a large scale—and Ad Age advertisers 
know all about the liveliness of reader response. But this 
issue outdoes ’em all in terms of overwhelming returns! 


NUDGING THE STRATOSPHERE WITH 
ROCKETING RESULT TOTALS... 


The figures on past issues tell the story better than 
anything else—both as to how wide the readership of the 
issue is, and the velocity with which interest in media- 
market data has mounted in just a few short years: 


1948 1955 
Market data items cataloged 500 1,553 
Respondents requesting data 711 1,898 
Total items requested 13,061 47,432 
Average inquiries per item 26 30.5 


Advertising Age 


Returns already coming in, from media having material 
to list, indicate that the 1956 totals will be even more fan- 
tastic in all departments. We'll probably list upwards of 1,500 
pieces of currently available media-prepared market data. 
They'll be listed, as usual, according to market classes—inter- 
national, national, Canadian, regional and local; consumer, 
farm, distribution, industrial, professional. Everyone in 
advertising who helps make marketing plans and set up 
schedules, whether on the advertiser or agency side of the 
desk, has learned that in the MARKET DATA ISSUE, he can 
find what he’s looking for—request the needed items easily — 
get a prompt return. Our annual guess for 1956 as to how 
many items will be requested: probably over 50,000! 


A GLITTERING OPPORTUNITY 
FOR YOU...! 


If you have media values to sell, the MARKET 
DATA ISSUE is unique in the possibilities it 
offers you. It puts your story in the hands of more really-in- 
terested, useful-to-you people—than you can hope to con- 
tact in any other single manner. Planners and schedulers 
comb this issue thoroughly for data which can help them. 
They'll be mighty interested in the additional market infor- 
mation (and how your medium can help them reach it) 
which you can give them in a well-planned ad. Be sure you 
are in there selling when these thou- 
sands of important ad men are ready to 
buy—reserve space in the MARKET 

DATA ISSUE now! 


ad Closing Date 
APRIL 
25 


Star performer 


200 EAST ILLINOIS STREET + CHICAGO 11 


ty: 


with Ad Men who Matter! 
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ARF Has 221 Subscribers | enaapeny. ane epee — No Ad Shifts Seen 
During the first quarter of this| There are now 63 advertiser sub- ere wy a “ae 
year, 7 new cubeurtbors joined the |Scribers, 70 advertising agencies, had “a ; TYPE in Warner-Lambert, 
. |70 media concerns, 16 associate | Z be & tf 
(academic) and 2 founder sub- ss % y : ; Emerson Merger 
scribers for a total of 221. This} : : a - ‘ : e 
year’s new subscribers are: Ad-| : _ BALTIMORE, April 3—Adver- 
vertisers—Bulova Watch Co., Cros- tising management, ad policy 
ley and Bendix home appliances S i and ad budgets of Emerson 
divisions of Avco Mfg. Co., Mon-| oe Fe s : fee =6|Drug Co. manufacturer of 
santo Chemical Co. and New York | a he c. |Bromo-Seltzer, will not be 
© tn Trade |Stock Exchange. Media—Archi- ees. eee? : Ba: te , changed as a result of the com- 
shows xa |tectural Forum and Pulp & Paper. | ee, ‘tes . : o pany’s merger with the Warner- 
© Store Windews Agencies—George H. Hartman Co., | a — : ; Lambert Pharmaceutical Co., 
Charles W. Hoyt Co., Emil Mogul i. i } ; : Be New York, according to Ki." 
* Sales Meetings EY -.. ; f ad- 
Co. and Rogers & Smith. Associate : ee ae: 3 z L. Billings, vp in charge of a 
—Universities of Illinois, Michigan | iy es ee C4 eee vertising for Emerson. 
Attract more State, Michigan, North Carolina, | Bmpr Or gaa Mr. Billings told ADVERTISING 
preapecte, heaet Santa Clara, Syracuse, and Pace) Ace that the Baltimore company 
aaeee mere would now operate as _ the 


as College. as 
pana domed i. Warttera yo Mattogh Emerson Drug Co. division of 


yt nly - Crossley to Test for NARTB | SWEEP sTuDbY—New York’s Mayor Robert F. Wagner receives the atorprotiosenesr mat a ee 
30 slide show Crossley, S-D Surveys Inc.,| results of a citywide cleanliness survey by 1,600 volunteers of the sent Pp ee Po Anco ed 
en -ana Washington, has been engaged tO! Citizens’ Committee to Keep New York Clean from the committee’s rene d by ieeitees chained rt 
night. conduct further tests =m the Na-| chairman, Keith S. McHugh, president, New York Telephone Co. March 27 and by Warner-Lam- 
oma nore oe | ghee sop Walter B. C. Washburn, vp, Young & Rubicam, looks on. Y&R, | pert stockholders March 28, the 

THE HARWALD COMPANY, INC ites Ser aaleen measurement, @ndling the account as a public service, pledged to the committee |long-anticipated merger (AA, 
"1216 Chiegyo Avery & unseen: ® of television circulation, according, $1,800,000 in space and time last October and has since secured | Jan. 30) was effective April 2. 
£ DAwuie #7070 Y lto NARTB ‘ | an estimated $410,000 in media. In 1955, Warner-Lambert had 
net sales of $86,339,000 and a 
net income of $7,283,000. Emer- 
son produced net sales of $16,- 
928,000 and had a net income 
amounting to $1,222,000. In ad- 
dition to Bromo-Seltzer, which 
accounts for 53% of its total 
business, Emerson makes glass 

"Research offers the Way containers for the pharmaceu- 
tical, cosmetic, beverage and 


and Advantage in all Science, food markets. 
Industry and Living..." - Cneee eee oe 


ported. Prospects for the com- 
ing year, he said, are further 
enhanced by the merger with a 
leading drug maker. 

Network television will con- 
tinue to account for a leading 
share of the Bromo-Seltzer ad 
budget, he said. 

Frank H. McAdoo, president 
of the Emerson Drug Co., will 
be president of the Emerson di- 
vision and in addition he be- 
comes a vp and director of 
Warner-Lambert. Frank Mar- 
coe Jr., administrative vp of 
Emerson, also becomes affiliated 
with Warner-Lambert, as a di- 
rector and member of its exec- 
utive committee. 

Lennen & Newell is the Emer- 
son agency. The Warner-Lam- 
bert agency roster includes 
Lambert & Feasley, Kenyon & 
Eckhardt (Richard udnut 
Preparations) and Sullivan, 
Stauffer, Colwell & Bayles (Du- 
Barry Products), as well as 
William Douglas McAdams Inc. 
and Rockmore Co. 


‘Mobile Living’ Appoints 

Mobile Living, Chicago, has 
appointed Ren Averill, Pasa- 
dena, Cal., its western repre- 
sentative, covering the states of 
Arizona, California, Colorado. 
Idaho, Montana, Nevada, New ~ 
Mexico, Oregon, Utah, Wash- 
ington and Wyoming. 


Suber Named Publisher 
Charles Suber, advertising 

director of Down Beat, Chicago, 

since November, 1952, has been 


consumer or outlet surveys « en ch re tomy ober age ba 
pretesting « impact measurement 


Whirl and Country & Western 
available on fee basis; Jamboree. He succeeds Norman 
e design and merchandising 


Weiser, who has joined Playboy. 

P direct and through your 
consultation d Producer Names Hicks S.M. 
agency or pop proaucer Robert B. Hicks, formerly 
with United Film & Recording 
Studios, has been named sales 
manager of Colmes-Werrenrath 
Productions, Chicago, producer 


of films for television, industry 
and education. 


Keystone Adds 4 Affiliates 
Keystone Broadcasting Sys- 
tem has added four new affil- 


Displays Plus, inc. | 12 E. GRAND AVE. iates, bringing its total to 878. 


The new affiliates are KXGI, 
Fort Madison, Ia.; WCPC, Hous- 

a “= : CHICAGO M, HL. ton, Miss.; KOHU, Hermiston, 

A Display Research-Merchandising Service | Michigan 2-0911 Ore., and KSOP, Salt Lake City. 
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A hot selling idea gets really hot when you handle it with Day-GLo! 
Sunbonded® Day-GLo colors are daylight fluorescent. They actually glow 
from within to give you up to four times the brightness of the brightest 
ordinary colors! Your advertising becomes magnetic, fresher, more powerful! 


Sunbonded Day-GLo colors stay bright, too! Day-GLo painted bulletins 
last up to six months. Day-GLo screen processed posters and displays last SUNBONDED® 
up to four months. For highest quality, insist on genuine Sunbonded Day- ® 
G1o*. Switzer Brothers, Inc., 4732 St. Clair Avenue, Cleveland 15, Ohio. DAY GLO 


*" Sunbonded” and ""DAY-GLO” are Registered Trade-Marks for daylight fluorescent color products manufactured by or under license from Switzer Brothers, Inc. 
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‘IM’ Plans Display | 
of Business Paper 
Editorial Winners 


Cuicaco, April 4—Preparations 
were being made today to exhibit 
winning entries in Industrial Mar- 
keting’s 18th annual business paper 
competition for editorial achieve- 
ment at the annual convention of 
the National Industrial Advertisers 
Assn. May 20-23 at the Palmer 
House in Chicago. 

Winners of 14 first-place plaques 
and 34 certificates of merit in the 
competition were selected by 28 
judges who spent an entire day at 
the judging task. The judges in- 
cluded sales executives, advertising 
managers, agency executives, de- 
signers, artists and others familiar 
with business publications and 
various fields they cover. 

Winners, selected for outstanding 
issues, articles, series of articles, 
research and graphic excellence, 
will be announced May 21 as the 
NIAA convention gets under way. 

G. D. Crain Jr., publisher of 
Industrial Marketing, told the 
judges at a luncheon that the 1M 
editorial competition is gaining in- 
creased importance as agencies and 
advertisers turn to editorial evalu- 
ation as an aid in selecting adver- 
tising media. “This increased em- 
phasis on editorial evaluation,” he 
said, “should help us in our task of 
raising the standard of editorial 
content.” 


s Purpose of the IM editorial com- 
petition is to recognize editorial 
excellence and encourage higher 
standards among business publica- 
tions. 

This year’s judges, grouped in 
four panels, included the following. 

Industrial Publications: John S. 
Hawley, manager of marketing 
planning, Illinois Tool Works; 
Gene Wedereit, director of adver- 
tising, National Cylinder Gas 
Corp.; Quinten Kenny, advertising 
manager, Lindberg Engineering 
Co.; Ambrose L.. Duggan, assistant 
general sales manager, Magnesium 
Co. of America; Hugh W. Foster, 


advertising manager, Pullman- 
Standard Car Mfg. Co.; William 
Schneider, advertising manager, 


LaSalle Steel Co.; Lewis M. Wil- 
liams, creative director, Marsteller, 
Rickard, Gebhardt & Reed; Frank 
D. Ewing, chairman of the board, 
Fensholt Co.; Raymond P. Wiggers, 
account executive, Reincke, Meyer 
& Finn; Monte Saunders, vp and | 
assistant general manager, Klau- | 
Van Pietersom-Dunlap Associates; | 
and Martin J. Butler Jr., advertis- 
ing manager, Diversey Corp. 
Merchandising, Trade and Ex- 
port Publications: Phil L. Critten- 
den, director of advertising, Hot- 
point Co.; James McClellan, sales 
promotion manager, Kraft Foods 
Co.; Bradley P. Williams, director 
of public information, Masonite 
Corp.; Lawrence Whiting Jr., di- 
rector of marketing and research, 
American Furniture Marc Corp.; 
Arthur Grossman, president, Ar- 
thur Grossman Associates; Stuart 
J. Doyle, account executive, Foote, 
Cone & Belding, and Raymond E. 
Miller, vp and marketing director, 
Needham, Louis & Brorby. 


a Institutional and Professional 
Publications: Don Swanson, ad- 
vertising manager, amino division, 
International Minerals & Chem-)| 
icals Corp.; D. S. Elrod, vp, Erwin, | 
Wasey & Co.; Lyman S. McKean, 
director of advertising and public | 
relations, American Hospital Sup- 
ply Corp.; Frederick Puffer, direc- | 


‘tor of sales, Morrison Hotel; Neil | 


T. Regan, public relations consult- | 
ant; Walter T. Craigle, vp and sec- 
retary, Grimm & Craigle, and Lynn | 
C. Wimmer, vp, public relations, | 
Burton Browne Advertising. 
Graphic: Munroe Milavetz, vp| 
and executive art director, Kling | 
Studios; Gene DeKovic, DeKovic- 
Smith Design Organization, and 


Newspaper Advertising Linage 
February, 1956 
Media Records Report for 52 Cities 


February February Per Cent 

Classification 1956 1955 Change 1956 1955 Change 
Retail (total) .......... 111,825,787 104,379,298 + 7.1 220,143,797 210,460,607 + 4.6 
Dept. Stores ........ 39,709,186 38,305,921 + 3.7 79,906,856 77,748,312 + 28 
General .........0000 31,488,839 27,748,002 +13.5 58,443,419 52,532,772 +11.3 
Autometive ............. 15,161,119 11,040,265 +37.3 29,381,237 21,019,854 +39.8 
Financial ...........0-. 3,234,926 2,708,091 +19.5 8,435,056 7,224,134 +168 
Total Display ........ 161,710,671 145,875,656 +10.9 316,403,509 291,237,367 + 86 
Classified ............ 56,624,380 48,518,920 +16.7 114,131,919 °9,361,217 +149 

WER siersinncesvesee 218,335,051 194,394,576 +12.3 430,535,428 390,598,584 +10.2 
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January-February Per Cent 


Russell Milburn, art director, C.| 
| Assn. All artists living in Alabama, 


Florida, Georgia, Louisiana, Miss- 


Franklin Brown Inc. 


Atlanta Paper Sets Second 
Painting of Year Competition 
Atlanta Paper Co., Atlanta, will 


hold the second annual Painting of | 
Transfer & Storage Co., 13 Ivy St., 


the Year competition and exhibit 
May 13-June 3. This year the 


three prize winning entries plus 60 | 


to 75 additional paintings selected 
by the judges will be exhibited in 


the galleries of the Atlanta Art 


issippi, North Carolina, South Car- 
olina, Tennessee and Virginia are 
eligible to enter. 

Entries must be sent to Cherry 


Television, 


CRAIG LAWRENCE, formerly director! 
of station administration of CBS 
New York, has been! 
named vp in charge of CBS-owned 
tv stations. Under his new assign-| 
ment, he also heads CBS Tele-| 


vision Spot Sales. 


N.E., Atlanta, Ga., during the week | 
of April 30 and May 4. Judging 
will take place May 7 and 8. De- 
tailed information and entry blanks 


may be obtained from Atlanta Pa-| 
per Co., P. O. Box 4417, Atlanta, 
Ga. 
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Syfrit Adds Chilion Duties 


| Kenneth A. Syfrit, who repre- 
|sents Distribution Age, a Chilton 


publication, in Chicago, is taking 
}on representation of Hardware 
|World in the same territory. 


| Hardware World, which circulates 
|in the 11 western states, formerly 

was handled by Frank McPike, 
| who has resigned. 


MANUFACTURERS — DESIGNERS 
OF FORMED PLASTIC SIGNS 


INDOOR — OUTDOOR 
ILLUMINATED 


AALCO SIGN CO. Inc. 


2826 Locust Blvd. St. Louis, Mo. 


Be sure to see us at 
Booth 104 at the POPAI 
Symposium in the 
Sheraton Astor, N. Y.C. 
April 10, 11, 12. 


TZ & 


L TFHOGRAPHIC 


LaS displays 


get to the point! 


Make point-of-purchase 


your point of profit! 


... and that’s exactly what 


Gulf 
is doing with this 


life-size 


service station display 


(weather-resistant, of course), 


created and produced by 


PECIALISTS 


NY HEINKMAN 


Color Lithographers since 1896 


421 Hudson Street, New York 14, N. Y. * WAtkins 4-2000 
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Point of Purchase on Display 


+ heme mt Boag 


Philip | F 


Morris 


ate wll 
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Dl 
Philip Morris 
tae ca tse 
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GIRLS & ANGELS—Nona Joy, posing fetchingly on a bar in Tacoma, Wash., shows off a 
new “everlasting” lighted sign produced by Heidelberg Brewing Co., Tacoma. A 
parched transparency is fitted between sheets of glass. Philip Morris promoted its 
change of dress with these displays lithographed by the U. S. Printing & Lithograph Co., 


¥ 5G 
pane OMB 


FISH & BIRDS—Sailfish, dolphin and tuna of vacuum-formed plastic, lithographed in 
colors, are detachable and can be hung on a wall or propped on a back bar. The dis- 
play was made by Einson-Freeman, Long Island City, for Seagram Distillers, New 
York. A bouncing car with feathered occupants, also by Einson-Freeman, tops a 


Cincinnati. The RCA Victor angels added a male companion for the 1955 Christmas 
season; Einson-Freeman, Long Island City, created the figurines. If this rubber-based 
piece were the real thing, it would contain 20 gals. of Dr. Pepper. The king “king- 
size” bottle is used to push sales of, of course, Dr. Pepper’s king-size bottle. 


7’ pole stacker for Falstaff Brewing Co., St. Louis. Ste. Pierre Smirnoff Fls. division 
of G. F. Heublein & Bro., Hartford, Conn., designed this 10-piece window display. 
The visor at right can be raised or lowered. Zipprodt Inc., Chicago, designed and 
produced the unit for F. L. Lewis & Co., Clearwater, Fla., manufacturer of Saf-T-Visor. 


SPRING & CHRISTMAS—A pretty girl holding a fancy-hatted bird adds a spring touch to 
these Del Monte displays; McCann-Erickson, San Francisco, is the agency. Budweiser’s 
familiar eight-horse team is featured by Anheuser-Busch on an illuminated plastic 
sign using full-color decals by Palm, Fechteler & Co., Weehawken, N. J. Admiral 


aol Veg eT es Th anh TNS jE ER parca ee le 
i ~ _" a, 


Corp.’s Christmas window display by Kling Displays, Chicago, came in A, B, or C 
sizes. “A” kit included an Argus camera which became a gift to the dealer. Colgate- 
Palmolive’s “Greatest show on worth” display was created by Gibraltar Corrugated 
Paper Co., Clifton, N. J.; lithography is by Kindred, MacLean & Co., Long Island City. 
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... But good Merchandising at the 
Point-of-Sale puts money in the till. 
And there’s where we really shine. 
For better than half a century, Chicago 
Show has helped advertisers attract 
customers with dynamic, compelling 
Merchandising Programs .. . created 
the desire to buy whatever service or 
merchandise they had to sell at the 


point-of-sale. Right now, we are ready 


H @ Mystik® Can and Bottle Holders © Mystik® Self-Stik Labels 


\f ®@ Econo Truck Signs ® Booklets and Folders 


A GOOD AD CAMPAIGN 
| DELIVERS PLENTY tuat MEETS THE EYE 


New “IDEA FILE” and illustrated brochure are 
a fountain of point-of-sale information. They 
are FREE! Write Chicago Show Printing 

Company, 2652 N. Kildare Ave., Chicago, 39. 


Merchandising at the POINT-OF-SALE 


® Lithographed displays for indoor and outdoor use ® Animated Displays 


®@ Cloth and Kanvet Fiber Banners and Pennants ® Mystik® Self-Stik Displays 


et ee ll (itl a 


to prove we can do the same for you. 
if your present campaign is drib- 
bling along, our nation-wide organiza- 


tion is staffed with experts who know 


how to make your sales spurt! Give 
us a call. We can come up with an 
ingenious idea for a single display...a 
seasonal promotion ...a year-around 
program for better Merchandising at 
the Point-of-Sale. 


Trademark Mystic Registered 
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Point of Purchase on Display 


CAPS & TRAPS—A kit for American Optical displays 96 pairs of sun glasses; demon- duced by Berger-Rivenburgh, Chicago, with Pittsburgh Plate Glass Co.’s agency, 
stration glasses in the center have one ordinary lens, one polaroid. The unit was cre- Ketchum, MacLeod & Grove, Pittsburgh. The arms encircling each Mr. Stopette bottle 
ated by Forbes Lithograph Mfg. Co., Boston. Dad’s Root Beer Co., Chicago, offers a are separate pieces; the display is of grained wood cardboard. Earle Ludgin & Co., Chi- 
bottle re-sealer. The Glasfloss mobile incorporates a sample of the filter and was pro- cago, is the agency for Jules Montenier Inc., Chicago, producer of Stopette. 


WALLETS & CORNS—The Prince Gardner display at the new airport in St. Lowis featwres Reynolds Metals Co., Louisville, goes all out with “Rainbow” displays which promote 
a globe, around which revolves the name Prince Gardner. Pressure sensitive plagues all items packaged in aluminum foil. A vacuum-formed all-one-piece plastic unit of- 
point out features of Chevrolet. Chicago Show Printing Co. produced the materia! fert easy access to Blue Jay corn plasters. Zipprodt, Chicago, made the display. 


Ma 


Retiact 0 Matic 


plane pick-up arr 


NEST & NESTLE’S—The bobbing robin helps sell baler twine for International Harvester; master by Berger-Rivenburgh, Chicago. The Retract-O-Matic display encourages 
the display is by Chicago Show Printing Co. Nestle’s 10’ sandwich man is lithographed customers to prove to themselves that the tone arm won't mar the record even when 
cardboard, is the same front and rear. Einson-Freeman Co., Long Island City, created dropped, pushed or pulled across the record. The display was produced by the Wetzel 
the giant. A flexible, easy-to-assemble Christmas display was produced for Toast- Co., Milwaukee, for Webster Electric Co., Racine. 
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CBC’s Switch in 
Channels Produces 


Storm of Protests 


Toronto, April 3—Will the 
Canadian Broadcasting Corp.’s 
switch from Channel 9 to Chan- 
nel 6 this fall affect local recep- 
tion of Buffalo programs? 

A. A. Marshall, president of the 
Independent Ty Owners’ Assn., 
says he has received 7,000 signed 
petitions against the channel 
change, as well as hundreds of 
letters protesting the move. 

Richard Lewis of Canadian 
Broadcaster & Telescreen, says the 
real danger is not interference but 
the possibility that CBC will “grab 
both channels, thereby blocking 
private enterprise or losing Chan- 
nel 9 to the U.S.” 

Mr. Marshall said he was 
“dumfounded at the public re- 
sponse” in his battle to prevent 
the switch. Recently he received 
a request for 1,000 petition forms 
from Newmarket council, which 
wants to distribute them in that 
area. The petitions will be pre- 
sented to a Royal Commission 
hearing in Toronto in the near 
future. 

“I have tried to get a definite 
statement from the government 
that this move to Channel 6 will 
not affect reception of Buffalo 
programs,” Mr. Marshall said, 
“but I have been unable to get 
any assurance. 


a “Most people say they have 
nothing against CBC as long as it 
stays where it is. Why shouldn’t 
the government back up CBC 
Chairman A. B. Dunton if it be- 
lieves this move will not interfere 
with outside reception?” 

Mr. Dunton has gone on record 
with this statement: “The corpor- 
ation has proposed and been au- 
thorized to make this increase in 
power and change in channel in 
order that it may bring national 
service programs to the widest 
possible audience with the least 
cost. We are assured our use of 
Channel 6 will have no effect on 
the reception of Channels 2 and 4.” 

Today a CBC spokesman in To- 
ronto said that both the chairman 
and general manager of CBC have 
said there will be no interference. 

“The CBC has given its posi- 
tive assurance that the change 
from Channel 9 to Channel 6 in 
Toronto will cause no interference 
with reception on Channels 2 and 


WHAT'S BLACK AND LIGHT 
AND READ ALL OVER? 


It’s a display or billboard done in 
“Blak-Ray” black light! Indoors or 
outdoors, its super-colorful fluores- 
cence makes shoppers stop—and re- 
member longer. Units come in all 
sizes, from a campact 9-inch width 
all the way to the big weather-proof 
outdoor fixture that brilliantly flu- 
oresces a 10-foot-wide area (four of 
these activate a 40-foot billboard). 

Many interesting, revealing facts 
are jammed into new Case History 
No. 11A. 

Other Case Histories now avail- 
able are “110A Visual Aids for 
Sales Meetings”; “114A Theatrical 
Effects”; “116A Invisible Coding 
Inks”. 

Black Light Corporation of 
America, Distributors for Ultra- 
Violet Products, Inc., 5114 Walnut 
Grove Avenue; San Gabriel, Cal- 
ifornia. 

Distributors in principal cities. 


4,” he said. “In addition Channel | 
|6 has been allotted to Toronto by | 
international agreement between | 
|the U. S. Federal Communica- 
| tions Commission and the Depart- 
ment of Transport.” 

Both these bodies have made it 
clear that there will be no inter- 
ference with stations whose sig- 
nals are received in CBC’s cover- 
age area. 


s An independent Toronto televi- 
sion technician who declined to 
be identified said he agreed with 
the CBC. 

“There is such a wide separa- 
tion that it seems almost impos- 
sible that Channel 6 could inter- 
fere with Channels 2 or 4,” he 
said. 

Mr. Marshall feels there is 
“something else the matter with 
the move. 

“Channel 6,” he says, “was al- 
lotted to Toronto by international 
agreement in April, 1952, six 
months before CBLT went on the 


air. CBC knew then it could use 


Pam + 


SPRING LOOK—Fai» mont Foods Inc., Omaha, becomes a first-time 

user of outdoor a:'vertising with the launching of a five-month 24- 

sheet poster campuign for cottage cheese and ice cream in selected 

markets, starting .» April. Newspapers, magazines, radio and tv will 
also be used. Allen & Reynolds, Omaha, is the agency. 


it, but it waited until now—until | reception right now, and this move 
it reached the saturation point of} can’t help but jeopardize present 
Channel 9—before switching. 
“I have had advice from top/|will be any interference with 
ranking engineers that there def-|Channel 2, but Channel 4 is in 
initely could be interference. | danger.” 
“We are on the fringe of Buffalo! Mr. Lewis, on the other hand, 


|reception. We don’t claim there | 


Wee aa 


“< 


101 


says: “I’m not so alarmed about 
Channel 6 interfering with Chan- 
|nel 4. What concerns me is that 
|Canada has two channels avail- 
able in Toronto—9 and 6. CBC 
has its choice and is moving to 
the better one. But CBC persists 
in its dog-in-the-manger policy 
of shutting out private enterprise 
|} although there is another channel 
| available. 

“It wouldn’t be contradictory to 
its nature for it to latch onto both, 
|thereby increasing the expense to 
'the public.” 


_Advance Names Duryee A.M. 
| W.G. Duryee has been appoint- 
led advertising and merchandising 
fewentgye—d of Advance Floor Ma- 
chine Co., Minneapolis, producer 
of floor and rug maintenance ma- 
|chines, industrial vacuums and 
|terrazzo surfacing equipment. Mr. 
| Duryee formerly was a member of 
| the advertising and marketing de- 
|partments of Minnesota Mining & 
Mfg. Co. 
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for MORE business... 
POTLIGHT, 


your products 
with... 


NebAWUe ~ 


i Sr ite 2c od ee — os es a \.. Si nA fe 


“You ain't seen nothin’ " 
KLEEN-STIK Labels can do for your products, your 
business! It's the proved way of attracting and selling ' 
audiences at the point of sale. Large or small, almost any 
product becomes a star sales attraction when enhanced 

with a Kleen-Stik brand identification or sales-stimulating 

feature label. They stick tight almost indefinitely, yet é 
remove when necessary. t 


Ever thought about Roll Labels? Special dispensers 
and pressure-sensitive roll labels save time and 
money for any volume labeling job. Your roll 
label printer will 
you require. Ask h 


KLEEN-STIK PRODUCTS, INC. 


225 NORTH MICHIGAN AVENUE - 
Pioneers in Pressure Sensitives for Advertising and Labeling 


\ike show busines., 


SS 
a, N 
_ em 


. : 


Swit suis 


... until you see what easy-on 


supply you with exactly what 
im. 


CHICAGO 1, ILLINOIS 


aay ais 


FRE Erest-iv-yoursett xit 
Test pressure-sensitive labels 
on-the-spot in your own plant. 
Write today! 
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Heads Coast Shopping News named general manager of the, 
Don Fazackerley, formerly with | San Francisco Shopping News and | + geeze, mister, how do you stop 4 squeak?” 
the San Francisco News, has been| the Oakland Shopping News. 


BBDO Will Open 
‘Permanent’ Toronto 


Always the Grightead spot 
at the point of purchase... 


... signs that sell 
... Signs that serve 


That last brand name reminder at the point 
of sales is the most important link of your en- 
tire advertising campaign. Make sure your 
point of sale signs gain maximum attention 
and do your product full justice. Make certain 
they are Meyercord Decal Signs. Meyercord 
Decal Window Signs sell everything from 
cigarettes to tractors, paint to perfume. 
Whether your program calis for a straight 
sales presentation ... or a service sign com- 
bining a product reminder with “store hours,” 
“street address” or other information . . . the 
quality and superior production factors of 
Meyercord Decal Signs will assure 
more locations and better store posi- 


tion. Let an experienced Meyercord 
Salesman give you the full facts. Just 
drop us a line today. No obligation. 
The Meyercord ADvisor Manual, in full color, 
will supply much valuable background on De- 
cal Signs for Point of Sale use . . . ask for your 
free copy (on company letterhead, please). 


DEPT. R-201 « 5323 WEST LAKE STREET « CHICAGO 44, ILLINOIS 


Branch April 16 | 


New York, April 4—Batten, | 
Barton, Durstine & Osborn is| 
/opening a Canadian office “to 
| better service our present clients | 
| who have distribution and manu- | 
| facturing facilities in Canada.” | 
| The move was forecast in AA| 
Feb. 27. 


| gave this explanation to ADVERTIS- | 
Inc Ace for the agency’s first | 
move outside of the U. S. He said 
the decision to launch a Canadian 
operation was “a long contem- 
plated action,” resulting from ex- 
pansion of clients’ business in the 
dominion. 

Mr. Cashin emphasized that the | 
Toronto office will not be a “so-| 
called service office” or “an out-| 
post.” It will, he said, be a “com- 
pletely staffed office,” offering 
“full-fledged agency service.” 

BBDO will officially open the 
office April 16. As previously an- 
nounced (AA, March 12), it will} 
be managed by Leslie F. Chitty, | 
now assistant to the managing di- | 
rector of Cockfield, Brown & Co.| 


® At the outset, the office will| 
have a staff of 10, “predominantly | 
Canadian.” Mr. Chitty’s executive | 
team will be composed of S. Ram- 
|say Lees, director of radio and 
| television, who now holds the 
same post with Ruthrauff & 
Ryan, Toronto; Ralph G. Draper, 
print media manager, formerly | 
with All-Canada Television and 
Leo Burnett Co. in Canada, and | 
Ronald Cross, production mana- 
ger, formerly with MacManus, 
John & Adams, Toronto. 

Mr. Cashin conceded that anti-| 
American feeling is currently 
running high among Canadian | 
|}admen. He believes, however, that | 
BBDO will not draw any of this) 
resentment. 

He explained that Canadian ad- 
men have been “burned” by the | 
tactics of some American agencies, 
which duck in and out of Canada, 
opening an office to service a 


| 


SS 


“Wait here a minute, son. . . I'll get the 


wait, 
gentlemen!” 


you travel in safety 
And incidentally, 

the ran, deve caret a 

way of preserving lif 


CALLING ALL CARS—Shown here are two of a series of cartoons and 

copy which promote automotive care. Chek-Chart Corp., Chicago, 

producer of lubrication charts and guides, sent the series in repro- 
duction proof form to its oil company clients for free use. 


special account and then with-, 
drawing when the business no) 
longer warrants a branch. 

| 
= Mr. Cashin said BBDO does| 
not operate in this fashion. He 
said the Toronto operation is an 
extension of the agency’s U. S.| 
branch office system. “We have | 
15 U. S. branch offices,” he 
pointed out, “more than any other | 


| agency. And we have never closed 
| an office.” 


Mr. Cashin declined to say 
'which accounts the Canadian of- 
fice will be handling. They will 
come from the domestic roster of 
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famm’s 
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* Display created and produced by Sigrist 
Display Advertising, Chicago, Illinois 


Foc eR a 


* 
..- sell more BEER 


Hamm’s dancing glasses are helping to sway the 
public — and they are producing plenty of sales for the 


beer from the Land of 


example of the many special actions possible with 
Hankscraft display motors. You'll find many other 
famous names in action with these low-cost, trouble-free 
motors. They operate for weeks without attention — 
and on ordinary flashlight batteries! 


FREE BOOK — of detailed inf 


Sky Blue Waters! Just one more 


and di gs on all the Hankscraft display 


motor models, special licatix 


and free ig service that will help you 


PP 


plan the most effective animation for your display. 


THE HANKSCRAFT COMPANY 
Reedsburg, Wisconsin 


Sales Offices in these principal cities: 


CHICAGO 
DALLAS 


PHILADELPHIA 


TORONTO (Ontario) * 


MINNEAPOLIS * NEW YORK 
SAN FRANCISCO (Erlach Lee Company) 


THE HANKSCRAFT COMPANY 
Reedsburg, Wisconsin 
Please send me FREE manual on 


Hankscraft Display Motors. 


140 clients. 
He pointed out that BBDO cur- 


|rently handles out of New York 


the export advertising for some 20 
clients. Another 20 clients use 
other agencies for their Canadian 
advertising. 

Mr. Cashin said that at the be- 
ginning the Toronto office will 
not solicit local accounts in Can- 
ada. He also said that “at the 
present time,” BBDO has no plans 
for offices in other countries. 

A group of BBDO bigwigs will 
be in Toronto for the April 16 
opening. In addition to Mr. Cash- 
in, the party is expected to include 
Ben Duffy, president; J. D. Dan- 
forth, exec vp in charge of client 
relations; Bob Foreman, vp in 
charge of radio-tv, and Clayton 
Huff, assistant treasurer. 


McCann Names Rasmussen 
S.F. Manager; Appoints 4 

Phipps Rasmussen, vp of Mc- 
Cann-Erickson, has been appointed 
manager of the agency’s San Fran- 
cisco office. He joined McCann- 
Erickson in 1939. Associated with 
Mr. Rasmussen in his new post 
will be an operations committee 
consisting of Joseph R. Fox, Bur- 
ton C. Granicher, Clarence Hes- 
torff and Frederick H. McCrea, all 
vps. Henry Q. Hawes continues as 
senior vp and western regional 
manager. 

In Chicago McCann-Erickson 
has appointed Douglas Gabrielle 
a television producer and Armond 
Fields to the research staff. Mr. 
Gabrielle formerly was with Kling 
Studios, and Mr. Fields previously 
was a research associate with the 
University of Illinois. McCann also 
has named William Klein, former- 
ly with Kamman-Mahan, an ac- 
count executive in the Cleveland 
office and Ralph W. Smith, for- 
merly general manager of Frank- 
lin Simon retail stores, director 
of personnel in the New York of- 
fice. 


True Story Raises Rates 

True Story Women’s Group 
rates will be raised, starting with 
the October issue, by about $900 
a page for a b&w, one-time in- 
sertion. The new rate schedule is 
based on a guaranteed rise of 200,- 
000 in circulation to 5,800,000. 
New page rates for one-time in- 
sertions are: black and white, 
$13,815 from $12,949; and four 
color, $20,242 from $18,973. 
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‘Save—Go Later’ 
Vies with ‘Pay Later’ 


as Travel Slogan 


New York, April 3—Nothing 
stands still in the travel world— 
least of all the slogans. It used to 
be “Go now—pay later.” But the 
latest is “Save now—go later.” 

That’s the inducement proposed 
by Vacation Club Inc., which 
promises “a vacation with dis- 
counts—the biggest discounts pos- 
sible” if you’ll only become a club 
member ($5 annually) and make 
weekly deposits in your own ac- 
count at a branch of the Bankers 
Trust Co. Size of the deposits de- 
pends on the trip you have in mind. 

Members can select their vaca- 
tions and know the costs right af- 
ter joining the club. A brochure 
says: “Choose your vacation from 
the vacation club travel manual, 
which indicates not only the of- 
ficial advertised cost, but also the 
discounted cost to members.” 


® Speaking of advertising, the 
club itself will promote its program 
“only in the [New York] metro- 
politan area at present.” Current 
plans “call for the use of all media 
with high ‘travel-conscious’ read- 
ership, although until a national 
organization is established, net- 
work radio and tv and national 
magazines will not be _ used.” 
Franklin Bruck Inc. is the agency. 

Organizers of the club are Ann 
Martin, who has operated travel 
agencies here and in Florida; and 
Richard Klingon, a lawyer, who 
once worked for Merrill Lynch, 
Pierce, Fenner & Beane. 


Forjoe Opens Seattle Office 
Forjoe & Co., New York, radio- 
tv station representative, has 
opened a branch office at 414 
Times Square Bldg., Seattle. 


e GIVES YOU MORE 
PER CASE — 


chan Augfodg! 
YOU GET ALL 


@ INCREASE YOUR SALES! We hove hun- 
dreds of exclusive premium items from 
which to choose. Millions of boxes of 
foods and staples have been sold with Utica 
premiums. You tell us how much you can 
spend per case—15¢, 40¢, $1.00 or $5.00 
— we'll do the rest. 

@ EXTRA INCENTIVES! You'll also get Sales- 

men Incentives and your ‘Best’ salesmen's 

prize! 


RM FREE SALESMAN’S PRIZE 
<n. - on 
¥ a ett Bee 
Tre a Se fob \ 


= + / 
Bind Out ladag: 
; UTICA CUTLERY CO. 
UTICA CUTLERY CO. 
825 Noyes St., Utica, N. Y. 
Gentlemen: Please tell us how you do it. 
We're interested in Dealer premiums. 


Liebig Foods Starts Drive | 


Regina Trading Corp., New| 


York, importer of Liebig Products| | 


of France, has started an institu-| 


tional and consumer campaign to! @ 


promote the Liebig line of fine | 
foods. Newspapers, magazines, | 
radio and business publications 
will be used to advertise dehy-| 
drated and concentrated soup) 
mixes: Two types of beef-and-| 
vegetable broth and three types of | 


| 


prepared sauces will be intro-|/ 
duced. Ralph D. Gardner Adver-| 
tising, New York, handles the|§ 


account. 


General Cigar Buys Bowling 
General Cigar Co., New York, 
will sponsor “National Bowling 
Champions” live from Chicago 
starting April 8 at 10:30 p.m., EST. 
The program will be seen on alter- 
nate weeks over NBC-TV in the 
time period vacated by American 
Tobacco Co., which has cancelled 
“Justice.” Time for White Owl 
cigars was bought through Young 
& Rubicam. 
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| Stokely-Van Camp Sets Drive 

Stokely-Van Camp, frozen foods 

division, Mt. Vernon, Wash., will 

launch an intensive radio spot 

|campaign May 1 for its line of 

| vegetables, fruits, meats and 

NICE WORK—Patty | specialty products. The campaign 
Lee, with a years will be based on a musical jingle 
supply of clean-| now being produced by Song Ad 
ing aids, reminds| Film-Radio Productions, Holly- 
grocers and con-| wood. The jingle will tie in with 
sumers that) the Stokely “Spring Garden Good- 
spring cleanup| ess” promotion for the frozen 
time is here.| foods line. Calkins & Holden, Los 


Church & Dwight | Angeles, is the agency. 


Co., New York, ‘Portsmouth Times’ Bows 
sponsors the re-| The Times, Portsmouth, Va., a 
minder and also new daily and Sunday newspaper, 
a current nation-| will begin publication April i5 
wide houseclean-| With an anticipated 25,000 circula- 
ing promotion —— pgs ee saa 
jas F. Bie, who said the Times is 
Eweugh grocery | packed by “800 stockholders, in- 
chains and su- : : , mt ; 
|cluding almost every retailer in 
permarkets On| portsmouth.” The newspaper will 
behalf of its! be published by Portsmouth News- 
Sal Soda Con-| papers Inc., headed by A. A. Ban- 
centrated, |gel. Ward-Griffith, New York, is 
|the national representative. 
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Labels, packaging, displays, brochures, calendars. 


Modern one-stop shopping coordinates your complete promotion 


program. Planned by creative designers with success 


stories in every major marketing field . . . produced by 


scientific quality control. Bronzing, embossing, 


die-cutting and every sort of varnishing, including 
our exclusive Consol-Lustre. 


Laboratory-testing for scuff and fade resistance. 


Won't it be worth your while to use this 


efficient, one-stop shopping plant? 
Consult Consolidated on your next promotion plan. 


Window, Counter or Merchandising Displays in Light, Motion or Dimension 
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VENUS & SANTA—The spinning top in the Old Hickory bar display is powered by aflash- Choo...Choo...Choose Arvin radios” is urged by this Christmas piece. The flat cars 
light battery. Einson-Freeman, Long Island City, created the display for Old Hickory allow the dealer to display one, two, three or four radios. The train was produced by 
Distilling Corp., Philadelphia. A revolving cylinder holds a gross of American Lead Berger-Rivenburgh, Chicago. Any slight breeze activates the mobiles on the Scotch 
Pencil Co.’s Venus coloring pencils surrounded by other Venus packages, “Choo... brand tapes display produced by Zipprodt, Chicago. 


COLDS & RATS—The Cellucotton division of Kimberly-Clark Corp., Chicago, offers re- Ekco Products Co. stainless steel housewares are displayed in a 5’ space. Total retail 
tailers this Sneezin’ Season bar, topped with red-nosed Mr. Sinus P. Sneezy—designed value of the fully stocked display is $590. A three-color display promotes Dr. Hess & 
for impulse sales of Kleenex and other “cold comforts.” Miller Brewing Co.’s new Clark rat and mouse killer. The counter display, which doubles as a shipper, was de- 
theme, “Go First Class,” is featured on a bar sign. Five nationally advertised lines of signed by Hinde & Dauch, Sandusky, O. 
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GRASSHOPPERS & HORSES—Wood, color lithography and flashing light draw attention duced Quaff-Aid, a hangover chaser manufactured by Amber Laboratories, Milwau- 
to cameras in this display produced by Kindred, MacLean & Co., for Ansco. Packaged kee. A carousel promotes, appropriately enough, the new Carousel Cleaner made by 
bait is displayed in these four-color letterpress printed cartons by Milprint, Milwau- Westinghouse Electric Corp. The display is animated with air from the vacuum, Kin- 
kee, for Day Bait Co., Port Huron, Mich. Another Milprint-produced display intro- dred, MacLean & Co., Long Island City, produced the display. 
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Phe Best ldeas at tle PO.P.AI. Show. 


will be found at the INDUSTRI. L Booth — 


* 


Si io ae IsPLAYs that SELL at the point-of-purchase! 

1 | 4 — Displays that Compe. shoppers to stop 
tt ¢:.e=- and buy! 

7 eer “ye See them all at the Industrial Booth. .. 

nos motion, outdoor, counter, floor merchandisers, 

Sl a window units, combination shipping carton 

I VALEX- se VALE and display units . . . ALL the best ideas will 

2 '@ 21G 4 be found at Boorus 11-12 at the POPAI show! 
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ROLLS ANYWHERE... 
EVEN UP AND DOWN STAIRS! 


Bk fe og Phorpoonesronsios 


985 MADISON AVE., NEWYORK 17,.N.Y. > 2 
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ducted over the past five years. 

The analysis shows that most 
consumers these days do a great 
dealing of checking and comparing 
of major appliances, taking from 
one to four months to think things 
over before they buy. During this 
period, between 65% and 95% of 
consumers consider from 4 to 12 
competitive brands. The dealers 
have been seeing this trend re- 
flected in the 80% increase in store 
traffic, compared with actual sales 
increases of only 10% to 20%, the 
report says. 


Appliance Buyers 
Become Choosier: 
Hotpoint Survey 


Less Price-Conscious, 
Purchasers of Major 
Items Ponder ‘Features’ 


Cuicaco, April 3—Today’s major 
appliance buyers are far more|® When they finally do buy, con- 
selective in their purchasing than|sumers are swayed most by the 
they used to be, but they’re much | “features” of the appliance, ac- 
less worried about price. “Fea-| cording to the survey. Dealers es- 
tures” and gimmicks have proven|timate that the “features” angle 
to be the biggest selling factor, | has been the motivating factor in 
with product reputation and ap-|consummating 75% of major ap- 
pearance counting second and_/|pliance sales. 
third in the consumer’s mind. Some consumer responses about 

These are the highlights of a| what features they specifically 
Hotpoint Co. report of major ap- | wanted: I like the automatic grid- 
pliance buyers’ motives, based on/dle; saves space, easier to keep 
an analysis of market surveys con- clean, rolls out for cleaning, larger 


AES 5 0S Se eames 


Merchandising-wise is this unique case- 
topper corrugated floor stand. The con- 
tents of four opened cases of McCormick 
Teo Bags rest on a four-case reserve be- 
hind the attractive front panel. The entire 
display was rubberplate printed in high 
gloss red, brown, green and yellow on 
snowy white corrugated, by Gibraltar’s 
exclusive Vornicolor Process. 


To be piping hot at point-of-sale, just 
call The Man From Gibraltar. 


3 Eatin Koad, Clifton, New Jersey 
NEW YORK: LACKA 
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HELPING HAND—Chicago’s educational television station WTTW, now 
engaged in a drive for funds, gets an assist from WCFL, Chicago 
radio station. William A. Lee, president of WCFL and of the Chicago 
Federation of Labor, which owns and operates the station, presents 


a check for $5,000 to Edward L. Ryerson, president of WTTW. Look- 
ing on is Renslow P. Sherer, volunteer exec vp of WTTW. 
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oven, food easier to reach, clothes; Another interesting conclusion 
dry faster, clothes don’t tear, like drawn from the survey is that, 
the front loading feature, stainless|contrary to widespread dealer 
steel finish, unit heats up faster, | suspicions, discount houses are not 
hate to carry out garbage. taking away a significant part of 
Next to features, consumers the major appliance business. The 
were most impressed by product} report showed that no more than 
reputation, appearance and con- | 1 out of 240 consumers mentioned 
venience. The product reputations | purchasing their appliance from a 
were based on recommendations | discount house. 
from friends, neighbors, relatives | 
and dealers, in that order. | Scott Paper Considers Plant 
The price factor, a big motiva-| Officials of Scott Paper Co., 
tion for the consumer between 1950 | Chester, Pa., are considering es- 
and 1954, continues to become less tablishing a $25,000,000 chemical 
and less important, according to| pulp mill in Nova Scotia. James 
the survey. Fewer customers, the | Madden, vp, said a proposed 
report says, now regard price as|site at Mulgrave “appeared prom- 
either an inducement or much of | ising.” Mr. Madden said a decision 
an influence in buying. probably will be announced late 
‘in April, when a team of inspectors 
® As for reducing the lapse of turns in final reports on possible 
time while consumers think over | sites. 
an impending purchase, the anal- 
ysis suggests that consumers would 
buy quicker if: (1) Dealers had | 
demonstrated the appliance, (2) | 
someone really tried to sell them, | 


Hotiman Beverage Elects 
Hoffman Beverage Co., Newark, 
N. J., a subsidiary of Pabst Brew- 


Advertising Age, April 9, 1956 


Screen Actors Get 
Bargaining Rights 
Over All Movies 


Ho.Liywoop, Cat., April 3—The 
Screen Actors Guild announced 
jlast week that it has negoti- 
ated contracts with the Assn. of 
Motion Picture Producers and the 
|Alliance of Television Film Pro- 
|ducers which clarifies the guild’s 
leollective bargaining agreements 
|over all motion pictures, including 
those made with tape or other 
electronic devices. 

John L. Dales, the guild’s na- 
tional executive secretary, said the 
guild hopes that the revised con- 
tracts will prevent any misunder- 
standing about the extent of the 
motion picture field in which the 
guild operates. 


s Such a dispute cropped up fol- 
lowing American Federation of 
| Television & Radio Artists’ recent 
negotiation of a “clarification” of 
its contract with the tv networks, 
which was construed as attempting 
to extend AFTRA’s field beyond 
those shows produced “in the live 
manner,” Mr. Dales said. 

Mr. Dales said that with negoti- 
ation of the definition of the term 
“motion pictures,” there should be 
no reason for dispute between the 
two unions. 

A motion picture, as defined in 
the guild’s new agreement, means 
“motion pictures whether made on 
or by film, tape or otherwise, and 
whether produced by means of 
motion picture cameras, electronic 
cameras or devices, or any com- 
bination of the foregoing, or any 
lother means, methods or devices 
|/now used or which may hereafter 
be adopted.” 


McCorkindale to Pillsbury 

| James D. McCorkindale has 
| joined Pillsbury Mills Inc. as proj- 
ect manager in the company’s feed 
| division advertising department at 
| Clinton, Ia. He formerly was with 
| Wessling Services, Des Moines fi- 
|nancial advertising service. 


| 


(3) the dealer had made a home 
call, (4) the dealer knew more 
about the product, (5) the dealer 
had agreed to install, or if the 
dealer had (6) sold on credit, (7) 
taken a trade-in, or (8) agreed to 
a home demonstration. 


| ing Co., has named Harris Perl-| 

'stein chairman and has elected Zier Joins Sandvik Steel 

|Marshall S. Lachner president,| Robert Zier, formerly with the 
succeeding Mr. Perlstein. W. O.|advertising department of U. S. 
Dillingham and George W. Fraser| Rubber Co. and Buchen Co., has 
were reelected chairman of the|been appointed advertising man- 
administrative committee and exec|ager of Sandvik Steel Inc., Fair 

| vp, respectively. Lawn, N. J. 


At last! A “‘pressure sensitive’’ decal sign that 


is applied in seconds without 


adheres with the same permanence and dur- 
ability of a standard decal sign . 
first trying PRESTO-CALS report, 


love them!" 


Extra heavy duty for outside weather and wear. . 
does not interfere with window washing! After set- 
ting (approx. 24 hrs.), the PRESTO-CAL can not be 
easily removed by children, storekeepers or com- 
| petitive salesmen as ordinary paper ‘‘pressure 


sensitives"’. 


WATERLESS DECAL SIGN 
by A\MERICAN MiDECAL} 


R - ADHESION — 
ee 


Tyre AD 
: On WINDOWS 
 poors 
— yEHICLES 


‘COOLERS 
_ VENDING 
7 pispLay CAS 


water — yet 


. . advertisers 
“Our salesmen 


ETC. 
FIXTURES, an 
—_ Write for F 2 E 


SAMPLES AND LITERATUR 
ON YOUR LETTERHEAD, PLEASE. 


_ AAmerican Decalcomania Mo. 


Filth Ave, 


Offices in all principal cities 
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PICTURE TRICK—A new photographic effect—blurred and mottled— 
characterizes current Charles of the Ritz advertising. This ad, in 
1,200 and 2,400-line sizes, is running in 16 newspapers across the 
country, while color and b&w page ads are scheduled for Charm, 


Cue, Glamour, Harper’s Bazaar, 


Holiday, Mademoiselle, Playbill, 


The New Yorker and Vogue. Don Briggs, a commercial unknown, 
is the photographer; Rockmore Co., the agency. 


Agriculture Department 
Predicts Rise in Cigaret Output 
Cigaret production in the U. S. 
in 1956 will top the 1955 total of 
412.5 billion, according to a De- 
partment of Agriculture predic- 
tion. The 1955 output was 3% 
more than the 401.8 billion pro- 
duced in 1954. An expanding na- 
tional income together with stable 
cigaret prices and a slight increase | 
in the smoking-age population will 
insure a jump in production, and | 
presumably an increase in con-| 
sumption, the department the-| 
orizes. 
The cigaret industry’s 1955 up- 
turn was attributed partly to less | 


publicity about the health issue, 
officials said. The Internal Rev- 
enue Service has reported cigaret 
smoking in January, ’56, rose 8% 
above the same month a year ago. 
Beside cigarets, the January report 


|said, smokers puffed 11% more 


cigars, but smoked 12% less pipe 
tobacco than during January, ’55. 


Edelman Promotes Three 

Daniel J. Edelman & Associates, 
Chicago, public relations company, 
has named Alma Triner and 
Gordon Winkler division mana- 
gers and Helen Douglas head of 
the magazine department. All 
three are account executives of 
the company. 


Food Company Study 
Shows 81% Used New 
Packages Last Year 


New York, April 3—A newly 
completed survey shc ws that pack- 
age changes were rade by 81% 
of the nation’s food :.anufacturers 
last year. 


The study, made ! » Don White | 


Inc., marketing cons! |tant, for the 


Folding Paper Bo> Assn., also 
shows that 75% of 307 food and 
grocery companies -urveyed re- 


ported a new packige meant a 
boost in sales. More ‘han half said 
that “most or all the sales increase 
was due to the packs ze.” 


® Most important go! in deciding 
on a new package is to get display 
value and customer attention, ac- 
cording to 16% of those inter- 
viewed. Brand identification was 
paramount with 21°). Packaging 
changes were planned on the basis 
of an analysis or study in slightly 
more than half the instances. 
Most influential member of the 
company in making the packaging 
decision was found to be the sales 
manager—at least according to 
31% of the manufacturers. Anoth- 
er 23% listed a “packaging com- 
mittee” as most important. 
Packaging costs should be allo- 
cated either to sales or advertising, 
according to 23%, while 77% said 
such costs should appear under the 
heading of “production expenses.” 


‘Post’ Revenue Is Up 

The Saturday Evening Post re- 
ports advertising revenue of $20,- 
636,261 for the first quarter of 
1956—the biggest first quarter in 
its history. This is a gain of 17.6% 


“i lay can be ony — 
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STANDARD | 
PRINTING CO. : 
‘ 201-209 NORTH THIRD STREET 4 

HANNIBAL, 


~~ 


a eolly 


in point of 
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ACTUAL 3-D EFFECT — Your product is 


projected out front . . . giving a true 3-dimen- 
sional display . . . merely by locking the easel. 
EARNS HARD.-TO-GET ISPLAY SPACE — An 


interesting, eye-catching Cardarama displ. 
will appeal to your dealers. Your product wi 
get its share of prized retail display space, be- 
cause even a small Cardarama “pays its own 
way" better than larger—but less—compelling 
— displays. VERSATILE — Your ad, product, 
package, trade-mark, etc., will be projected to 
attract the attention of passing trafhe. ANIMA- 
TION — such as, flasher light, battery kicker 
unit, etc., is easily adapted to Cardarama. 
Cardarama was ‘enthusiastically received at the 
recent P.O.P.A.1. show in Chicago. 
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STANDARD PRINTING CO. 
201-209 NORTH THIRD STREET, HANNIBAL, MISSOURI 


OC Please send me a free sample of Cordarama display and full intorma- 


CD Please show me how enclosed display can be odapted to Cardorama. 


Be 


MiSSOURE 
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|400 Kosher Products Now os 

Available to Consumers re 
More than 400 brand-name 

grocery items are now available to 

consumers of kosher products be- 

cause of the cooperative effort of 

the Union of Orthodox Jewish 


Congregations of America and 
American food and related indus- b 
tries. = 


The union’s program now covers 
virtually every classification of 
commercially-produced and dis- 
tributed products for the home 
acceptable to religiously-observ- 
ant Jewish consumers. This pro- 
gram is reported to be the only 
public service effort of its kind in 
the U. S. 


MAX SPIVAK, formerly with the New 
York Times for 14 years, has been 
appointed director of merchandis- 
n i- |. , 
bune. Prior to that he owned the| Lifetime Living’ Adds 2 

: by Morton M. Friedman has been 
M. Spivak Advertising Agency, named business manager and Gene 

New York. |Welk circulation manager of the 

|Journal of Lifetime Living, New 
| York. Mr. Friedman was previous- $ 
over the first quarter of 1954. The ily with Street & Smith Publica- a 
number of pages of advertising | tions. Miss Welk had been with the i 
were 827.3, an increase of 7%. |New York Journal-American, 


new display caimensions ky 
get selfing action... 
at coynter-card cost! : 


% 


SQU2 5-721 Pe 


... bring to life the saleable features of % 
every product you promote. No cardboard 
mounting is needed—greater economy! No limitation 
on design—infinite new shapes! No moving parts 
—sets up in seconds anywhere! SEN, 
Display specialists at Chicago Show ae 
are ready now, to create a 
sales-stimulating Squee-zel for you! 


I 
I 
I 
1 
\ 
4 


EXCLUSIVE WITH 


CHICAGO SHOW PRINTING COMPANY + 2640 N. Kildere Ave. + Chicago 39 


U. 8. Patent Nos, 2555086 and 2654970, other patents granted and pending. Trademark Squee-sel Registered 
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Fletcher Richards Names 3 a sales executive of KGO and 
VPs; Appoints Chandler _KGO-TV, has joined anon sar 

Fletcher D. Richards Inc., New| Richards, San Francisco, as di-| 
York, has appointed three new Tector of media. 


vps. They are Seymour J. Frolick, 
director of the tv and radio de- Connelly Joins Skyway 
partments; John E. Hamm, an ac-| Marion S. Connelly, former 
count executive, and Alfred E.| president of the Luggage & 
Smith, manager of the San Fran-| Leather Goods Manufacturers 
cisco office of Harrington-Rich-| Assn. of America, has joined Sky- 
ards, West Coast divisions. way Luggage Co., Seattle, as vp in 
MacLean Chandler, formerly charge of marketing. 


MONEY IN TH 
oAM 


WHETHER YOU BUY OR SELL 


If Point-of-sale is your 


DOUBLE.DUTY—This Litfass pillar includes ads for Breuninger Depart- 
ment Store’s 75th anniversary, a concert by the Stuttgart Philhar- 
monic orchestra, the spring poster for Reval cigarets, a poster plug- 
ging tv from the Southern German Radio Network and an adver- 


business it wi il pay tisement for the ong fair and ae 
you to know us 100 Years Old, Litfass Invention Is 


WALTER MARSHAK Inc. Pillar of German Outdoor Advertising 


(Continued from Page 2) window displays to Litfass pillars 
everything from art-show an- and protesting vigorously against 


Volume producers of ; : 
d a | nouncements to cigaret and soap pen coer sagetenaper In Hilch- 
| advertising. enbac e poster pillars were out- 
permanent isp ays lawed by the city council. 
75 Roebling St., Brooklyn, N. Y. # But just as there are opponents 


Administration of the pillars 
‘of outdoor advertising in the U.S., varies from city to city, as do the 
‘so in Germany there is an organ- sizes. In Cologne, for example, the 
° - 
% Find out what fresh ideas 
can do for you... 
Check duction faciliti 
eck Our production facilities 


ized opposition to the pillars, de-| city owns the pillar, sells the space 
TEL-A-SIGN 


spite the fact that they’re not half and actually employs the crew that 
INDOOR AND OUTDOOR 


as noticeable as their opposite does the pasting job. 
ILLUMINATED PLASTIC SIGNS 


numbers in the U.S. In Stuttgart, on the other hand, 
CLOCKSIGNS 


Despite the limited scope of the a local printing house owns the 
outdoor medium, last year several pillars and operates the outdoor 
small Rhineland towns started program. 
agitating actively against the in- 
dustry, damning everything from s Some of the properties on which 
pillars are located belong to private 
individuals; those set on sidewalks 
naturally are on city property. The 
/managing company pays the city 
an annual rental for the property, 
as well as a share for the franchise. 

In the majority of cases, the 
| cities own the pillars but turn the 
| poster operation over to commer- 
|cial interests on a franchise basis. 

In cities of more than 5,000 pop- 
ulation, there is one pillar allotted 
for every 1,000 inhabitants. In 
smaller communities the ratio of 
pillars is higher. The pillars usual- 
‘ly are spread throughout the city, 
with the heaviest concentrations in 
thickly populated or heavily trav- 
|eled areas. Streetcar stops, impor- 
tant crosswalks and intersections 
and shopping districts are, of 
| course, ideal locations. 


The most modern plant in 
the sign industry—operat- 
ing the latest equipment for 
straight line production—in 
metal, plastic and glass . . . 
Designing and manufactur- 
ing the nation’s most com- 
plete line of advertising 
signs and displays. 


's Originally the Litfass pillars 
| were heavily ornamented cast iron 
| affairs, with a variety of roofs and 
covers. Today, however, they are 
simple, concrete rings set on top of 
each other weighing nearly five 
tons. Though the size varies from 
city to city, the heights average 
10’, the circumferences 14’. 

Space is sold on a sheet-unit 
basis; the sheet measures 23x33”. 
The smallest space sold is a quar- 
ter of a sheet, the largest six 
| sheets. The majority of cities offer 
‘full, half, and quarter service, 
|usually spreading the posters at 
random throughout the community. 
There are exceptions in smaller 


Tell your story ... Sell your product... AT THE 
Point-of-Purchase more dramatically! more effectively! 


SERVING THE GREATEST BRAND NAMES IN AMERICAN INDUSTRY! 
; See these new TEL-A-SIGN 
developments... 


BRILUANT COLOR in MOTION 


“Telaglo 


LOOKS LIKE NEON BUT 
MADE of ENDURING PLASTIC 


ee : 


TEL -A - $I GCN IN Cc. Offices and Plant: 960 W. 122nd Street © INterocean 8-6800 


offices in: New York + Boston + Philadelphia + Baltimore - Atlanta + Cleveland + Portland + St. Lovis + Dollas + Son Francisce « Los Angeles 


Advertising Age, April 9, 1956 


towns, where three-quarter serv- 
lice also is available, and city dis- 
| tricts can be selected by the ad- 
| vertiser. 


| s Posters are displayed for a min- 
imum of three days, and service 
|can be bought in one-week, ten- 
| day and 14-day slots as well as for 
| longer periods, chargeable on a 
| day-to-day basis. 

| There is a sheet-day-pillar rate 
| that is used as the basic measure- 
|ment for charging the advertiser 
|throughout Germany. This rate 
hits a maximum of 25 pfennigs 
(6%¢) in villages and sinks to as 
low as 4 pfennigs (1¢) in West 
Berlin, which has more than 2,000 
pillars, 

National advertisers use a lay- 
out technique that resembles close- 
ly the 24-sheet poster that is com- 
mon in the U.S., but the tendency 
to increase the amount of copy is 
always present, because the pil- 
lars normally attract some readers 
who will take a few minutes to 
study what has been pasted up. 

This becomes possible because of 


For The First Time in the 
display industry! 
BATTERY OPERATED 


STOP and GO! 


4 STOPS IN 1 REVOLUTION! 


Sample unit $5.95 « Same unit mounted in a 
turntable $8.95 P.P. 

Runs on two flashlight batteries with a load of 
6 Ibs. for 5-8 weeks continuously! 


“SUPERTURNA”’ 


Another versatile battery-operated Turntable 


MAIN FEATURE: INTERCHANGEABLE Plates! 
Runs on 2 ordinary flashlight botteries for 5-8 
weeks with a load of 6 Ibs.! 


Sample Unit: $9.95 Postpaid 
“LILLIPUT 913" 


Runs on TWO FLASHLIGHT BATTERIES 3-4 
WEEKS with a load of 4-5 ibs. Can run ver- 
tically. 5 RPM. 


Sample unit with batteries $2.40 postpaid 
Ask for quantity discounts 
HERTVY COMPANY, INC. 
REGO PARK 74, NEW YORK, N. Y. 
Please visit Booth No. 7 at 
the POPAI Show, 
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109 
| the product illustration and cutting new in Germany, bu it has never | Dixie Cup Adds ‘Queen’ | company’s 1956 campaign is geared 
. copy to the bone. gained the foothold | did in Eng-| Dixie Cup Co., Easton, Pa., has to the theme, “Not all paper cups 


Basically, however, the German| land and France. Usi |ly there are | become a participating sponsor on are Dixie cups...Just the best 
outdoor advertising industry still | only two ads on the ‘side of each|the NBC-TV show “Queen for. a/ones.” In addition to the tv and 
thinks in terms of pedestrians or|car and a scattering: cards in the| Day” and is, according to Dixie, the radio shows, Dixie will use pages 
slow traffic. There is no highway | car interiors. lonly cup and container manufac-|in Parents’ Magazine and Time , 
advertising to speak of. Underpass-| Persil, Germany’s largest soap/turer to advertise on network tv.|plus ads in Better Living, Every- 
es sometimes are used by tire| manufacturer, last y ar sent float! Dixie also advertises on “Tonight”, woman’s Magazine, Family Circle, 
manufacturers and automobile|cars to several maj © cities, but|and “The Breakfast Club.” The Western Family and Woman’s Day. 
makers, but these are a small/this was such a nov ity sensation | 
group. that the German out oor advertis- 

Though other forms are taking|ing association still « scusses it in 
hold, in outdoor advertising the/| its newsletters. 
pillar still predominates in Ger-| A team of Amercans with a 
many. surplus Navy blimp have started 

In large cities there is a steadily | operating an aeria advertising 


Outstanding 


Quad-City Favorite 
Morning * Afternoon * Evening 


increasing use of neon, and the big | service based in Stut' :art. The first —— 
centers—Frankfurt, Hamburg,!/customer was a “scl naps” manu-|§ ° 
Stuttgart and Munich—already | facturer. ARB AND PULSE 


have an appreciable number of 
American-type spectaculars. Set Hall of Fame Deadline 
| All nominations fo: advertising’s | 
: s Important street car and bus) Hall of Fame must be received by 
: ; stops usually are marked with|the Advertising Federation of 
a oan ae rs used ine | glass-enclosed and lighted posts.|America by April 15 in order to 
. mm These carry, on one side, complete | qualify for this year’s elections. 
{ and a Salem No. 6,” for the past | schedules of the car lines that run|Nominations may be made by any 
| three years. This poster is 4’x8’| along that track. Mluminated post- person or group and must be sub- 
and is reported to be one of the! ers occupy the other three. mitted to the AFA, 250 W. 57th St., 
most successful in the series. | Transportation advertising is not! New York. i 


| 


FALL SURVEYS 


Ask For Figures 


Represented By 
AVERY-KNODEL 


the heavy schedule of concert, 
theater and lecture posters that) 
still run on the pillars. These de-| 
mand close scrutiny, and conse- 
quently brand name and product | 
advertising receive a great deal of 
: attention. | 


| 


g The pillars usually are covered 
with ads from top to bottom and 
all the way around. This heavy 

: demand poses some unusual prob- 

} lems for German advertisers, who 

j are turning to more and more color 
and better artwork all the time. 

The individual poster, even if it 
is a large one that runs 34%2x (the 

‘ maximum size), still faces a lot of 

competition on each pillar. In cir- 

#  cumference, there still is room for 

at least three more posters of the 

same dimensions. 

Germany’s increased motoriza- 
tion—there are nearly three times 
as many privately owned automo- 
biles now as there were before 
World War Il—also is playing an 
important role in changing the 


IN 

HAMILTON, 
MORE PEOPLE 
SHOP 
FROM 


THE REASON IS OBVIOUS— 


| —The Spectator has saturation coverage of Hamilton. 


| (Sells more newspapers than there are homes in Hamilton.) 


J —The Spectator has the third largest retail lineage 


FOUR-SQUARE—To make up for the | 


lack of lighted posters, German | E 
poreetion Phen git eB ccc 2 ngyemt in Canada. (Customers know where and when to shop.) 


trolley stops. This sign lights at 
night, advertioes the Merchandise —The Spectator’s readers ...urban and rural. . . believe, 
Credit Bank of Stuttgart. 


and act on the advertising they read in the Spectator. 


character of the pillar medium and 
the posters. The pedestrian can 
top to look at a pillar closely. B ° P . 
ments of clever Benen Se oon —The Spectator reaches the buoyant and booming industrial 
be induced to read nearly all of the 
copy. But the motorist has to be 
caught by more spectacular de- 
sign, brighter colors and a larger 
format. 


_payroll of Hamilton more than any other medium. 


The Hamilton Speclator 


One of the Seven Southam Newspapers in Canada 


| s Pillar advertisers are becoming 
increasingly aware of this problem 
and are changing, their pasting 
methods to meet the new problems. 
‘ Large, short copy posters are 
\ being placed on the sides facing 


{ automobile traffic. Smaller sheets, E-3795 

q with copy that requires close-up 

| reading, face the sidewalks. UNITED STATES REPRESENTATIVE i 
i National advertisers, in partic- CRESMER & WOODWARD INC. ( eer « 
} ular the cigaret manufacturers, are NEW YORK, DETROIT, CHICAGO, SAN FRANCISCO, LOS ANGELES, ATLANTA 


making radical changes in layout. 
They’re using cartoons, increasing Des 
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Readers Take Sides in Martineau’s 
‘Impact of Symbolic Communications’ 


To the Editor: Who bit Mr. | Martineau appears to hate with a 
Pierre Martineau? In his Niagara /|jealous rage amounting to phobia? 
of words in your March 26 issue) 
(aimed, incidentally, at proving 
that “words are becoming less) 
important”), why doés he harp 
with such personal venom against | 
the unnamed “old time advertis- 
ing practitioners’—‘“the old-time | 
experts ... whose eyes are those of | 
an old man”—and “copy oriented | 
people from the halcyon days of| to do with the soundness or un- 
print.” | soundness of advertising thinking? 

Who are these stupid ancients | Has wisdom suddenly become an 
whom he presumes to instruct?/ attribute of youth, and ignorance 
Could it be that they are all one| of age? 
man named Jim Woolf, whom Mr.| And just how juvenile does this 


processes—and, 


virile physical specimen, too. 


The Voice of the Advertiser 


This department is a reader’s forum. Letters are welcome. 


If so, I have news which may 
come as a shock to Mr. Martineau. 
Jim Woolf is not older, but young- 
er, than Pierre Martineau—young- 
er in all his thinking and creative | 
the last time I 
saw him, he appeared to be a very 


But what, pray tell, has age got 


self-appointed advertising oracle 
think he is? And, while I think of 
it, what credentials and qualifi-| 
cations does he possess to ponti-| 
ficate so loftily? What great ad- 
vertising campaigns has he ever 
planned and authored? 

Judged by the precious conceit 
and pedantry of his writing, one 
might assume that Mr. Martineau 
was a second-year college student, 
but acquaintances who have seen 
him inform me that he looks like 
a very old grad. 

As the late Will Rogers once 
remarked, “we are all ignorant— 
only about different things.’’ But 
before writing about advertising 
Mr. Martineau should endeavor 
to amend his ignorance of the sub- 
ject. Perhaps some extra-curricu- 


There’s An Easier Way 
To Get Attention... 


THE BEST WAY... 


Sell to men? Sell your customers the 


easy way ... the best way! Reach 
1,200,000 reader-buyers, 98% male. Con. 
centrate in THE SPORTING NEWS. Men 
buy it, like it, read it from the iront page 
to the last. And have confidence in it. 
It's almost as old as baseball itself and 
just as lively. 


lar coaching by an outstanding old 
pro such as Jim Woolf might 
deter him from uttering such idi- 
otic statements as: “People spend 
less and less time with any adver- 
tising because they have to divide 
their time over more advertising.” 

Apparently he hasn’t heard 
that readers don’t allocate any 
time to any advertisements, ex- 


stop them—through the power of 
ideas conveyed through words and 
pictures—sometimes even words 
unadorned with pictures. 


him that advertising is not in- 


tion (or aesthetics), but solely as 
|a means of buying SALES. 
| In the year 1956 Mr. Martineau | 


cept those which reach out and_| 


dulged in by advertisers as an| 
academic exercise in communica- | 


| invariable modesty and good! 
| taste. 
| Even though Mr. 


Advertising Age, April 9, 1956 


| I believe with Mr. Martineau 
jthat “we haven’t even scratched 


Martineau | the surface, yet, of understanding 


may have read, as he would have! the impact of symbolic communi- 
us know, “The Meaning of Mean-| cations, particularly in such modes 


ing” by 
(“including its 
Malinowski”), 


supplement 


Ogden and Richards,|of communications as aesthetics, 
by| but I think this very definitely is 


| 


and Hayakawa’s'an indicated area for research to 


“Language in Thought and Ac-| probe.” 


tion” 
“Philosophy in a New Key,” and)! 


“Feeling and Form”—and even) 


though he is 100% hep to “the 
two levels of meaning occurring in 
all written and spoken communi- 


cation”—and though he is fully | tivations 


and Dr. Suzanne Langer’s, 


Since this area of aesthetics has 
been my hobby for the past 
seven years, allow me to endeav- 
or to make a contribution. 

Basically art-oriented, my inter- 
| est has been to investigate the mo- 
and compulsions that 


attuned to every subtle nuance of | contribute to the creativity of the 


“evocative affective 
(whatever 
doesn’t help much. He is still 
floundering around in a state of 
complete Freudian fog—and that’s 
the worst kind there is. 
THOMAS ERWIN, 
Advertising and Merchandis- 
ing Consultant, Chicago. 


meaning’ 


To the Editor: There are three 
kinds of people in this world; 
those who contribute to the ad- 
vancement of ideas by original 
thinking, those who drag their feet 
in an effort to maintain the status 
quo, and those who don’t give a 


that may mean), it | 


| artist. To explore the phenomena 
of artistic experience, we must dif- 
ferentiate the varieties of aesthetic 
levels of appreciation and recep- 
tivity. In art the spectator must 
learn by “insight” or intuition the 
meanings of the symbols shown. It 
|is his sensitivity to his own emo- 
\tional needs that facilitates this 
|interpretation of symbols. He will 
be able to participate only at the 
aesthetic level dictated by his emo- 
tional needs of the moment. 

If I may offer a plausible ex- 
planation of the forces at work op- 
| posing creativity to which many of 
|us succumb, it might be explained 
\thus: The creative mind becomes 


damn either way. The desire not| stagnant when it becomes compla- 


to be included in the last group is | 


the reason for this letter. 
It is obvious that Pierre Marti- 


neau should be placed in the first | 
|jected for fear of upsetting this 
|complacency. To be creative means 


group and just as obvious that 
Messieurs Woolf and Bedell qual- 


|\ify for the feet dragging category. | 
The real pros might also inform | 


And since the editor of AA has by 
choice cast his vote with his own 
columnists, as a matter of loyalty, 
I assume, I would like to try to 
keep the opposing sides evenly di- 


| vided by joining forces with Mr. 


Martineau. I realize I can only of- 


discovered that “art itself is a/fer a cap pistol where an atom 


| powerful means of communica- 
| tion.” The “old-time experts,” of 
| course, beat him to this discovery | 
“by about 50 years. 
I fully share Mr. 
admiration for 


Martineau’s 


patch, but had he carefully read 


about shirt fabric.” 


| 
| ever loaded with more potent pro- 


For nas mpa information write . <7 


CHARLES C. SPINK & SON, Publishe 
oD 201 “Washington Ave, St. Louis 3, Mo. 
TON —/CHICAGO — DETROIT — LOS ANGELES 
PHILADELPHIA — NEW YORK CLEVELAND 


the fabric, the stitching, the but-| 


‘bomb would be more needed, but 
if moral support means anything, 
and I think it will in this instance, 
since it is certain that Mr. Mar- 
tineau will be greatly outnum- 


David Ogilvy’s| bered, he has mine for what it 


Hathaway shirt man with the eye) might be worth. 


The scientific foundation of Mr. 


| the copy under the masterly pic-|Martineau’s assumptions concern-. 
ture which launched this cam-| ing the creative process are recog-| but only that he does not neces- 
paign he would not airily dismiss|nized principles currently being | sarily agree with Mr. Martineau’s 
|it as “some unconvincing words|used as working tools in universi- | exposition. In fact, he agrees with 


| ties such as our own Princeton and | 
bridge University 


to be specific in applying these | 


cent about the particular structure 
of our assumptive form world. 


|New avenues of development are 


consciously or unconsciously re- 


to be willing to tear down and re- 
erect the structure of our assump- 
tive form world to include new 
material, new parts or an entire 
new structure. 

It is of course impractical to at- 
tempt any convincing presentation 
of theories in a short letter; my 
only reason for having indulged in 
a practice so obviously futile was 
to give some indication of the cal- 
iber of my cap pistol. 

JOHN HOWARD, 
Free lance artist, Chicago. 

Sling the words around all you 
like, but let’s keep the facts 
straight. The editor of AA has not 


announced how he cast his vote, 


some things Mr. Martineau said, 


No shirt copy ever written was| Harvard in this country and Cam-|and disagrees with others. 
in England. | 
| duct sell and more specifics, on While Mr. Martineau has chosen | one votes “yes” 


This is not a subject on which 
or “no,” but on 
which one should exercise the lit- 


, tons, and the “dedicated crafts-| principles to advertising, he could tle grey cells—with discrimination. 


| men” who have made Hathaway | 
shirts “for 115 years.” 
The personal trademark of Og- 


have applied them equally well 
to many other areas of learning. 
Relatively few people are aware of 


ilvy ads is a great (and large) | progress being made today in the 
color photograph plus highly field of the social sciences and 
skilled copy which sells the pro-)| realize how decisively it will af- 
duct from hell to breakfast—but | fect our every activity in the fu- 


with a pleasant light touch, and 


ture. 


To the Editor: Mr. Martineau’s 
article (AA, March 26) makes me 


| feel good. 


I think the U.S. has developed 
two legitimate art forms: jazz and 
the comic strip. I think we’ve made 
a beginning on developing a third: 


MEREDITH Kade and Tdheision STATIONS 


Channe! 8 
css 


affiliated with Better Homes and Gardens ana Successful Farming magazines 


JOHN BLAIR & CO. 


Channel 6 
cBs 


BLAIR TV, INC. 
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advertising. This may sound osten- 
tatious. At least, it’s not cynical. 

I take advertising seriously— 
not just a way of making a buck, 
but an art form in the making. Mr. 
Martineau, evidently, feels the 
same. 

Symbolic logic, semantics, Ma- 
linowski, Langer, Ogden and Rich- 
ards. I glance up at my bookshelves 
and there they stand, shoulder to 
shoulder with Korzybski, Pareto, 
Irving Lee (rest his soul), Have- 
lock Ellis (everybody who writes 
anything should be forced to read 
“Dance of Life”). 

I’m afraid Mr. Martineau is a 
—— intellectual. Theoretical sort 
of a fellow. Egghead. I know, it’s 
a nasty thing to say about a busi- 
ness man. 

Business men are not supposed 
to think. 

Meaning no disrespect to Mr. 
Woolf, whose writings I enjoy. I 
doubt very much whether Mr. 
Woolf reads Veblen, who was the 
first to say, in effect, that people 
do not buy logically (or even sane- 
ly), but emotionally, and without 
even any understanding of their 
own emotions. I think Mr. Martin- 
eau probably has read Veblen— 
and is a fuller man for it. 

I doubt whether Mr. Woolf looks 
upon advertising as more than a 
business (which is not to say that 
advertising is not a business). I 
think that Mr. Martineau does— 
and recognizes its potentialities as 
a result. 

I have ne argument with Mr. 
Woolf, et al, as far as they go. 

They just don’t go far enough. 

Language and logic are inade- 
quate—in diplomacy, politics, sci- 
ence (Einstein had to invent his 
language), love, or barroom brawls. 
We live by symbols, and they’re 
emotional symbols. We communi- 
cate by symbols. Many of the sym- 
bols cannot be conveyed most ef- 
ficaciously by words. Many of! 
them can. 

I’m in my 30s, but an old man| 
in advertising. Kids in their teens | 
will some day develop techniques | 
which (I am afraid) I will damn) 
just as heartily as Mr. Woolf con- | 
signs all nonlogical advertising to | 
the lower regions. I hope, when) 
that happens, that the kids will 
be kind enough to humor me—but | 
smart enough to ignore me. | 

People are always reaching for 
something that they can’t describe 
—and may even deny they want— | 
until someone finds a way to put! 
into words or pictures their hearts’ | 
desire. It takes an artist to symbol- | 
ize human aspirations, and quite | 
often the artist has to create the} 
symbols. 

Advertising can help channel 
those desires and wants toward, 
desirable objectives—or it can re-| 
main simply the _  huckstering, 
short-sighted adjunct to the profit- 
and-loss statement that fewer and 
fewer advertisers consider it. 

Mr. Woolf wants to limit, define, 
classify advertising; this is the 
academic approach to any art form. 

Mr. Martineau wants to experi- 
ment, pioneer, broaden, change 
concepts, create revolutions; this 
is the creative urge. 

I’ll put my dough 
On Martineau. 
DyNeE ENGLEN, 

Konon-Englen-Noone, Chica- 


go. 


* a *. 
Sutherland-Abbott Is Agency 
for Van Norman Subsidiaries 

To the Editor: On Page 84 of 
your recent annual agency billings 
issue, dated Feb. 27, you credit 
Doremus & Co. with being the 
advertising agency for Van| 
Norman Co. and for Morse Twist 
Drill & Machine Co. 

For your information, Doremus 
handles only the publicity of these | 
accounts. Sutherland-Abbott has 
been the agency of record for 
these two advertisers for many} 
years, Van Norman for more than) 
20, and Morse (a subsidiary of 


| 
} 
| 


| Van Norman) for more than 10. @ 


Incidentally, Van Norman is now 
under the firm style of Van Nor-| 
man Industries Inc. 

Since all publication advertis-| 


ing and direct mail for these two! { 


accounts is prepared and placed 


in this office, it seems that a cor-| > 


rection in your columns is both | 
meet and proper. 
Joe H. Squier, | 

Sutherland-Abbott, Boston. 
Sutherland-Abbott handles ad- 
vertising for three of Van Norman 
Industries’ seven subsidiaries: Van) 
Norman Machine Co., Van Nor-| 
man Automotive Equipment Co., 
and Morse Twist Drill & Machine | 
Co. 
. . e 


Single Word Takes Place 
of Conventional Logo 

To the Editor: Here are a couple 
samples of the tack Price Brothers 
Co., Dayton, is taking in a new 
series scheduled for several trade 
publications. 

The ads, created by Yeck & 


~ J} 


* 


Rs 


ctr Ditribution Line 


(Canton Get @ New Gn 


Pris 


Yeck, go about as far as possible 
in approaching the cditorial-type 
ad format. The next step would be 
elimination of the product name 


™|in Ohio, Worcester, our city, is not | 


entirely. As it is, the conventional! pronounce it, and that is to have) 


es. Cee eee mak 


:|single word Price inserted in its 


place. Other refinements in style 
have been made to give the ads 
the appearance of editorial copy. 
We thought you might be in- 
terested in running a little Some- 
thing about this relatively new 
approach to selling pipe. 
WILLIAM S. YECK, 
Yeck & Yeck, Dayton. 
~ © . 


Wooster, Pusster 
To the Editor: The efforts of the 


'Worcester Advertising Club to 


“get the ‘H’ out of Worcester” cer- 
tainly received a setback at Copy 
Cub’s hands when he came up 
with the accepted pronunciation 
of “Wooster.” This is not true. 
With all due respect to that fair 
city, so pronounced and so spelled, 


the same and never will be. 

It is an English word, named 
after an English city of the same 
spelling. There is only one way to 


logo has been dropped, and the! the first two syllables rhyme with 


—e 


“puss.” 

Part of our pronunciation prob- 
lem here, though not covered in 
our folder, is to keep folks away 
from “Wooster” as well as “Wor- 
| chester.” 

C. Jerry SPAULDING, 
President, C. Jerry Spaulding 
Inc., Worcester, Mass. 
| Couple of Ohioans at AA say 
|that Wooster, the Ohio city, also 
irhymes with Pusster. 


QUTSTANDING 


TV COMMERCIALS 


Creation + Production + Consultation 


East-West Maison service for agencies seek- 
ing top creative supervision of their Holly- 
| wood-produced commercials 


Robert Sawyer TV Commerciais have won 
Art Director's Awards in N. Y. and Detroit 


The ROBERT SAWYER Company 
TV Commercial Consultants 
3371 North Knoll Dr. Hollywood 5-3620 
Hollywood 28, Calif. 
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‘Nonsense, Miss Evans... where would Beasley, Brunett 
and Latum be, today, if you hadn’t caught that media schedule and 
reminded us that things have changed in Cincinnati."’* 


on 


Pr ee ee 


— _ es ih, 


*THE RUNAWAY NO.1 DAILY NEWSPAPER 
CINCINNATI ENQUIRER. No.1 in City 
No.1 in Retail Display linage. No. 


name-it (including Total Advertisi 
Automotive Display). 


NN aan 


tt 


IN CINCINNATI Is NOW THE 
Zone Circulation... 

1 in just about you- 
ng, Total Display, 


—I 


Solid Cincinnati reads the CINCINNATI ENQUIRER © Represented by Moloney, Regan & Schmitt, Inc. 
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Russell Winnie, 
Sportscaster, WTM] 


Executive, Is Dead 


MILWAUKEE, April 3—Russell G. 
Winnie, 49, assistant general man- 
ager of radio and television for the 
Milwaukee Journal stations, died 
March 30 of a heart attack while 
in Fort Lauderdale, Fla., on va- 
cation. 

Mr. Winnie had been one of the 
Midwest’s most widely known 
sports announcers. He gave up an- 
/nouncing Jan. 1, 1947, to devote 
jfull time to administrative duties 
with WTMJ and later with WTMJ- 
|TV. He was named a director of 
\the Journal Co. in 1952. 

Mr. Winnie broadcast Green 
Bay Packers games for 18 years, 
covered University of Wisconsin 
| football and basketball games on 
ithe air for 16 years and broadcast 


| 


ons had Seen 
ipon to sing 
ran and 
any kind of 
nication. Al- 
n the Broad- 
ons to pu- 
appy choice. 
offers twelve 
me of Broad- 
alities. 


es by Johnny 


‘ote the score 


y, just right 
t has since 
of the trade 

y gratifying 
great favor- 
ng this song 

rtist. I’d like 
myself that 
his fine vocal 

AROLD ARLEN 


ec and Lyrics 


ve of my real 
‘e written. It 
the score of 
course I am 
\ this set by 
2atly admire. 
tVING BERLIN 


rd Rodgers; 


ughing very 
e wrote the 
and I tried 
witty a job 
Jimmy Dur- 
moments are 
y to get lost 
‘re wrote My 
with a nice, 
ying to get 
statements 
ded that the 
that weren't 
Larry did in 
the contrast 
be a simple 
‘ord sings it 
ve wanted 
ARD RODGERS 


ularly the way she wines my song. She gives 
a new lift to a number that has been sung 
by the greatest, and shows that she surely 
belongs among them. —ARTHUR SCHWARTZ 
Spring is Here (Music by Richard Rodgers; 
Lyrics by Lorenz Hart) 


Rodgers and Hart performed a unigeg font 


in the love song, Spring Is Here, ‘ 
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gives a voice to the printed page! 


Why not try AURAVISION for your next promotional 


AURAViSION doubles the impact of your written mes- 
sage! Jo Stafford sings from a postcard -record . 
message from Art Carney is built right into a brochure 
... they’re yours with Columbia’s new process of man- 
ufacturing Aigh-quality records on paper. 

Just last Christmas, Ford dealers discovered the re- 
markable effect of AURAVISION. To millions of customers, 
they sent out a postcard-record sung by Rosemary 
Clooney. The results? . . . Sensational!! 


*“AURAVISION” IS COLUMBIA’S NEW PROCESS FOR REPRODUCING 
PHONOGRAPH RECORDS OF HIGHEST QUALITY RIGHT ON THE PRINTED PAGE 


message or premium? Jo Stafford, Art Carney, Rose- 
mary Clooney, André Kostelanetz—they, and dozens 
of other great Columbia stars are at your service, plus 
all the facilities of the greatest name in sound. 


COLUMBIA TRANSCRIPTIONS 


A Department of Columbia Records + A Division of C.B.S. 
New York, 799 7th Avenue, CIrcle 5-7300 

Chicago, 410 North Michigan Avenue, WHitehall 4-6000 
Hollywood, 8723 Alden Drive, CRestview 6-1034 


® “Columbia” 
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the Milwaukee Brewers baseball 
games for six seasons. For 18 
years he also had a daily “Sports 
Flash” program that was a WTMJ 
feature. 

When Mr. Winnie retired from 
sports announcing, Ted Husing 
called him the “man who has 
broadcast more sports events than 
any other man in America.” 

He was a former president of 
the Milwaukee Advertising Club 
and a member of the board of di- 
rectors of the Better Business Bu- 
reau. 


MAURICE COLLETTE 

New York, April 4—Maurice 
Collette, 70, a former vp and di- 
rector of Batten, Barton, Durstine 
& Osborn, died yesterday at Law- 
rence Hospital, Bronxville, N. Y. 
Born in Harveysburg, O., he stud- 
ied art as a young man. In 1917, 
after several years in London with 
the art department of W. H. Smith 
& Sons, book publisher, Mr. Col- 
lette came to New York and joined 
the George Batten Co. as art di- 
rector. After the Batten agency 
was merged to form BBDO, Mr. 
Collette remained with the organ- 
ization until he retired in 1952. He 
was associated with the account of 
E. I. du Pont de Nemours & Co. 
from the time the agency began to 
handle it in 1930. An amateur 
landscape painter, he held several 
exhibitions of his work. 


ALBERT W. FELL 

Rocuester, N. Y., April 4—Al- 
bert W. Fell, 82, general manager 
of several newspapers and one- 
time business manager of the 
Rochester Democrat & Chronicle, 
died here yesterday. Mr. Fell was 
general manager of the Telegram 
Gazette, Worcester, Mass., from 
about 1913 to 1923. In the latter 
year he became secretary of the 
New England Newspaper Publish- 
ers Assn. From 1932 to 1937 he 
was business manager of the Dem- 
ocrat & Chronicle here. Subse- 
quently he served as secretary of 
the Pennsylvania Publishers Assn. 
He was manager of the News- 
Argus, Goldsboro, N. C., from °42 
to ’47, and then returned to Roch- 
ester to become general manager 
of the Daily Record, a legal news- 
paper. He retired in 1950. 


CREDO F. HARRIS 

LouIsviLLte, April 4—Credo F. 
Harris, 82, former newspaper man, 
who in 1922 founded WHAS, first 
licensed radio broadcasting station 
in Kentucky, died here yesterday. 
He worked on newspapers in New 
York, New Jersey and Ohio as a 
young man. Mr. Harris wrote 
“Microphone Memoirs of the Horse 
and Buggy Days of Radio,” pub- 
lished by Bobbs-Merrill in 1937. 
He broadcast the first Kentucky 
Derby in 1925 and the same year 
also broadcast the first two-way 
conversation with an airplane in 
flight. 


LOUIS ALLWELL 


New YorK«, April 3—Louis 
Allwell, 54, sales manager of In- 
ternational News Service, died 
March 29 of leukemia in Memorial 
Hospital, where he had been a pa- 
tient for eight weeks. A native 
New Yorker, he joined INS in 
1926. A few years later he was 
named superintendent of bureaus 
and director of personnel. He be- 
came sales manager and director 
of special services about ten years 
ago. 


FENWICK JOB 


BRAMPTON, OnrtT., April 3—Fen- 
wick Job, 37, managing direc- 
tor of CFJB, was killed March 23 
when his car collided head on with 
a truck. His wife and three of their 
four children were injured in the 
crash. Mr. Job had been with the 
radio station almost from its 
founding three years ago. He for- 
merly was a weekly newspaper 


editor here. 
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Advertising Age, April 9, 1956 
Coming 
Conventions 


*Indicates first listing in this column. 

April 8-12. National Business Publica- 
tions, spring meeting, The Homestead, 
Hot Springs, Va. 

April 10-12. Point-of-Purchase Adver- 
tising Institute, symposium and exhibit, 
Hotel Sheraton-Astor, New York. 

April 12-14. Southern California Adver- 
tising Agency Assn., 6th annual confer- 
ence, Oasis Hotel, Palm Springs. 

April 15-19. National Assn. of Radio and 
Television Broadcasters, 34th annual con- 
vention, Conrad Hilton Hotel, Chicago. 

April 15-21. National Brand Names 
Week, Annual Brand Names Day dinner. 
April 18, Waldorf-Astoria Hotel, New 
York. 

April 19. Advertising conference spon- 
sored by the University of Michigan, Ann 
Arbor. 

April 24-26. American Newspaper Pub- 
lishers Assn., annual convention, Waldorf- 
Astoria, New York. 

April 26-28. American Assn. of Adver- 
tising Agencies, 38th annual meeting, The 
Greenbrier, White Sulphur Springs, W.Va. 

April 30-May 2. Assn. of Canadian Ad- 
vertisers, 4lst annual convention, Royal 
York Hotel, Toronto. 

May 2. Sixth Ohio Valley Industrial 
Advertisers Conference, sponsored by the 
Cincinnati Industrial Advertisers, Nether- 
land-Plaza Hotel, Cincinnati. 

3-4. International 
Assn., annual convention, 
New York. 

May 6-8. Magazine Publishers Assn., 
37th annual meeting, The Greenbrier, 
White Sulphur Springs, W.Va. 

May 7-8. Outdoor Advertising Assn. of 
America, painted display conference, Ho- 
tel Sherman, Chicago. 

May 14-16. National Newspaper Promo- 
tion Assn., 26th annual convention, Hotel 
Cleveland, Cleveland. 

May 14-17. First Advertis‘ng Agency 
Group, annual conference, Hotel Statler, 
Boston. 

May 15-20. National Federation of Ad- 
vertising Agencies, third national con- 
vention, Waldorf-Astoria, New York. 


Advertising 
Hotel Plaza, 


May 16-18. Catholic Press Assn., an- 
nual convention, Statler Hilton Hotel, 
Dallas. 


May 20-23. National Industrial Advertis- 
ers Assn., 34th annual conference, Palmer 
House, Chicago. 

May 24-27. Associated Business Publica- 
tions, annual spring conference, The 
Homestead, Hot Springs, Va. 

May 25-26. Midwestern Advertising 
Agency Network, 2nd quarterly business 
meeting and advertising clinic, Hotel 
Schroeder, Milwaukee. 

June 3-6. National Sales Executives In- 
ternational Distribution Congress and 
Seles Equipment Fair, Conrad Hilton 
Hotel, Chicago. 

June 10-13. Advertising Federation of 
America, annual convention, Bellevue- 
Stratford Hotel, Philedelphia. 

June 10-13. Poster Advertising Assn. of 
Canada, Thousand Islands Club, Alexan- 
dria Bay, N.Y. 

June 20-22. American Marketing Assn., 
spring conference, William Penn Hotel, 
Pittsburgh. 

June 24-28. American Newspaper Clas- 
sified Advertising Managers Assn., 36th 
annual convention, Long Beach, Cal. 

June 24-28. Advertising Assn. of the 
West, 53rd annual convention, Los An- 
geles. 

June 28-30. Newspaper Advertising Ex- 
ecutives Assn., summer meeting, Empress 
Hotel, Victoria, B.C. 

*July 22-27. Photographers’ Assn. of 
America, annual convention and trade 
show, Conrad Hilton Hotel, Chicago. 

Aug. 24-28. Mail Advertising Service 
Assn., 34th annual convention, Drake 
Hotel, Chicago. 

Sept. 22-25. Advertising Specialty Na- 
tional Assn., annual convention and spe- 
cialty fair, Palmer House, Chicago. 

Sept. 23-25. Advertising Federation of 
America, Tenth District convention, 
Shamrock Hilton Hotel, Houston. 

Sept. 27. Magazine Publishers Assn., 
fall meeting, Westchester Country Club, 
Rye, N.Y. 

Oct. 1-3. Direct Mail Advertising Assn., 


annual convention, Hotel Statler, New 
York. 
Oct. 8-10. American Photoengravers 


ROCKY MOUNT 


Business Is Better Than Ever . . . in 
NORTH CAROLINA 


Per capita food sales—$315.09, more than 
double the State average. 

Per Capita Drug sales—$46.14, more than 
double the State average. 

One of the nine largest cities in the Stave. 
Sell in this rich market through advertising 
in one medium offering complete coverage. 


FREE! New Grocery Route List 
available te manufacturers and distributors. 


THE TELEGRAM 
Evening and Sunday 
Nationally Represented by 


WARD-GRIFFITH CO. 
The Ward-Griffith Co. maintains offices 


in all principal advertising centers 


Pf. 


— - ae — 


thinks as it p! :ys! 


WEBCOR 


"MAGIC MIND’ for graf 
changes speeds autor stically! 


MAGIC MIND—Miss Melody, Webcor’s symbol of quality, ( emonstrates 
the “Magic Mind” phonograph which automatically changes turn- 
table speed for 33 144and 45 rpm records intermixed. Tiis poster is 
scheduled for 109 markets in May. It was designed and produced by 
John W. Shaw Advertising, Chicago, for Webster-Chicago Corp. 


Assn., 60th annual convention and exhib- 
it, Hotel Statler, Detroit. 

Oct. 11-13. Pennsylvania Publishers 
Assn., annual convention, Bellevue-Strat- 
ford Hotel, Philadelphia. 

Oct. 15-16. Inland Daily Press Assn., 
annual meeting, Drake Hotel, Chicago. 

Oct. 15-16. Agricultural Publishers Assn., 
annual convention, Chicago Athletic Assn., 
Chicago. 


Oct. 18-19. Audit Bureau of Circula- 
tions, 42nd annual meeting, Drake Hotel, 
| Chicago. 

Oct. 22-23. Boston Conference on Dis- 
tribution, Hotel Statler, Boston. 


Oct. 22-24. Assn. of National Advertis-| newsprint. In January and Febru- | 


ers, annual meeting, Drake Hotel, Chicago. 

Nov. 11-15. Outdoor Advertising Assn. 
of America, Hotel Ambassador, Los An- 
| geles. 


‘Newsprint Famine 
Is Expected to 
Abate in September 


New York, April 3—Interna- 
tional Paper Sales Co. is advising 
its customers that the 742% reduc- 
tion in monthly shipments of news- 
print, put into effect Jan. 1, will 
be continued through August but 
that beginning in September nor- 
/mal monthly shipments are expect- 
ed to be resumed. 
| Minnesota & Ontario Paper Co. 
reports its backlog in newsprint 
| orders is not likely to be overcome 
were 1957. 

The American Newspaper Pub- 
| lishers Assn. reports that the 
|Gazette, Haverhill, Mass., 
‘adopted a policy of tighter writing 
and editing and omission of sev- 
eral features to curtail use of 


ary the newspaper printed 92 few- 
er pages, resulting in a saving of 
|17 tons of newsprint despite a cir- 


has | 
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lculation gain of 2% to 3% and 
increased ad linage of about 18%. 

Domestic newsprint for’delivery 
within two weeks is still being 
quoted in the so-called gray mar- 
ket at $220 a ton f.o.b. mill. But 
some shading of this price has 
been reported during the past ten 
days on minimum lots of 1,000 
tons. Austrian newsprint is quoted 
at $190 to $200 a ton for delivery 
within 60 days at East Coast ports. 


SALISBURY 


NORTH CAROLINA 
-NEWSPAPER 
| -MARKET 
| -COST 
The Salisbury Post 
‘Nothing Counts but Results 


Nationally Represented by 


WARD-GRIFFITH CO. 
The Ward-Griffith Co. maintains: offices 


in all principal advertising centers 


oy 


for the Son Diego Union and 


> . 


San Diego's Old Spanish Lighthouse on Point Loma 
is visited by more people each year than any other 
national monument. An original water color painted 


Evening Tribune. 


SAN DIEGO :: BIGGER 


TOURISTS AND CONVENTIONS 


A $100,000,000 SAN DIEGO INDUSTRY 


San Diego the highly responsive billion dollar 


San Diego is one of the world’s most popular 


travel, resort and 


convention areas—in fact, 


America’s Only International Playground. This 


colorful “industry” 


contributes to San Diego’s 


healthy economic diversification—and helps make 


COPLEY NEWSPAPERS 
15 “Hometown” Newspapers covering San Diego, 
California — Northern Illinois — Springfield, Illinois — and 
Greater Los Angeles... Served by the COPLEY 
Washington Bureau and the COPLEY News Service. 


REPRESENTED NATIONALLY BY WEST-HOLLIDAY CO., INC. 


“% 


N 


market that it is! 120 miles from any other major 
metropolitan market...San Diego is sold faster and 
better—at lowest cost per sale—by complete cover- 
age of the San Diego Union and Evening Tribune. 


ce 


— San Diego Union 
| AND : 


EVENING TRIBUNE. 


4s 


THE MOST 
IMPORTANT CORNER 
IN THE U.S.A. 
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Nunn Named Chairman 


Business Paper Success Story... 


Wesley I. Nunn, advertising 
manager of Standard Oil of In- 
diana, has been named chairman 
of national and regional advertiser 
participation in the 1956 vote pro- 
gram of the American Heritage 
Foundation. 


New York, April 3—In business 
for more than 100 years, American 
Hard Rubber Co. a year ago de- 
cided to meet the changing prob- 
lems of new products and new 


TORONTO, CANADA 


Srovince‘haviog OnccTaind of Coneas’s| markets in the chemical equip- 
Total Population and 42% of Retail Sales | ment field by a radical overhaul of 
—Blanketed by the its advertising approach. 

The objective was to cover each | 

TORONTO DAILY STAR product more intensively. Sec- 

—400,000 ondary objectives were (1) to in- 
Canada) 


—80% coverage of Toronto 
—50% coverage cf 45 prosperous 
Ontario centers 


SEND FOR OUR COMPLETE DETAILED MARKET FACTS 
Natioually Represented by 


WARD-GRIFFITH CO. 
The Ward-Griffith Co. maintains offices 


in all principal advertising centers 


circulation (largest in 


more direct and hence easier to 
convert to sales and (3) to 
strengthen the company’s rapidly 
growing number of distributor- 
ships. 

Douglas Williamson, manager of 
sales promotion, worked closely 
with Robert D. Towne, head of 


JACKSON, MISS. 
State Times 


(EVENING AND SUNDAY) 


Delivers 
18.3% more 


dealer and carrier circu- 
lation in the Jackson city 
zone than any other eve- 
ning newspaper. 


(Based on information taken from A.B.C. 
publishers statements for the 6 months 
ending September 30, 1955.) 

* o * ° . 


In the short space of one year, the State Times— 
the Newspaper Owned by the People—has con- 
vincingly demonstrated the greater value it offers 
to advertisers. Look at these additional facts: 


38% more department store lineage... 
74% more food lineage... 

30% more automobile lineage... 
107% 
More total display advertising... 


more appliance lineage... 


More total classified advertising 


since the State Times started publication than 
any other Jackson evening newspaper. 


(Lineage data based on 
media records statistics.) 


Represented by 


BURKE, KUIPERS & MAHONEY, INC. 


New York, Chicago, Detroit, Kansas City, Atlanta, 
Oklahoma City, Dallas, Charlotte, San Francisco 


crease the number of inquiries re- | 
ceived, (2) to make the inquiries | 


Multi-Product Ads Help American 
Hard Rubber Keep Selling Flexible 


W. L. Towne Advertising, on the 
new campaign, which began in 
February, 1955. 


® The campaign had been preced- 
ed by a survey of the chemical 
industries to accumulate data on 
| ty pes of materials used and on the 
items in the company’s Ace line 
|which could be profitably pro-| 
moted in the advertising. 

The company also experimented | 
with various sizes of copy, from | 
|quarter-pages up. 
| The problems which led to the 
decision to change an ad approach 
which has been in use for several 
|years (the Towne agency has| 
served the account for nine years) 
were all related to American’s 
|growing line of products for the} 
| processing industries. Biggest ex-| 
| pansion has been with the new | 
corrosion-resistant plastics. 

As a company executive points | 
out, hard rubber “really is the| 
oldest of all plastics.” And the 
long experience of the company 
in the production of hard rubber 
—plus its long experience with 
corrosion-resistant equipment for 
the processing industries—led it 
naturally into the production of 
the newer plastics as fast as they 
became available. 


se American soon found itself 
manufacturing no less than eight 
types of hard rubber and plastic 
pipe, as well as many different | 
|kinds of valves, pumps, fittings, | 
rubber-and-plastic-lined equip- 
ment, and_ special processing | 
equipment of many other types. 

The growth of the processing 
industries has been extremely 
rapid. The survey revealed, among 
other things, that many of its cus- 
tomers for one type of pipe, for 
instance, were not familiar with 
|the fact that American also made 
|other types they could use. 

Further, since there is no one 
material that is perfect for all ap- 
plications, American found that 
| some customers, which had tried 
and rejected hard rubber for a 
given specific application many 
years ago, might not be aware 
that American had since devel- 
oped new types of pipe that would 
be suitable. 


sw These factors pointed to the de- 
sirability of an educational ad- 
vertising campaign designed to 
inform as many industrial con- 
sumers as possible of the wide 
variety in the company’s line. 

The final decision was to use 
mostly two-thirds pages, with full 
pages in two publications, and 
junior spreads of facing two- 
thirds page ads in one publica- 
tion. 
| Each ad was planned to feature 
|many different products. For pro- 
duction economy, the page ads 
were arranged in three columns, 


so that a two-thirds page ad 
|could be made simply by remov- | 
|ing the outside column. 
| By careful selection of the prod- 
j}ucts shown, each ad was tailored 
|to fit the publication in which it 
appeared. This was done simply) 
jand economically by “patching” 
a few of the electros. A maxi-| 
mum of one patch, it was discov- 
ered, would produce an ad to suit | 
even the most restricted markets. 


es “What Mr. Williamson and oth-| 
er company executives finally de-| 
cided on, in line with our re- 
search and recommendations, was 
actually the reverse of what is 
often done,” said Mr. Towne. 


“Many companies have made 
spectacular changes in their ad- 
vertising by adding color and us- 
ing striking illustrations to get 
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|letins. This not only produced 
more selective inquiries, but it 
made it much easier to handle 
|them effectively. 

“The campaign proved so suc- 
cessful that the company in- 
|}ereased the budget by 25% for 
1956, adding more papers, adding 
color to half the ads, and, inci- 
dentally, paying some rate in- 
|ecreases. About two-thirds of the 
|’55 campaign was devoted to the 
|general idea described, while in 
the current year the entire cam- 
paign is devoted to it.” 

The 1955 list included the fol- 
lowing papers: 

American Dyestuff Reporter, 
Chemical Engineering, Chemical 
| Engineering Progress, Chemical 
Processing, Chemical Week, Food 
Processing, Industrial & Engi- 
|neering Chemistry, Petroleum Re- 
|finer, Plant Enginering, Pulp & 
Paper, and Water & Sewage Works. 


Foreman Named VP 

| Edwin G. Foreman Jr. has been 
appointed a vp of O’Grady-Ander- 
sen-Gray, Chicago. Mr. Foreman 
recently resigned from Al Paul 
Lefton Co., where he had been vp 
and general manager of Lefton’s 
Chicago office for 12 years. 


ACE rubber and plastic products 


$ AMENICAN HARD RUBBER COMPANY 
youu ts m= ¥ 


2 woere sretet . wtw 


FOUR PATCHES—This page ad, fea- 
| turing four of its Ace products, is 
| typical of American Hard Rubber 
Co.’s business paper promotions. 
W. L. Towne Advertising is the) 


agency. Transit Elects Two VPs 
7 _.| Transit Advertising, Los An- 
away from industrial geles, advertising representative, 
campaigns. has named Hubert C. Tolford, ac- 
“But we decided to drop color, count executive, and Robert L. 
at least for the time being. We) Weeks, director of research and 
decided to abandon the sophisti-| sales promotion, vps. 
cated page-size copy we had been | 
running and use instead what) 
might be called ‘retail’ copy, such | 


as a department store might use— | DAY TO N A 7 i AC H 


featuring many different items in 
FLORIDA 


each ad. 
“This was worked out careful-| tion: (U.S. Post Office 
te) City Zone, now. 


ly, with a marked change in the| | Frestde's Yor te Oe + nies 
appearance of the advertising. 
“Also, since we desired to etl I pombe erent 
crease the number of inquiries,| * ytona Beach is an unusual test 
we made it easier for yo es to| market; its thousands of visitors 
‘ - eign come from all over the U.S., Canada, 
pinpoint their interest, not only! Cuba and South America. Its Sum- 
by describing and illustrating in| mer seasons now rival its Winters in 
each advertisement a number of) 


tourist populari 
different items (seven in the typi- | poe 


‘buckeye’ 


ty. 
2. Over $115,630,000 effective buying 


: Over $92,938 
cal page), but by referring them) 3. Over retail sales. 
to a bulletin related to the gen-| 4. > soy Be moins index of 123. 
eral subject. advertising 15,487,024 lines. 


SEND FOR OUR MARKET DATA FOLDER 
| Represented by V. J. Obenauer Jr. in Ji 

a “This was a marked change Nationally Represented by 

ah the former course, in which | 

the company sent out a fat gen- | 

eral catalog to even the casual 

inquirer. We broke the catalog| 


down into a large number of bul- 


WARD-GRIFFITH CO. 


The Word-Griffith Co. maintains offices 
in al! principal advertising centers 


Of this 


a us once and 
you re quite sure 


‘ll try us thrice 


McGRATH Wee 


An ad-man’s 
headache cure 


cocecnncen saceemeccscconsg 
COLOR AND BLACK-AND-WHITE | 
DAY AND NIGHT SERVICE ' 


Our halftone work 
is O, so nice! 
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SALESMAN—This small towhead has 
been adopted as “the Com- 
mander Whitehead of the Lincoln 
Luggage Co. campaign” now ap- 
pearing in Luggage & Leather 
Goods; later he’ll show up in con- 
sumer publications. Harriet Ro- 
main Advertising, New York, is the 
agency. 


Frigidaire Schedules 
Print Campaign for 


New Furnace Lines 


Dayton, April 4—Frigidaire di- 
vision of General Motors Corp. is 
expanding its air conditioning lines 
to include oil and gas-fired resi- 
dential heating equinment. 

It will break special promotion 
during May in newspaper ads with 
local dealer listings, plus ads in 
Parade and This Week Magazine. 

Kircher, Helton & Collett is the 
agency. 

Mason M. Roberts, GM vp and 
head of the division here, says that 
the furnace industry expects to sell 
more than 1,850,000 units in 1956. 
Replacement sales are expected to 
account for about 800,000 units. 

Marketing experts, he says, ex- 
pect the over-all retail furnace 
business to amount to over $1 bil- 
lion per year by 1965. 


a Frigidaire’s new line of furnaces 
will include 18 gas and seven oil 
models. The gas-fired units will 
range in capacity from 70,000 to 
190,000 BTUs per hour input. Ca- 
pacities of oil furnaces are from 
84,000 to 128,800 BTUs per hour 
output. Four different model! types 
will be marketed by Frigidaire. 


Chicago Agencies Merge 
Powell & Schoenbrod Advertis- 
ing and Herbert Summers Hall 
Advertising, both of Chicago, have 
merged and combined activities 
will continue as Powell & Schoen- 
brod Advertising, 430 N. Michigan 
Ave. Herb Hall has been named a 
vp and tv-radio director of the 
agency. He had been operating his 
agency for the past eight years and 
for 10 years previously was vp of 
advertising of Sonora Products Inc, 


‘U.S. News’ Moves Office 

U.S. News & World Report has 
moved its western advertising of- 
fice in Chicago from 35 East Wack- 
er Dr. to the new Prudential Bldg. 


PUT COLOR 


In Your 


ELIZABETH (N. J.) MARKET 
ADVERTISING | 


One color and black, two colors 
and black and full R O P color 
Accepted by the 
ELIZABETH DAILY JOURNAL 
ELIZABETH, NEW JERSEY 


Write for details or contact 


WARD-GRIFFITH CO. 
The Ward-Griffith Co. maintains offices 


in all principal advertising centers 


‘Engineering News-Record’ Halts fF eadership 


Studies to Analyze ‘Mountain of S atistics’ 


New York, April 3—Engineering 
News-Record has suspended its 
Mills Shepard readership studies 
of individual issues. The March 8 
issue was the last studied, and 
probably no others will be made 
during 1956. 

This step is being taken, says D. 
S. Robertson, advertising sales 
manager, “to make it possible for 
us to analyze more deeply the re- 
sults of the research that already 
has been performed. Mills Shepard 
is being retained as a consultant in 
this analysis.” 

In a letter to advertisers and 


. subscribers, Mr. Robertson points 


out that “for the past six years, 
Shepard and Starch interviews 
have been conducted with more 
than 5,000 subscribers on. their 
readership of nearly 6,000 adver- 
tisements. 

“The result,” Mr. Robertson 
says, “is a mountain of statistics 


that have never b +n properly ex- 
plored. It is our i tent to analyze 
this material to »rovide helpful 
guidance for ac-ertisers using 
Engineering News Record. 


s “It is our hopet at the informa- 


tion which this further analysis is 
expected to develop will open new 
areas and new techniques for read- 


thus making it 
it has 


ership research, 
even more valuable than 
been in the past.” 

Craig Mitchell, promotion man- 
ager, told AA that a resumption of 
interviewing is expected, probably 
next year, but how long it will 
take to make the projected analysis 
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is not known. About 250 factors 
that go to make up an ad wil! be 
analyzed and tabulated on IBM 
cards, he said. 


Endorsements Inc. Expands 

Endorsements Inc., New York 
testimonial organization, has 
moved to larger offices at 65 E. 
55th St. 


THIS IS ‘‘VIC’’ CAVERS— 


(Another W-G Salesman) 


Victor C. Cavers, another Ward-Griffith salesman who gained early experience on a 
newspaper, has devoted his entire business life to selling newspaper space both local- 


ly and nationally. Vic joined our sales sta 


tion to every 


ff in 1928. Vic's perseverance and his atten- 


etail has made him effective and very helpful to his advertising 


clients. Vic, or any Ward-Griffith man, will be glad to help sell your product. News- 


paper advertising gets immediate action! 


Please note individual advertisements of our newspapers throughout this issue. 


WARD-GR 


IFFITH CO. 


DAILY NEWSPAPER REPRESENTATIVES 


Park Lexington Building...................... 

Wrigley Buildin whee 

General Motors Building. bosens 

Statler Office Buildin 

Fulton National a ‘puliding . 
1 


318 Addison Bui 


Russ Building 
Philadelphia National Bank t omene 
U Nationa) Bank Buildin 


Plaza 5-7028 wirike ‘ . NEW YORK 
Superior 7-2485....... » CHICAGO 
.. Trinity 3-6365 DETROIT 
Liberty 2-5669 BOSTON 
Cypress 8545 ATLANTA 


_.. CHARLOTTE 

SAN FRANCISCO 

Capitol 8-3033... PORTLAND 
9 


Locust 17-437! PHILADELPHIA 


The Salt Lake Tribune -/ 


(MORNING & SUNDAY) 


COLOR 


¥-SSS 


sparks the largest 
steel mill west 


of Chicago 


— 


PC al 


————————— 


ell Jer 


expansion by U. S. Steel 
Geneva, Utah plant in 1 
industries are springing 


V“aGent 
IN NEWSPAPER ADS ADDS EXTRA SALES 


dollar payroll. You can 
business boom by order 


Telegram, the only med 
the hundreds of towns i 


CeCe rerrrrer. 


The Salt Lake Intermountain Market 


Some 40 million dollars have been expended for 


since its acquisition of the 
947 ..and today new satelite 
up all over the area, 


newest of which are an $8 million steel pipe mill and an 
$18 million anhydrous ammonia plant. 
Columbia-Geneva Steel's $30,000,000 annual payroll 

is a vital part of the vast market's annual 2 billion 


cash-in on this fabulous 
ing the combined sales power 


of The Salt Lake Tribune and the Deseret News and 


ia with home town coverage in 
n this one big unified market. 


2 DESERET NEWS so 
Salt Lake Telegram (EVENING) 


Represented Nationally by; MOLONEY, REGAN & SCHMITT, INC., Metropolitan Sunday Newspapers 
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Happy 40th Birthday... 
Minstrels, Dinosaurs Jazzed Up 
Sinclair Oil's Golden Ad Years 


first Sinclair ads in 1920,” the re- 
view says. The initial headline was 
|“Sinclair Announces the Law of 
|Lubrication,” and the copy ran, 
“For every machine, of every de- 
gree of wear, there is a scientific 
Sinclair oil to suit its speed and 
seal its power.” 


First Consumer Ads 
Appeared in ‘Saturday 
Evening Post’ in 1927 


New York, April 3—The story 
of Sinclair Oil Corp., since its 
founding 40 years ago in April, | 
1916, is told in a special issue of its | 
house magazine, “The Sinclair) 
Dealer.” 

Built around the theme that) 
“life just begins at 40,” the maga- 
zine reviews the past and previews 
the future in picture and text and 
in the process mirrors the growth 
of the oil industry as a whole since 
World War I. 

“Readers of trade publications 
and a few farm papers saw the 


® During the gradual expansion of 
Sinclair marketing areas, the re- 
view says, “this basic advertising 
was continued with increasing suc- 
cess. By 1927 a two-page ad in col- 
or appeared in The Saturday Eve- 
ning Post on Sinclair Opaline. 
Twelve other ads ran in the SEP 
that year. 

“The year 1932 marked the be- 
ginning of a golden era of adver- 


compelling reasons 


for making TOLEDO 
your next test market 


FIRST IN OHIO 


IN TOTAL FOOD LINAGE 


FIFTH IN THE NATION 


IN TOTAL FOOD LINAGE 


SEVENTH IN THE NATION 


IN PER FAMILY INCOME 


Sources: Media Records, Sales Management Survey 
of Buying Power Issue, May 10, 1955 


TOLEDO BLADE Dacly and Sunday 
TOLEDO TIMES Morning 


REPRESENTED BY MOLONEY, REGAN & SCHMITT 


+s SevessRO™ TOU 


ing striking 


—— weve Gee SO 


illustrations to get 


| tising for Sinclair,” the ies 
| Says. 
“Rated among the ten top radio 
programs of that year were ‘The 
Sinclair Minstrels,’ a comedy en- 
semble that joked, danced and 
sang its way into the hearts of the 
| nation. 
| “In September, 1933, the compa- | 
/ny launched an intensive advertis- | 
ing campaign introducing Sinclair | 
H-C as the company’s gasoline, as 
well as Opaline motor oil in tam- | 
per-proof cans. That same year l1,-| 
000,000 people visited the Sinclair | 
dinosaur exhibit at the Chicago) 
World’s Fair, and the slogan for | 
Sinclair Pennsylvania motor oil, 
‘mellowed a hundred million 
years,’ became well known to the 
| motoring public. 


s “Hundreds of thousands of foot- 
ball fans entered the Red Grange 
football contest in 1936 and the 
‘Galloping Ghost’ spurred sales 
'for Sinclair. One Chicago dealer,” 
| the review says, “handled requests 
for more than 300 entry blanks a 


|day and people from every section | 


|of the country matched wits in the 
‘Win a Car a Week’ contest. The 
following spring the Babe Ruth 
contest whipped up more interest 


on a national radio hookup for 
Sinclair. 

“During the early °40s,” the re- 
view says, “advertising campaigns 
told of the role that Sinclair was 
playing in helping to win victory 
on land, sea and in the air. At 
home the slogan was ‘Save Wear 
| with Sinclair,’ and motorists were 
|told to follow dealers’ wartime 
‘recommendations for servicing 
their cars. 

“In 1949, RD-119 was another 
| Sinclair first and ads that spring 
"announced the world’s first anti- 
rust gasoline with headlines like 
this: ‘Sinclair scoops ’em all with 
the biggest gasoline news in years.’ 


@ “In the spring of 1953 came the 
greatest campaign of ’em all,” the 
review says. “Sinclair announced 
Power-X gasoline, first of the 
modern super-fuels, and Extra 
Duty motor oil. In 1955 Triple-X 
motor oil was introduced. 

“This,” the review says, “was 
advertising that made history— 
and sales too.” 

The importance of the service 
station and the history of its 
growth is highlighted in the re- 
view. 
“The village blacksmith was the 
first gasoline dealer,” it says, “and 
his equipment consisted of a stor- | 
age tank and a garden hose. Later, 
gasoline was sold through the same | 
ware and grocery stores. It wasn’t | 


retail channels as kerosene—hard- 
until 1916, the year Sinclair Re-| 


Ketchum, MacLeod & Grove 


ADVERTISING AND PUBLIC RELATIONS AGENCY 


, Inc, 


in Sinclair products. Ruth also was | 


Ps 
if 
Ragnow Moeller Hutcheson 
MILK TOAST—William S. Hutcheson, president of Hutcheson Studios 
and president of the Omaha Advertising Club, toasts Omaha’s Ad 
Man and Woman of the Year: A. C. Ragnow, vp of Fairmont Foods 
Co., and Helen Moeller, partner in Allen & Reynolds Advertising. 
Among other things, both were cited for their part in the creation 


of Fairmont newspaper ads which have won three consecutive na- 
tional first prizes for the best milk advertising. 


| fining Co. was organized, that the | 000,000 vehicles on the road by 
‘filling station’ came into its own. | 1975; that rocket ships will be 
'From that time on filling stations | streaking across the oceans at l1,- 
| surged ahead with automobile pro-| 500 miles an hour; that motorists 
duction. will be gliding across the con- 
tinent on superhighways at high 
and safe speeds in air conditioned, 
radar-controlled gas turbine cars. 


hes “By 1920 there were 15,000 sta- 
| tions in the U.S., and in another 


decade they had become as prev- 
alent on the American scene as 
|corner drug stores. The number of 
| Stations in ’38 was estimated at 
| 226,000 and there were also 182,- 
/000 secondary outlets’such as ga- 
rages. Today, there are more than 
| 200,000 stations in operation.” 

| “Throughout the ’30s and °40s,” 
| the review notes, “Sinclair paced 
| the oil industry with a hard-hitting 
| parade of promotions. Three mil- 
|lion packages of Life-Savers were 


Sales of spark plugs, oil filters and 
motor oil will diminish. Sealed for 
life transmissions and differentials 
will require no fresh lubricants, 
|and push button lube jobs (al- 
‘ready a reality) will sharply re- 
duce lubrication services. But, 
Sinclair warns, piston engines will 
be a long time disappearing. 


Hoffman Radio Names Three 
In a realignment of the adver- 
tising department of the Hoffman 


distributed to dramatize the fact) Radio division, Hoffman Electron- 
that Sinclair-ize was a ‘life-saver | ics Corp., Los Angeles, Dave Van 
for your car.’ Three million old car | Winkle, formerly of the sales di- 
stamp albums and 45,000,000 | vision, has been appointed to the 
stamps tied in with the growing| new position of sales promotion 
interest in antique cars. In the manager and Bill Baldwin has 
early °’50s 3,500,000 packets of|been promoted to advertising 
flower seeds were given away in| manager of the division. Added to 
another promotional stunt that | the staff as production manager 
spread the merits of spring Sin-| was Bob Andrews, previously 
clair-ize. In the spring of ’53 sta-| assistant manager of Abbey Rents, 
tions blossomed forth in a riot of| Los Angeles. 


colorful point of sale banners and 

signs. Pole signs, quick-change 
IN HAVERHILL, MASS. 
IT’S THE GAZETTE 


signs, pump banners, pennants and 

window displays gave stations a 

gala, holiday appearance that set 

the pace for present and future : 

seasonal campaigns.” Fosree, Batanahia, 
of the GAZETTE 

gives you these facts: 

1—Retail Sales— 


— a new 


2—Food Sales— 
$17,885,000 a new 


high. 
3—World Shoe 
making center. 


® At the time the company was 
formed, the review says, many 
self-appointed prophets were 
warning that the country was run- 
ning out of oil. Forty years later, 
the company is producing ten 
times more crude oil than in 1916. 

In its first year Sinclair pro- 
duced 4,000,000 bbls. of crude oil, 
worth less than $5,000,000; in 1955 
it produced 43,400,000 bbls., worth 
about $100,000,000. The company 
now has ten times as many pro- 
ducing wells as it started with, and 
40 times as much proved net crude 


G. Mclaughlin 
4—Western Electric Co., Mfg. Center. 


A trading zone population of 
110,488 reach y the 
HAVERHILL GAZE , 
NEED WE SAY MORE? 


Nationally Represented by 


WARD-GRIFFITH CO. 


oil reserves. 
As to the future, the predictions 
are made that there will be 100,- 


The Word-Griffith Co. maintains offices 
in all principal advertising centers 


with headquarters in Pittsburgh, Pa., announces the opening 


of its New York Office at 
155 East 44th Street 


Rosert P. Lyre, Vice President 


is manager of the New York Oftice 


MUrray Hill 7-5640 


LOOK WHAT 
$15.00 WILL 
BUY AT, , 


F 


ATV FILM SPOT 
with ACTION... 
for almost the same price 
as inanimate slides! 


The REED’S package Zooms Up. Photo 
of girl pops on. “4 Delicious Flevors” 


FILMACK STUDIOS 


1323 S. WABASH 341 W. 44th St. 
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in all principe! advertising centers 
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‘Washington News’ 
Lowers Boom on | 
Misleading Car Ads | 

WASHINGTON, April 3—The)| 
Washington Daily News has low-| 
ered the boom on misleading and | 
misrepresenting auto ads in its| 
pages. The paper has informed its | 
auto dealer advertisers that hence- | 
forth their copy must be in line 
with a set of eight rules designed 
to prevent false advertising. The 
paper further warned that reader 
complaints of false advertising 
may result in denial of ad space in 
the News. 

The News’ advertising manager, | 
A. L. Kinsey, told the dealers in a! 
letter that “false advertising” of 
cars threatened the paper’s “most| 
important asset,” its “readers and | 
their belief in the advertising mes- | 
Sages that appear in the paper.” To 
stem that threat the News has set | 
up these new rules: 


@ Only franchise dealers may ad-| 
vertise current models using the 
terms “New car,” “new car guar- 
antee,” “company executive car.” 


e Former taxis, repossessed cars, 
wrecks, burned-out cars, former) 
police cars and any government or 
private industry car must be clear- 
ly described. 


e Advertising of cars at prices in- 
consistent with recognized retail) 
values must include the reasons for 
the low prices. 


e Cars advertised must be on dis- 
play and available for purchase 
under the conditions advertised. 


e Advertising for any car not in 
satisfactory running condition must 
include an honest statement of the 
mechanical condition. 


e Major defects that normally re- 
sult in costly repairs must be so 
identified. 

e Dealer ads run without company 
name must be identified by the 
word “dealer” in the ad. 


e Any car advertised as fully 
equipped must have radio, heater, 
hub caps, door handles, etc. that 
are normally part of a _ fully 
equipped car. | 


In addition to these rules, Mr. 
Kinsey warned the dealers that 
“all reader complaints will be 
turned over to the Better Business 
Bureau for full investigation and, 
until settled, may result in a de- 
nial of advertising space to the 
firm involved.” 

Reaction to the letter from 95% | 
of the dealers was excellent, the) 
News says, and most of the chief, 
offenders have cleaned up their | 
copy. Only a few dealers have thus | 
far been barred from buying space | 
in the paper, the daily reported. | 


Rogers Publishing Names Four 
Rogers Publishing Co., Engle-, 
wood, Colo., has appointed four) 
men to its national sales staff. They 
are Casey McKibben, formerly of 
the San Francisco Call-Bulletin, 
Wisconsin-Minnesota territory;) 
Robert Coburn, previously with | 
Music Corp. of America, lower 
New England area; Robert Wyn-| 
koop, eastern Ohio and western | 
Pennsylvania, and Richard Hall, 
Chicago-St. Louis market. 


In CANADA 


39% of the 
English-speaking Families 
read 
The STAR WEEKLY 
Ask for Information 


WARD-GRIFFITH CO. 


The Ward-Griffith Co. maintains offices 
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BLOOMING—Crust blossoms and petals make this pie a spring beauty. 
The color spread, to appear in the April 18 Life, was designed by 
Knox Reeves Advertising, Minneapolis, agency for General Mills. 


‘ * 4 
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Pie Cro iy 
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Represented Nationally by; MOLONEY, REGAN & SCHMITT, INC., Metropolitan Sunday Newspapers 


snkist 


Betty Chocken. 


Foote, Cone & Belding is the Sunkist agency. 


P&G's New Soap 
Operas Will Be 
(30-Minute TV Shows 


| New York, April 3—Procter & 
Gamble last week gave one of its 
|favorite programming forms a 
| vote of confidence. 

The company, which has sudsed 
|/up more drama than any other 
| advertiser in history, signed for 
|two new soap operas that pre- 
|miered on CBS-TV_ yesterday. 
|Contrary to the established quar- 
|ter-hour pattern, both are half- 
|hour shows. 

| This action by P&G was prece- 
dent shattering. No previous soap 
opera heroine has ever had more 
than 15 minutes in which to emote. 
| One of the new shows, “As the 
|World Turns,” is seen Mon- 
|day through Friday at 1:30 p.m., 
EST, as a replacement for the 
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audience participation program, 
“Love Story.” The series is being 
written by two veterans of the 
daytime serial field—Irna Phillips 
and Agnes Dixon. 

| “The Edge of Night” is being 
| televised on the same days at 4:30 
p.m., EST. Benton & Bowles is the 
agency. 


LYNCHBURG 


VIRGINIA 


A Metropolitan Market as defined 
by Sales Management, the City of 
Lynchburg’s 1954 per capita retail 
sales ($1,478) were 32% higher 
than the U.S. average. 

ONLY the NEWS-ADVANCE cov- 
ers this basic Virginia market. 


ADVERTISE IN LYNCHBURG—GET OUR MARKET FOLDER 
Nationally Represented by 


WARD-GRIFFITH CO. 
The Ward-@iffith Co. maintains offices 


in all principal advertising centers 


in all principal advertising centers 


oO AERODYNAMIC 
PACKAGE PREMIERE 


NEWSHAWK 


1) privine campaicn 


@ SCIENCE FACT can be as fascinating as science fiction. 
And the sky-high “read-most” figures on North American 
Aviation’s 1956 advertising prove it. In four separate 
national campaigns, spreads and single-page ads detail 
NAA’s progress in supersonic fighter craft, guided missiles 
and in the work of its new Autonetics, Rocketdyne and 
Atomics International Divisions. By BBDO Los Angeles. 


2 1, TASTE ns 


Now SEF as weti as 


—Schentey = 


legance 


© COME HURRICANE or high water, John Tillman and his 
camera crew are on the move every day — filming the news 
around New York for Con Edison’s Telepix Newsreel. Break- 
ing the “armchair” tradition of TV reporting, Tillman won 
a national award last year for “outstanding achievement in 
creative television technique.” Between stories, he also gets 
in plugs for low-cost, dependable Con Edison electricity. 


@ AN ELEGANT NEW package makes its debut this spring 
—Schenley’s crystal-clear “SHOWCASE” bottle. Custom- 
designed for today’s gracious living and shop-by-sight sell- 
ing, this is the first clear-glass bottle ever used for a leading 
blended whiskey. Newspapers, magazines and outdoor carry 
the theme—‘“Now see as well as taste its Elegance” —in 
the largest introductory campaign in Schenley’s history. 


DERFUL TIME 10 GO PLACE 


B-- 
Spnives 4 WON 


Q 53 MILLION automobiles in the U.S. form a gigantic 
market for gasoline, oil and other products. To build the 
market for everyone who sells these products, Ethyl Corpo- 
ration rolls into the second year of its nation-wide market- 
expansion campaign built around the “Drive More” theme. 
In 1955, industry tie-ins helped promote the “Drive More” 
program in every medium from matchbooks to magazines. 


BATTEN, BARTON, DURSTINE & OSBORN, INC. 


Advertising 


NEW YORK ¢ ATLANTA ¢ BOSTON ¢ BUFFALO ¢ CHICAGO ¢ CLEVELAND ¢ DALLAS ¢ DETROIT ¢ HOLLYWOOD * LOS ANGELES * MINNEAPOLIS ¢ PITTSBURGH ¢ SAN FRANCISCO « SEATTLE 


i e—SCSSSCSCs : 
| : ‘% 
ee = . 
~y q i , 
} , = 4 ie E. »/ 
f Eg is oa mn OS if ~ < 
qi ai a 2 m DY pet F 
] ; “ A ih. é ’ 
; er) Ti ; 
| - e, sau, <5 
, ee ’ ‘A d een 9 } ¥. 
Ne ] 4 P od ay , ‘a ; ; Ri 
a . a . = 
rt ? ~ er /, ; : Aa i pe ds peas ~ 
= = oa a 
' ite _ ’ ; < 
ia Xo oy ry, ) : 
Z - a . A tne a sow! fe : 
! ' Jd : 
S %s, Ray” 
A i == ; wz $e 
re 
—_ a ro ae ( 
| ee 
: ee : 
F< a 
- ry ail 4 er % am re 
‘ —_ wan £ 
Ry a oe ; TV > 
] i “a eA: j : + yi 
te See = ae - a co 
! tb i se ae ide a r a ee 
- : 7 us  ® , 
Benes p's 2. = ce : eee. pay 5 al = % 
tn bss a hye Be le Pete re dient ¢ : 
ee ’ te me | kato ts 
A a : ae i al ak: z 
ae * pie é ae J? Peeapany ae Ring’ : 
y a a . oe : a % ese : 
; “ ‘ia cage me + ‘9S See. : ee OS aa Fre = 
l Sere Pi . bi beet ee = Tal . - Pe ie a . \ ? 
ii ‘ 2a a od Se -_ 5 ce. rahg he x 
> a ee oe sk ge ‘ x i ee a u % 
é Rc. 2 Ps f ao af ey rin ’ “ee E: ’ a 
! se ea : ra i ie a ~- ©. 
) i i ~~ a 4 Sop a , = - soya f 
y ‘ See aa a ep ie \ ae ge 3 
~ — ‘an ¥ es i Re ty ‘fe | a, igo Paes ae j * is ae id ., 
; oma rs 5 eh 2 Seeeo, 5 nl era - x : a 
TR ~y PP eo ie a } anes iy Sche extetitcity 2 
ail SS a os oe ! - 2 _ oe 2 : » niet acs a ak fi 
‘S2SSe. a < ant 4 ek: og cad 4 bs = i : ; 
RSS a i a fF 
{ ; = << j a _ ee. a * BA tae rid 
Zi “~,, K ’ ae = = (wee : 
: ” Bag =S a 4 " —— a sia oan ‘ 
ee By Rr A wohl ae ee cerca ms RIE ae, 
Bae. = ia | ~ - 
oe eS 
; a... “ 
+ oe ee nes 4 ae coe ty ‘ € i tl 3 fae bt INET ede! ; 
an gy 0 Jame ee «| ieee . 
F . i Ge 2 y) . ets. ea " sa : - y eas vif 
Z me oe ae |S P ae i . ve 
7 Rak oh 7 of Rae i : 
Loong eee : =f acme "4 i . Z 
on ¥ te - ae é ; ¢ " AF : 
— al -: ie OT: pie i oe 
4g el oe ae yo hin y= - > aw = adel 
= ae os 7. Lz si ae ae ee % 
} es \ pee Pfs ie a =m "9 be : : 
: ee Ca i oe oe OP 2 gee, Se Se eT v 
a 4 ei sae 4 ° eee he ails 4 
ae Bey ae . oe / “fer " i bat: ce o nf. : 
| “pial eae it a Ee nets uatieen 2 ie Z - ’ aa 3, |? ei 
| i] é eee yy 5 Seet itn re wp ‘ he i. a z j - a ne, 4 & * “> pbs , 7 ~ 
PEA. Hi or tess i as ~ yrds Se —s | 4 ab = : me ® ty tS DRIVE ee a 
ae) aa Oe WORE ta ge | i. 
ww & ics ee I i La ae # yee ; s i 
OS ee e ie as . i 
; Mae Tee" te ad me <> . 
| . = | A ae Se se 3 an” 2 OnivE : fa 
= > \ r ws . : mis Wy. wore . 
4 L hs “ > . 
: < a : ~~ 3s a. >} cs gate sheane { ‘ 
4 Y —_— : \ , ~ i—a 1 - sie * N ov me me , 
! ‘ ~ 3 ao —_.  - ; a ’ 
q y. ides i a oat 3. 7 ‘ - anes . — 7 < Be al $ | 
, q ee aa ae ye a Ole “ei ee. ee * poe . : , ; 
| * ee ee a oe pS ene Con : ~~ - gs \ et “ 
} : : ee Se See i % 
Be 6 : 
% 
4 ey 
f = 
i oe 
i 
q . 
} bs 
{ Can eee lh OOOO —_—_——_—_——— ; 
: Dee eee ee | 
f 0S aa a a 
i a | 
{t 
: . : : <3 ath Ady base 
: on al as atlas ae _ oe ia Se, Meee ce amr OE vide sare” e eee SOL ar ae oe eae 4 
= _— - 8 atte eee i Se eee, ee 7 e 2 oa ieee > ae eG ORES oR, af eS by ae 


118 


Ad Sales Builds 
Talking Trademarks 
for Point of Sale 


Warrtier, Cat., April 3—Talking 
point of purchase displays now are 
being made by Ad Sales here, on 
a custom basis, embodying adver- 
tisers’ trademarks or trade char- 
acters. 

The company also makes a dozen 
types of stock figures, including a 
clown, an Indian chief and a chef. 
These are available on either a 
purchase or a lease-purchase basis. 

The built-in player, which uses 
Scotch brand magnetic tapes, de- 
livers any message up to five min- 


KNEE-DEEP—“Speedy” helps push 
sales of Alka-Seltzer at point of 


utes in length. It can be started Purchase. The animated talking) 


automatically at intervals or used doll was built by Ad Sales, Whit- 
with an electric eye or floor mat tier, Cal. 
which starts the unit when a cus- 
tomer approaches. 

“Speedy,” a talking doll built for 
Alka-Seltzer, helped boost sales by 


194% in a 10-day test in six Los 
Angeles supermarkets, Ad Sales Cleworth P ublishing Moves 
Cleworth Publishing Co. has 


of clothing, appliances and other 
retail items. 


reports. . 

The displays, according to Ad/| moved to One River Rd., Cos Cob, 
trademark promotion by food New York to Greenwich, Conn. 
processors, drug and pharmaceuti-|five years ago. Cos Cob is a 
‘rage producers and nufacturers |OW" post office. Cleworth publishes 
ery ee *| Plastics World, Plastics News Let- 

+N & yhe w E R Py Woodworking, Maintenance, Tex- 

tile Age and Modern Patternmak- 
i. Buying Center of Craven County. 
2. uality of Market—105. | Ottaway Names Brown 
$21,112,000. eral manager and treasurer of the 
THE RICH NEW MARKET {S| Star, Oneonta, N.Y., has _ been 
THE EVENING SUN JOURNAI News-Times, Danbury, Conn. Both 
REQUEST MORE FACTS—ADVERTISE IN NEW BERK | part of Ottaway Newspapers- 
eG dereeh si) 2388 ete mee Oneonta is Elton P. Hall, formerly 
ener ciiiediceee seneral manager of the Daily 


Sales, are especially suitable for Comm. The company moved from 
cal manufacturing companies, bev-|P@tt of Greenwich but has its 
ter, Power Equipment, Industrial 
NORTH CAROLINA ing. 
8. Effective Buying Income’ fugene J. Brown, formerly gen- 
SERVED EXCLUSIVELY BY \named assistant publisher of the 
pre iad weet | Radio Inc. Replacing Mr. Brown in 
in all principal advertising tenters Record, Stroudsburg, Pa. 


CANADA'S No. 1 Test Market 


The London Free Press 


@ A PURE MARKET 
London is a one paper morket unaffected by the circulation of out- 


side newspapers. This morket is covered by 9 editions daily which 
offers wide opportunity for testing rural or urban morkets seporately. 


@ A CO-OPERATIVE MEDIUM 

Through the co-operative advertising department of the London 
Free Press, you may add a “crispness” to your test campaign by 
stock checks, deoler tie-in advertising, sales promotion support and 
split-runs. 


@ CANADA'S SEVENTH MARKET 

Whether it be for a test campaign or as part of your national effort, 
the London Free Press is the only medium completely covering 
Canada’s Seventh Market. Look first to this e ical di for 
results! 


Ontario’s Largest Daily Newspaper 
Circulation Outside Toronto 


94,436 — Publisher's Stotement, March 31st, 1955 


London 
Ontario 


National Nielsen Rating of Top TV Shows 
Two Weeks Ending March 10, 1956 
All figures copyright by A. C. Nielsen Co. 
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Nielsen Total Audience* _ 
TOTAL HOMES REACHED 


Homes 


(000) 
17,796 
17,410 
16,673 
15,690 
15,444 
14,637 
14,567 
13,584 
13,338 


Program 
| Love Lucy (General Foods, Procter & Gamble, CBS) 
Ed Sullivan Show (Lincoln-Mercury Dealers, CBS) 
$64,000 Question (Revion, CBS) 
Ford Star Jubilee (Ford, CBS) 
Disneyland (American Motors, Derby Foods, American Dairy, ABC) .... 
Jack Benny Show (Lucky Strike, CBS) 
December Bride (General Foods, CBS) 
Dragnet (Chesterfield, NBC) 
Perry Como Show (Several sponsors, NBC) 
You Bet Your Life (DeSoto-Plymouth, NBC) .............ccccsesecesenenseennenrenenens : 


PROGRAM POPULARITY{ 


Program 
| Love Lucy (General Foods, Procter & Gamble, CBS) 
Ed Sullivan Show (Lincoln-Mercury Dealers, CBS) 
$64,000 Question (Revlon, CBS) ..........ccccccccececeeeeee 
Ford Stor Jubilee (Ford, CBS) 
Disneyland (American Motors, Derby Foods, American Dairy, ABC) 
Jack Benny Show (Lucky Strike, CBS) 
December Bride (General Foods, CBS) 
Perry Como Show (Several sponsors, NBC) 
Dragnet (Chesterfield, NBC) 
The Millionaire (Colgate, CBS) 
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Nielsen Average Audience** 


TOTAL HOMES REACHED 


Homes 

(000) 
16.953 
15,620 
14,496 
13,689 
13,233 
12,671 
12,636 
12,390 
12,145 
12,110 


Program 
1 Love Lucy (General Foods, Procter & Gamble, CBS) 
$64,000 Question (Revion, CBS) 
Ed Sullivan Show (Lincoln-Mercury Dealers, CBS) 
December Bride (General Foods, CBS) . 
Jack Benny Show (Lucky Strike, CBS) 
Disneyland (American Motors, Derby Foods, American Dairy, ABC) .... 
Dragnet (Chesterfield, NBC) 
You Bet Your Life (DeSoto-Plymouth, NBC) 
The Millionaire (Colgate, CBS) 
GE Theater (General Electric, CBS) 


Swramvauawn 


PROGRAM POPULARITY} 


Program 
1 Love Lucy (General Foods, Procter & Gamble, CBS) 
$64,000 Question (Revlon, CBS) 
Ed Sullivan Show (Lincoln-Mercury Dealers, CBS) .... 
December Bride (General Foods, CBS) 
Jack Benny Show (Lucky Strike, CBS) 
Disneyland (American Motors, Derby Foods, American Dairy, ABC) 
Dragnet (Chesterfield, NBC) 
The Millionaire (Colgate, CBS) 
You Bet Your Life (DeSoto-Plymouth, NBC) 
GE Theater (General Electric, CBS) 
* Homes reached by all or any port of the program, except for homes viewing only one 
to five minutes. 
**Homes reached during the average minute of the program. 
+Percented ratings are based on tv homes within reach of station facilities and by 
each program. ; 
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ARB Network TV Ratings 
Week of March 1-7, 1956 


All figures copyright by American Research Bureau 


PROGRAM POPULARITY 
Program 

1 Love Lucy (General Foods, Procter & Gamble, CBS) 
$64,000 Question (Revlon, CBS) 
Ed Sullivan Show (Lincoln-Mercury Dealers, CBS) 
You Bet Your Life (DeSoto-Plymouth, NBC) 
I've Got A Secret (Winston cigarets, CBS) 
Disneyland (American Dairy, American Motors, Derby Foods, ABC) 
December Bride (General Foods, CBS) 
Your Hit Parade (American Tob . Warner-l 
Perry Como (Several sponsors, NBC) 
Dragnet (Chesterfield, NBC) 


» 
=~ @ 
2 
. 
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TOTAL VIEWERS REACHED 
Program 

Ed Sullivan Show (Lincoln-Mercury Dealers, CBS) 
I Love Lucy (General Foods, Procter & Gamble, CBS) .... 
$64,000 Question (Revion, CBS) 
Disneyland (American Dairy, American Motors, Derby Foods, ABC) .... 
Perry Como (Several sponsors, NBC) 
You Bet Your Life (DeSoto-Plymouth, NBC) 
Honeymooners (Buick, CBS) 
Dragnet (Chesterfield, NBC) 
I've Got A Secret (Winston cigarets, CBS) 
Your Hit Parade (American Tobacco, Warner-Lambert, NBC) 
| 
| 


2 
° 
3 
© 


31,050 
30,680 
30,550 


Percentage of homes reached in markets where show appeared. 
**Total number of persons viewing program. 


ceeding Oliver Read, who is now 
director and assistant 


| Zitt-Davis Advances Two 


William Stocklin, managing edi- | editorial 


tor of Radio & Television News,)publisher of the Ziff-Davis elec-} 


has been advanced to editor, suc-| tronics group, New York. 


Announcing powertul new RCA Victor portables 
in famous non-breakable “Impac” cases—trom ‘29.95 


| 
ee - 


RCAVICTOR 


‘BOUNCY—This RCA Victor four- 
color page, scheduled for the April 
23 Life, May 19 Saturday Evening 


) Post, June 22 Collier’s and June 


issues of Holiday and Seventeen, 

promotes the company’s new Im- 

pac case. Kenyon & Eckhardt, New 
York, is the agency. 


RCA Drops Radio 
from Whirlybird to 
Show Its Durability 


PHILADELPHIA, April 3—Dramatic 
stroboscopic photos and filmed 
commercials showing an RCA Vic- 
tor Impac-cased portable radio 
surviving a drop from a helicopter 
will be the feature of an extensive 
spring campaign for the company’s 
line of portables. 

The “crash test” photos and 
films will stress the “non-break- 
able” Impac plastic cases (which 
are guaranteed for five years). 
They are used on five of the six 
new RCA Victor portable radios 
and will be shown in four-color 
pages in Collier's, Holiday, Life, 
The Saturday Evening Post and 
Seventeen. 

Films of the test will be shown 
on “Producers’ Showcase,” the 
“Milton Berle Show” and the 
|“Martha Raye Show” (NBC-TV). 
Network radio also will be used 
for verbal descriptions of the tests. 

Newspaper mats, motion dis- 
plays and counter cards and trade 
magazine ads also will feature this 
theme. The motion display, em- 
bodying the helicopter test, was 
developed by W. L. Stensgaard & 
Associates, Chicago. 

The Bell Aircraft Corp. cooper- 
ated with Kenyon & Eckhardt, the 
RCA Victor agency, in staging the 
demonstration in Miami. 


es R. E. Conley, manager of adver- 
tising and sales promotion for 
RCA Victor Victrola and radio di- 
vision, said the photos and films 
drive home the impact of the dur- 
ability of the Impac cases better 
than any amount of copy. Hence, 


“| the stress on illustration in the ad 


drive. 

The new portable line was intro- 
duced to distributors and dealers 
in mid-February. The consumer 


, campaign starts this month. 


Pines Names Hill VP 

Norman Hill, with Pines Publi- 
cations, New York, since 1951, has 
been named a vp of the company. 
He has been director of promotion. 


PATERSON 


NEW JERSEY 
3rd City in New Jersey Covered With 
THE PATERSON CALL 
In 1954 the Paterson Call carried 
35% MORE 
Department Stcre advertising than 
the other Paterson paper. 


REQUEST MORE FACTS—ADVERTISE IN THE CALL 
Nationally Represented by 


WARD-GRIFFITH CO. 
The Ward-Griffith Co. maintains offices 


in all principal advertising centers 
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Zareh Reform Push | 
Moves on to Attack 
Odd (i.e. $19.98) Prices 


Boston, April 3—Zareh Inc., 
Hub clothier who in an ad hit out 
at retailers staying open nights 
(AA, March 26), turned to odd 
price markings this week. In his 
customary tongue-in-cheek style, 
he gave reasons for his irritation 
at this ad practice. 

In his Sunday Herald ad April 1, 
he said: “Odd prices must go. The 
trade’s fascination with the odd 
price is based on two factors, one 
obvious and the other not so ob- 


vious. The obvious one is that it & 


believes $4.95, $9.90, $19.98, etc.. 
will make you believe that you are 
buying items at substantially less 
than $5, $10, $20, etc. 

“This, of course, is silly. Nobody 
kids nobody, and if I am wrong 
somebody should ensnare a dodo 
bird and make him commissar of 
retailing. (Maybe I have the wrong 
bird. What is the name of that bird 
that buries its head in the sand and 
therefore never develops dan- 
druff?) 


s “The second reason business is 
so fond of odd prices is that it be- 
lieves that they are a deterrent to 
salespeople stealing. The thinking 
here is that it is much easier for a 
salesperson to stick $5 in his pocket 
when no change is involved than 
$4.95 when change is made. 

“Maybe so; I wouldn’t know. I 
feel that my salespeople are hon- 
est. 

“What’s more, I believe my cus- 
tomers would think they were get- 
ting better service in my shops if 
they didn’t have to hang around 
waiting for that odd nickel to come 
back on a platter. 

“Odd prices have always ir- 
ritated me. My suspicion is I’m not 
alone in this feeling. 

“Now in case my friends in the 
men’s wear business think that I’m 
picking on them alone, I want to 
tell them the automobile people 
are no better. My cousin Karnig 
bought a Cadillac last year for $5,- 
002.17, so help me Agamemnon! I | 
got photostats.” 

Durkee Offers Premium 

Durkee Famous Foods, Cleve- 
land, has launched a salad prod- 
ucts promotion which will continue | 
throughout the U.S. during the out- 
door cooking season. Two Party- 
Lites, outdoor torches, are offered 
to consumers for $2 and a label 
from either of Durkee’s freezer- 
jar-packed salad products. News- 
papers, tv and radio will be used. 
Appoints Bernard Glass 

General Investing Corp., New| 
York, has appointed Bernard R. 
Glass general manager and adver-| 
tising director. An expanded pro- | 
gram in major media is planned. | 
Mr. Glass was formerly president | 
and general manager of Mark-O 
Corp. 


PEORIA 


$630 Million Market 
You Need Only the 


JOURNAL STAR 
To Do The Job! 


See Your 
Ward-Griffith 

Man or ask Mr. 
Summers for 
Market Information. 


Oo. C. SUMMERS 
Nat'l. Adv. Mgr. 


WARD-GRIFFITH co. 
The Ward-Griffith Co. maintains offices 


in all principal advertising centers 


HOME BREW—Kool-Shake, a new 
milk shake mix, will be introduced 
this spring in Life, Look, on tv and 


‘by direct mail samples. The mix 


is produced by Perkins Products 

Co., Chicago, a subsidiary of Gen- 

eral Foods. Foote, Cone & Belding 
is the agency. 


= Cities paint and w 
m \ers, painting-decor: ing 


Twin Cities F aint 
Dealers, Dec>rators 
Stress Credit Appeal © 


Ar-il 3—Twin 
lpaper deal- 
contrac- 


facturers last 


MINNEAPOLIS, 


tors and paint man 
week launched a 
campaign to promo'e use of time 
payments in paint «nd wallpaper 
sales and in home c ccorating. 
Theme of the fi: c-week cam- 
| paign is “Paint it—p: y later.” A se- 
ries of 5-col. x 14” ais wil! appear 


each Sunday in Minneapolis and | 


| 3t. Paul newspapers emphasizing 
purchases with no down payments 
and up to 36 months to pay. 

A series of smaller ads also will 
appear, with mats being made 
available to dealers for tie-in use. 

Cost of the campaign is being 
financed by members of Twin 
Cities chapters of Painting & Dec- 
orating Contractors of America, 
Retail Paint & Wallpaper Dealers 
Assn. and Paint, Varnish & Lac- 


advertising | 


quer Assn. 
The promotion is the result of 


‘nine months of research jointly 


sponsored by the three Twin Cities 
groups. The creative work was 
done by Alfred Colle Co., Minne- 
apolis agency. 
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Gillette Elects Gilbert 

Carl J. Gilbert, formerly vp, has 
been elected president of Gillette 
Co., Boston, succeeding J. P. 
Spang Jr., elected chairman of the 
board. Malcolm C. Stewart, treas- 
urer, has been named a director. 


NATION'S LARGEST TRADE TERRITORY 


1955 
BUILDING PERMITS 
$37,000,000 
IN EL PASO 


The El Paso Times 


AN INDEPENDENT NEWSPAPER 
MORNING AND SUNDAY 


El Paso Herald-Post 


A SCRIPPS-HOWARD NEWSPAPER 
EVENINGS 


WOOD.awo-TV 6 BIG Lally! 


- Pills by the billion pop down the mouth of this vital market. Proof: last 
year it coughed up $309-million for pharmaceutical and drug sales. But are 
you getting your share? Here’s the country's 20th television market. West- 


ern Michigan is YOURS . . . when you buy WOOD-TV, Grand Rapids’ 


only television station. Ask us to tell you more. 


WOOD-T 


GRANDWOOD BROADCASTING COMPANY 
AND TV, INDIANAPOLIS; WFDF, FLINT; WTCN-AM AND TV, MINNEAPOLIS ¢ 


GRAND 


WOOD and CENTER 


NBC BASIC; ABC SUPPLEMENTARY 


RAPIDS, MICHIGAN 


a 
i 

» 

? a 

a 


ASSOCIATES: WFBM-AM 
REPRESENTED BY KATZ AGENCY 


¢ MUSKEGON 
@GRAND RAPS 
° LANSING 


« BATT. CRESS 


Ree 


* KALAMAZOO 
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‘More of Everything 
but Water’ Is Motif 
of New Blatz Drive 


MILWAUKEE, April 3—Blatz| 
Brewing Co. has opened a spring 
campaign with the theme: “More 
of everything—but water.” 

In newspaper ads, tv commer- | 
cials, outdoor bulletins and a vari- 
ety of point of sale displays, ‘““More 
life, more flavor, more fun” is 
stressed. 

A standout among the point of 
sale displays is a three-dimensional 
back-bar poster with a huge glass 
of beer and a giant “Dagwood” | 
sandwich. Copy carries the “more 
of everything” theme. 

For package outlets, Blatz has 
produced a giant shopping bag 
filled with beer containers and 
related high-profit food items. 
Posters and banners are available 
for both package and on-premise 
outlets. 

Outdoor ads will tie in with the 


Is there enthusiasm for 
your product at the 


2 


ACB Newspaper Research Services 
will tell you... how much... 


@ The great bulk of all branded 
oods is sold through retail stores 
located in the 1393 cities in which 
daily newspapers are published. 
ACB can tell you what retailers are 
pushing your brand by advertising it 
locally in their daily newspapers— 
ive you complete details in report 
‘orm—supplemented if you wish, by 
actual tear sheets. 
And at the same time, your ACB 
report can tell you what support your 
competitors’ dealers are putting back 
of the lines they handle. 
Watch mass retailer enthusiasm 
through ACB Reports! It’s at the 
retail level that your brand moves 
forward or slips back. It’s at the 
retail level that your promotion effort 
can bring rich returns. 
ACB offers 14 important services 
based on newspaper research. These 
services have the utmost flexibility. 
You can have them cover the entire 
country or a single city. You can 
order these services continuously or 
intermittently. 


Send for ACB’s © 48 pages. 
Describes each of ACB’s 14 Research 
Services. Gives many case histories; 
cost of service, or method of estimat- 
ing; complete directory of dailies; 
U. S. Census of retail stores. It's 
free! Ask for it today. 


ACH reads every advertisement 


ACB SERVICE OFFICES 


79 Madison Ave. + New York 16 
18 8S. Michigan Ave. + Chicago 3 
20 South Third St. * Columbus 15 
161 Jefferson Ave. * Memphis 3 
61 First St. + San Fra 5 


More of everything 
Se ... but water 


Thee ey ae Ro ee me a of ONG 
ee 


displays by depicting frosty glasses 
of beer and appetizing sandwiches. 


® Retailers will also benefit from 
a campaign of newspaper adver- 
tisements in many cities, Blatz 
asserts. Some of the ads are of an 
off beat nature. One depicts the 
consumer as “top man on the Blatz 
totem pole.” Kenyon & Eckhardt is 
the brewer’s agency. 


Better Heat with 
Oil Group Plans 
Continuing Drive 

New York, April 3—The recent- 
ly formed Better Heat with Oil 
Council has launched an oil heat 
promotion campaign in newspa- 
pers. 

Representing all segments of the 
oil industry, the council has two 
aims: 

1. To educate the public on the 
advantages of, and promote the 
sale and increased use of, auto- 
matic oil heat. 

2. To institute a continuing cam- 
paign that will have the support 
and participation of all segments 
of the industry. 

Hicks & Greist has been appoint- 


|ed advertising agency for the 


council. 

The first year’s promotion goal 
is $250,000. 

Charles R. Laudor, formerly ad- 
vertising-public relations director 
of the New York Oil Heating Assn., 
has been named executive direc- 
tor. 


| ‘ 


“35 Newsprint 
Profits Topped 
‘54 Level by 15% 


Toronto, April 3—Newsprint 
profits in 1955 climbed 15% over 
‘54, and virtually all tonnage that 
}can be produced in ’56 has been 
|sold under contract, the Toronto 
| Telegram says in an analysis of 
the newsprint profit pattern. 

In addition, it points out that 
dollar parity has improved the ex- 
port earning position of Canadian 
mills. 

Most of the increased demand | 
for newsprint comes from the U.S., 
the newspaper says, but substan- | 
tially increased orders also have | 


and Australia. 


quoted as saying, “The present | 
condition of the market is such | 
that it will be necessary for the 
North American industry to exert | 
every possible effort to produce | 
every ton of paper which can be 
produced during 1956 if further 
difficulties are to be avoided.” 


® All Canadian mills, the Tele-| 
gram says, are operating at top) 
speed and running extra shifts to 
produce enough tonnage to meet 
current delivery commitments, to 
catch up on a backlog of unfilled 


pleted stockpiles. Many mills also | 
are expediting expansion pro-| 
grams. 


print producers for 1954 and 1955, | 
as published by the Telegram, are: | 
Net Earnings 

1954 


$ 8,075,890 
11,848,327 
11,258,311 
10,625,901 

1,243,995 

791,590 
3,143,011 
3,899,747 
1,361,636 
4,137,621 
6,067,570 
2,819,854 


1955 


$ 9,172,873 
13,747,019 
12,197,018 
13,936,026 

1,822,659 | 
872,373 | 
3,393,185 
4,217,567 
1,443,084 
4,964,692 | 
7,400,000 
3,603,403 | 


Price Bros. .... 
Consolidated .. 
| Powell River .. 
| Abitibi 


| Donohue Bros. 
| Great Lakes .. 
| Southland 


| Great Northern 
Minn. & Ont. 

| Maclaren Co. 

| Crown Zeller- 


bach 44,128,000 | 
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|serve them, and there are not 


COLOR GUIDE—A shadow box with 
transparent color slides and a 
built-in light source enables Buick 


paint styles, using 51 colors vari- | 
Douglas W. Ambridge, president |ously allocated to tops, bodies and 
of Abitibi Power & Paper Co., is| fenders. Fabric samples in front. 


give interior-exterior contrast. The 
unit was built by William Melish 


|Harris Associates, Greenwich, (9 


Conn. 


73,489,746 83,105,016 
4,668,785 


International 
Anglo-Canadian 
Bathurst 

Fraser Cos. .... 
Howard Smith 
MacMillan & 

Bloedel 
St. Lawrence .. 


5,020,256 


18,742,597 
7,062,842 


12,759,572 
4,451,038 


orders and to try and build up de- Smaller Clients Need if 


More Medium-Size 


Net earnings of 20 major news- | Agencies, Says Thain | 


enough vigorous small agencies to 
go around, he said. 


s “Perhaps every man in and 
around the advertising business at 
some time or other threatens to 
open his own agency,” Mr. Thain 
said. “It’s a shame that more men 
of skill do not go through with 
the threat.” 

Any adman with reasonable ex- 
perience and reasonable breaks can 
make a go of his own agency, and 
can provide proper service to 
smaller advertisers, he said. He in- 
dicated that the small agency field 
\offers a particular opportunity to 
the man who has become familiar 
with advertising and marketing 
'in college. 

Farson, Huff Moves Office 

Farson, Huff & Northlich, Cin- 


jcinnati agency, has moved to 


come from Europe, South America | salesmen to show customers 4,913|larger quarters in the Terrace 


Plaza Bldg. 


| 
| 


Cuicaco, April 3—There is al 


great need for more good adver- 


|tising agencies of moderate size, 
leapable of servicing the growing 


needs of small and medium-size 
advertisers, according to Richard 
J. Thain Jr., vp and copy chief of 
Vaughan, Thain & Spencer. 

Mr. Thain, who also is assistant 
professor of advertising at Roose- 
velt University here, told the Chi- 
cago Alumni Assn. of Alpha Delta 
Sigma last week that there are 


many smaller businesses and in-| 
dustries in this area which, be-| 
cause of their own limited staffs,) 
need agency services badly. The) 
larger agencies can’t afford to 


Want to know 
where YOU 


stand in 


AKRON? 


AKRON BEACON JOURNAL 


STORY, BROOKS 


Here’s Your Answer 

A comprehensive, up-to- 
date survey reporting the 
10 TOP BRANDS— in the 
home and store —in 
Akron’s big $1,080,500,- 
000 growing market. 


Write us, 

or ask 

Story, Brooks & Finley 
for your copy! 


& FINLEY, Representatives 


JOHN S$. KNIGHT, Publisher 


The daily newspaper appeals to 
every age group of both sexes 


Here at Advertising Checking Bu- 
reau, we read every advertisement 
published in every daily paper in 
the United States. 

As we read this advertising total- 
ing $2 billion annually, our eyes 
occasionally fall on the editorial 
content and we observe that every 
age group of both sexes find special 
features of interest in the daily 
newspaper. The news columns, 
mightiest magnet of all features, is 
the newspapers own exclusive baili- 
wick! Here is chronicled each day, 
newsworthy doings of local people, 
known and unknown to the reader 
—their triumphs and misadven- 
tures. And the news of the world. 

This kind of news gathering and 
editing, plus high-speed presses and 
split-second distributing systems, 
makes the daily newspaper — now 
as in the past—the most patronized 
of all advertising media! 


They pay us fo serve you 


ACB serves the newspaper in- 
dustry by reading every advertise- 
ment published in the nation’s 
dailies and Sunday newspapers, and 
making certain that proof-of-inser- 
tion is received promptly by the 
advertiser or agency. This service 
—paid for by the publisher—re- 
lieves the advertiser of clerical 
work and delays. ‘ 

From this “reading job’ ACB 
has developed 14 most useful News- 
paper Research Services for mer- 
chandisers. More than 1100 lead- 
ing firms use these services which 
are discussed in our column on the 
opposite column. 


te & dependable serv 


See opposite column for listing 
of ACB Service Offices 


ADVERTISING 
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House Post Office Committee Ponders 
Compromise for ‘Workable’ Rate Bill 


(Continued from Page 1) 
been removed from the depart- 
ment’s cost budget.) 

The discounts to second “and 
third class are one part of the 
Stans plan. Conversely, he charges 
first class an amount in excess of 
actual handling cost in recognition 
of such intangibles as the pre- 
ferred handling given this class of 
mail. 

Committee members seem reluc- 
tant to agree wholeheartedly to a 
change in accounting methods| 
which throws first class into the) 
red, and justifies an increase in 
the present 3¢ rate. 


s Frequently during the hearings, 
Rep. John E. Moss (D., Cal.) has! 
asked: Should we allow discounts 
for publications and other mailers 
who perform a special public serv- | 
ice? If so, who should bear the) 
cost of these discounts: The public | 
treasury, or the other users of the | 
mail? This, he says, is a policy 
decision which Congress should| 
make before adopting a rate bill. | 
As one of the nation’s best | 
known cost accountants, who gave 
up the presidency of the Chicago 
accounting firm of Alexander | 
Grant & Co. to accept his post | 
here, Mr. Stans readily agrees that | 
no utility could possibly base its | 
rates on a simple apportionment of | 
costs, as the Post Office Depart- | 


ment did when its officials relied 
solely on cost ascertainment. 


s Under this system huge deficits 
were charged against second and 
third class, which would have re- 
quired rate increases of 500% to 
600%. On the other hand, first 
class, the only class of mail capa- 
ble of raising significant amounts 
of new revenue, was generally 
within a hair’s breadth of covering 
the percentage of cost assigned to 
it and it has not been possible to 
show that an increase in this rate 
is justified. 

The department’s rate bill pro- 
poses a 30% increase in second 
class over a two-year period. This 
would bring in approximately $17,- 
009,000. Even under the Stans sys- 
tem, second class would continue 
to have a deficit of $75,000,000. 
Publishers point out that second 
class rates would have to be dou- 
bled to meet this deficit. 

The department’s proposal for a 
2¢ bulk rate and other adjust- 
ments in third class would raise 
an estimated $77,000,000, and 
would come close to eliminating 
the “deficit” that remains under 
the Stans 25% “discount” plan. 

His proposal for a 4¢ rate on 
first class visualizes $299,000,000 of 
new revenue, just enough to cover 
the “premium cost” shifted to first 
class to cover intangible benefits 
enjoyed by this class of mail. 


Who's Who on Post 


Office Committees 


At various times readers have asked AA for the names of the mem- 
bers of the House and Senate post office committees, so that they could 
write and express their views, pro and con, on postal matters. The 
members are listed below and may be reached by addressing letters 
to the House Office Bldg., Washington 25, D. C., for representatives, 
and the Senate Office Bldg., Washington 25, D.C., for senators, 


House Committee | 


. Tom Murray (D., Tenn.) chairman | 
. James H. Morrison (D., La.) 

. James C. Davis (D., Ga.) 

. George M. Rhodes (D., Pa.) 

. John Lesinski (D., Mich.) 

. John Dowdy (D., Tex.) 

. High Q. Alexander (D., N.C.) 

. John E. Moss Jr. (D., Cal.) 

. Edward J. Robeson Jr. (D., Va.) 
. Gracie Pfost (D., Idaho) 

. Dante B. Fascello (D., Fla.) 

. Joe M. Kilgore (D., Tex.) 

. Chet Holifield (D., Cal.) 

. Edward H. Rees (R., Kan.) 

. Robert J. Corbett (R., Pa.) 

. Katherine St. George (R., N.Y.) 

. H. R. Gross (R., lowa) 

Rep. Cecil M. Harden (R., Ind.) 

. Albert W. Cretella (R., Conn.) 


Rep. Charles S. Gubser (R., Cal.) 

Rep. Joel T. Broyhill (R., Va.) 

Rep. Elford A. Cederberg (R., Mich.) 
Rep. John E. Henderson (R., 0.) 

Rep. August E. Johnansen (R., Mich.) 


Senate Committee 


Sen. Olin D. Johnston (D., 8.C.) chairman 
Sen. John O. Pastore (D., R.1.) 

Sen. A. 8S. (Mike) Monreney (D., Okla) 
Sen. Thomas C. Hennings Jr. (D., Mo.) 
Sen. W. Kerr Scott (D., N.C.) 

Sen. Richard L. Neuberger (D., Ore.) 
Sen. William R. Laird II (D., W.Va.) 
Sen. Frank Carison (R., Kan.) 

Sen. William E. Jenner (R., Ind.) 

Sen. William Langer (R., N.D.) 

Sen. Carl T. Curtis (R., Neb.) 

Sen. Thomas E. Martin (R., lowa) 

Sen. Clifford P. Case (R., N.J.) 
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Howard Connell 


Connell Returns to 
FC&B; Daly Assumes 
His Post at Ogilvy 


New York, April 3—Howard 
Connell, formerly vp and radio-tv 
director of Ogilvy, Benson & Math- 
er, has rejoined Foote, Cone & 
Belding as a group copy head. 

His radio-tv post at Ogilvy, Ben- 
son will be filled by Arthur Daly, 
who comes to the agency from 
D’Arcy Advertising. 

Mr. Connell entered the agency 
field in 1941 as a member of the 
radio department of Lord & Thom- 
as, predecessor of FC&B. He rose 


to creative head of the American 
Tobacco Co. account before leaving 
Foote, Cone in 1947 to join Biow 
Co. on the Philip Morris account. 
In 1948 he created the radio and 
tv show “Stop the Music,” of 
which he is co-owner. Mr. Connell 
was creative supervisor of Biow at 
the time he resigned to join Ogil- 
vy, Benson & Mather three years 


» | ago. 


_| Launches Waterproof Polish 


Teb Research & Development 
Corp., Atlanta, is introducing Teb 
shoe polish in New York under 
the theme, “Great new shoe polish 
discovery shines and waterproofs 
as no other product can.” Metro- 
politan newspapers and spot radio 
are being used. Expansion into the 
Northeast and into the Georgia 
company’s home area is planned. 
Fred Gardner Co., New York, is 
the agency. 


Py-O-My to Clinton Frank 

Kitchen Art Foods Inc., Chicago, 
has named Clinton E. Frank Inc., 
Chicago, to handle advertising for 
its Py-O-My line of mixes, which 
include pie crust, blueberry muf- 
fin, coffee cake, brownie and 
Puddin’ cake mixes. Wright, 
Campbell & Suitt formerly had the 
account. 


hol ‘ 


_ Yorthy of your Trust 


BEs “ distillers of the world’ finest bourbon for 160 years 
: 1795-1955 


TRUSTWORTHY—T his 


3 typical of the painted spectaculars used in a 
new push by James B. Beam Distilling Co., Chicago, in major mar- 
kets, for its Jim Beam whisky. Weiss & Geller is the agency for the 
brand. 


Cuicaco, April 4—Opposition 
lawyers engaged in a hot verbal 
slugfest yesterday 


court in opening arguments in 
the Institutions magazine vs. Con- 
over-Mast Publications case. 
Domestic Engineering Co., pub- 
lisher of Institutions, is suing 
Conover-Mast, charging unfair 
competition and alleging that the 
Conover-Mast publication, Insti- 
tutional Feeding & Housing, had 
infringed Institutions’ trademark 
and copied its style and format. 
Casper W. Ooms, attorney for 
Domestic Engineering Co., told 
the court that Conover-Mast pub- 
lished a brochure in December, 
1953, which contained a series of 
ads, all of which were photo- 
graphically copied from issues of 
Institutions magazine. 


® Five of the reproduced ads were 
created by the Institutions staff, 
Mr. Ooms charged. He maintained 
that the material was reproduced 
without the permission of Domes- 
tic Engineering Co., and he de- 
scribed this action as unfair com- 
petition. 

Mr. Ooms also contended that 
much editorial material published 
in Institutional Feeding & Housing 
was copied from articles that had 
appeared in earlier issues of In- 
stitutions. He also charged that 
Conover-Mast had sent out “load- 
ed” questionnaires when the com- 
pany was conducting readership 
studies for Institutional Feeding & 
Housing. This also constituted un- 
fair competition, he said. 

The circulation claims of Con- 
over-Mast for its publication also 
were questioned by Mr. Ooms. He 
contended that much of its circu- 
lation consisted of readers of Bar 
& Restaurant, predecessor of In- 
stitutional Feeding & Housing. 


= T. Newman Lawler, attorney 
for Conover-Mast, charged that 
Domestic Engineering Co. had pre- 
sented no concrete evidence that 
Conover-Mast had violated anti- 
trust laws by its circulation meth- 
ods. He also charged that Domestic 
Engineering filed the suit in order 
to attack Conover-Mast. 

“Either Institutions had to mod- 
ernize its circulation methods to 
eliminate the magazine going to 
people not important in the field, 
or else go on with its attack 
against us,” Mr. Lawler said. 

Mr. Lawler argued that Con- 
over-Mast’s franchise-type method 
of circulation was legal and that 
the company had been using it 
for its other publications for many 
years. He described the method as 
very effective. 

The two competing magazines 
are very dissimilar in appearance, 
Mr. Lawler contended, and he 
pointed out that Conover-Mast 
also has an unusual and different 
rate card. 


= “The ironic part of this anti- 
trust matter, your honor, is that 
in this field we are the David 
against Goliath,” Mr. Lawler said. 
“Institutions has had the bulk of 


the advertising and is trying to 


before Judge! 
Michael L. Igoe in U.S. district! 


Lawyers Hold Verbal Slugfest in Opening 
Session of ‘Institutions’-Conover-Mast Suit 


|maintain its 15-year monopoly.” 

Mr. Lawler admitted that at 
least 21 ads from the brochure 
were reproduced from ads in In- 
stitutions, but he contended that 
Domestic Engineering Co. did not 
hold copyrights for the ads. He 
said that courts before have held 
that ads are the property of ad- 
vertisers and/or agencies, and not 
magazines. 

Mr. Lawler also made the point 
that other magazines had carried 
the “institutional” name before 
Domestic Engineering Co. started 
its publication. He also pointed 
out that other trade publications 
in various fields carry the name 
of a particular field as part of 
their title. 


= C. L. Staples, vp of Domestic 
Engineering Co. and editorial di- 
rector of Institutions, testified that 
his company had spent much mon- 
ey over a long period of time pro- 
moting the name of the publica- 
tion. 

Mr. Staples also told the court 
that there has been a great deal 
of confusion in mail since the 
other publication was started in 
1953. A number of mail pieces 
delivered to Institutions that were 
meant for Institutional Feeding & 
Housing were introduced as evi- 
dence. 

The Institutions editor also told 
the court that many promotions 
and ad campaigns had been con- 
ducted over a 15-year period to 
promote his publication. 

Other witnesses who appeared 
briefly yesterday and today were 
O. T. Carson, president and treas- 
urer of Domestic Engineering Co., 
and Joseph A. George, superin- 
tendent of Evangelical Hospital. 
The case is expected to continue 
through next week. 


CBC Is Hit for 
Entertainment 
‘Stranglehold’ 


(Continued from Page 1) 
hesitate to come forward and speak 
openly,” Mr. Dickson said. 

“IT have proof of what I am say- 
ing,” he stated. “The whole setup 
as far as CBC is concerned is a 
stinking one.” 


® A Globe & Mail editorial said 
the CBC’s board of governors rec- 
ommended last week that foreign 
ownership in Canadian radio and 
tv stations should be limited to 
20% of the total investment. The 
suggestion was made to the De- 
partment of Transport, which is 
responsible for CBC operations. 

The issue was raised when the 
board considered an application to 
transfer about one-third of the 
shares of a company which operat- 
ed a radio and tv station in Wind- 
sor to an American-controlled 
company. 

The governors reported there 
was no precedent or statute to 
guide them. They approved the ap- 
plication but suggested that hence- 
forth 20% be the limit of foreign 
ownership. 
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General Mills 
Talks Discounts 
With Newspapers 


(Continued from Page 1) 
magazine field as well. 

“But so far all we're doing is 
looking,” he explained. “There's 
been no action on our part, nor is 
any immediately planned.” 


® According to BBDO, the whole 
subject came up when General 
Mills was planning its 1956 adver- 
tising. The agency was asked to 
check several newspapers on the 
price of color pages—which it 
found to be expensive. 

So General Mills raised the ques- 
tion: “Do you think we could get 
some sort of discount?” 

Since then, BBDO has queried 
about 95 papers to see what kind 
of deal it can get on a national 
basis. It figures that if it can get 
ten “top newspapers” to give a sat- 
isfactory discount, it could put to- 
gether a national package—one 
which would be attractive for any 
advertiser later on, the agency 
pointed out. 

A complicating factor so far, AA 
was told, has been that agency men 
do not know what is a fair cost 
per thousand for four-color ads in 
newspapers. Apparently nobody 
has figured this one out yet 


Disney Sponsors 
Get in Line Despite 
Increasing Costs 


New York, April 4—Seven 
“Mickey Mouse Club” sponsors 
have signed to stay with the ABC- 
TV kid’s show for the 1956-57 
season. 

Bristol-Myers (Doherty, Clif- 
ford, Steers & Shenfield), which 
carries one segment, will add one 
and maybe two in the fall. Coca- 
Cola Co. (McCann-Erickson) 
keeps two, while Armour & 
Co. (Tatham-Laird) and Carna- 
tion Milk Co. (Erwin, Wasey & 
Co.) will continue to sponsor one 
segment. 

Present plans call for General 
Mills (Knox Reeves Advertising) 
to cut back from six to four seg- 
ments weekly. Mattel Inc. (Car- 
son-Roberts) and S.O.S. Co. (Mc- 
Cann-Erickson) will retain their 
alternate-week 15-minute portion 
of the program. 

At least two more of the cur- 
rent list of 18 advertisers are ex- 
pected to sign soon for the new 
season. 


® As would be expected with the 
top-rated daytime telecast, pro- 
gram costs for “Mickey” have 
gone up. This, plus station time 
increases announced for fall, 
brings the cost of sponsorship into 
the $17,500 to $19,900 range, de- 
pending on how many weekly 
segments are ordered. During the 
1955-56 season, the time and tal- 
ent costs ranged from $12,000 to 


$15,000. 

The network and Walt Disney 
will stage a juvenile “talent 
roundup” for “Mickey Mouse 


Club” starting in mid-April. This 
promotion will be centered in 12 
major cities. 


® Renewing sponsors of “Disney- 
land” bring total billings for the 
two ABC-TV shows to more than 
$19,000,000 for the 56-57 season. 
For the third successive year, 
American Dairy Assn. (Campbell- 
Mithun), American Motors Corp. 
(Geyer Advertising and Brooke, 
Smith, French & Dorrance) and 
Derby Foods (McCann-Erickson) 
each Wednesday will sponsor 
“Disneyland,” which is sold out to 
the fall of 1957. 
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Davidow Backs ‘Family Weekly’ with 
$50,000,000 Book-Publishing Empire 


(Continued from Page 2) | Hearst's New York Evening Jour- 
three” eight years after publica-| nal. It worked out beautifully. In| 
tion; a 16-volume children’s set,|a 20-week period the Journal sold | 
also distributed by Sears; a thriv-| some 2,000,000 books, added a lot 
ing Bible-publishing house, and a/ of circulation and made a profit on 
numberless host of premium-pro- the promotion to boot. Quickly,| 
motion offerings—dictionaries, hundreds of other newspapers were | 
small encyclopedias, “great clas-|clamoring to get in, and Cuneo! 
sics” compendiums, etc. | Press, straining to meet the orders, 

Against this background, is | found itself issuing apd 30,000,- 
a question why Mr. Davidow) 000 volumes in a single year. 
should have charged, with Family! The promotion had important 
Weekly, into one of the most com-| side effects. It brought Mr. David- 
petitive corners of the periodical|ow to Chicago, where he stayed, | 
field. One reason undoubtedly has| and it built a lasting relationship | 
to do with the man’s promotional | between him and John Cuneo, who | 
gift: He has a habit of taking ob- | has been his chief financial backer | 
secure or (in this case) failing|)since then. The big exception is| 
ventures, working them over and | Family Weekly, in which Mr. Cu- 
making them prance like thor-|neo has no interest. 
oughbreds. Another side-effect was that Mr. 

: Davidow got himself firmly plant- | 
Me pecan os i yen —_ _ | ed in the reference book field, with 
ee a ot Ss Saves rod ~|newspaper promotion receding 
oa Me b gow wage wh ye: 9 |more and more into the back- 
yearning ‘to return to the medium. | ground. Part of this came about 7 

Reared in New York City, the| Sears, Roebuck & Co. began claim- 

ao et }ing more and more of Mr. David- 


young Len Davidow opened his ow’s attention, starting in World 
career in 1921 as a promotion War II 


man for newly-established Hearst 


newspapers in Syracuse and Roch- b , 
ester. Next came a stint for Amer-|® The first contract with Sears) 


- : 2 books for the com- 
ican News Co. in Pennsylvania, | was to supply | 
and soon after—in 1923—he set up| P@my’s People’s Book Club—and_| 


Barbour Mason 


SOUTHEASTERN OFFICERS—Pictured here are the new officers of the 

fourth district, Advertising Federation of America: Don Barbour, 

Barbour Truck-Ads, Orlando, governor; Earl J. Mason, Miami Beach 

. Nelson, Florida Power Corp., St. 

Petersburg, secretary, and Fred Wolf, Wolf Brothers, Tampa, treas- 

urer. The new officers were chosen at the second annual Southeast- 
ern Advertising Conference held in Orlando. 


Sun, lieutenant governor; Emily R 


Advertising Age, April 9, 1956 


|1933 and 1955 P&T “exerted great 

efforts to promote the sale of 
Martell cognacs and create a con- 
sumer demand for them.” Since 
|1947 P&T claims to have spent 
'more than $180,000 on advertising 
oy Martell. 


'a P&T alleges that “National, Hi- 
|ram Walker and the Seagram de- 
|fendants joined in a piratical raid 
upon plaintiff's three major import 
brands,” and that as a result it 
lost all three. 

In its complaint P&T names 14 
corporations as defendants in the 
“conspiracy. The list includes the 
four major distilleries, nine of 
\ their subsidiaries and J. F. Martell 
lInc., American representative of 
the French company. Several oth- 
er companies and executives of 
defendant companies are listed as 
co-conspirators but are not named 
as defendants. 

Stanley L. Brown, P&T presi- 
|dent, told a press conference that 
|the company has lost some do- 
/mestic wholesalers as a result of 
|the loss of the imported brands. 


Wolf 


Nelson 


supplement over the hump, in Mr. | 
Davidow’s estimation. But the| 
book publisher admits to a couple | 
of rude shocks encountered in the | 


advertising business. 


ws “I thought I only had to estab-| 
lish a circulation pattern and all | 
the advertisers would come in,”| 
he told AA. “I found later that) 
they had to be convinced.” 


|The only imported liquor distrib- 
uted by P&T now is the Harvey 
line of sherry and port wines. 

In 1955, Mr. Brown said, P&T 
had a net profit of $258,889 com- 
pared with a loss of $1,131,424 in 
1954. 


Park & Tilford 
Sues Rivals on 
‘Piracy Charge 


(Continued from Page 3) 


s Distillers Co., apparently the 
central target of the suit, operates 
37 distilling companies in Scotland, 


leonard Davidow 


in competition with ANC as an 
independent newsstand distributor 
and book dealer. 

It was there, eight years later, 
that Mr. Davidow started his pub- 
lishing career with one item: “The 
Pennsylvania Dutch Cook Book,” 
48-page pamphlet retailing for a 
dime. Since Mr. Davidow knew 
little or nothing about cookery, the 
production was no masterpiece of 
accuracy. But it sold to the tune 
of 10,000 copies in two weeks, out 
of one Reading department store. 


s Promptly, Mr. Davidow did his 
first revision job; he hired a cook- 
ing expert to work the pamphlet 
over, raised the price to 35¢ and 
proceeded to sell 2,000,000 copies. 
The pamphlet is still selling at 
about 100,000 copies a year. 

Other cooking pamphlets were 
soon rolling off the local (Potts- 
town, Pa.) presses, and they did 
well too. A fateful order came in 
from the Hearst distributing or- 
ganization, and Mr. Davidow, who 
was looking for a bigger printer 
anyhow, came in contact with 
John Cuneo, head of Cuneo Press, 
Chicago. It was 1936, and a big 
moment in newspaper promotion 
history. 

Circulation wars were going on 
at the time, for one thing, and for 
another, Mr. Cuneo needed more 
orders for his book-binderies. Mr. 
Davidow had a solution for both 


supplying them. But the really 
big Sears venture was the “Amer- 
jican People’s Encyclopedia.” 

That was conceived after Sears’ 
| experience in selling the “Encyclo- 
| paedia Britannica,” which it turned 
lout didn’t suit the Sears market. 
|The “American People’s” set did. 
| Sold only direct, by Sears door- 


Davidow’s Spencer Press is still} 


| 


| In the process, Mr. Davidow ad- 
mits, “We’ve assumed enormous 
losses.”” Subscribing newspapers 
| have apparently been hit also, and | 
|Family Weekly has promised not to 
|try to recover any of its invest- 
| mone until it is “free of cost” to 
| the papers involved. 

On balance, though, it looks as 
|if Family Weekly will be around 


| to-door salesmen, it caught on im-| for quite a while. Current issues 
mediately after launching in 1948. | are not fat, but the ads are plenti- 
Reportedly it now accounts for/ ful, something Mr. Davidow takes | 


lmore than half of Consolidated 
Book Publishers’ sales. 


s However immersed he may have 
become in the book world, Mr. 
Davidow never lost contact with 
| the newspaper business. For 20 
| years past he has attended annual 
|meetings of the American News- 
paper Publishers Assn. and the 
Southern Newspaper Publishers 
Assn. In fact, it was one such 
meeting that brought him back into 
the advertising media. 

This was in the fall of 1953, only 
a few weeks after Family Weekly 
was first issued as a supplement 
for middle-size markets. As Mr. 
Davidow tells it: “A group of 36 
newspaper publishers started 
Family Weekly, each putting up 
equal funds. Then a number of 
them demurred at the cost, and 
they sought me out.” 

By the end of the year, Mr. Da- 


vidow had bought the .magazine 


a qualified pleasure in. 


until Jan. 1, this year, when the 
British distiller gave the Scotch 
brand to National Distillers and 
the gin brand to Hiram Walker. 


= P&T further alleges that a Sea- 


gram subsidiary, Browne Vintners 
Co., “malevolently conspired” to 
obtain the U. S. distribution rights 
for Martell cognacs made by Mar- 
tell & Co., a French corporation 
which is named as a co-conspirator 
but is not made a defendant in the 


|suit. Martell named Browne Vint- 


/ners as its U. S. distributor effec- 


s “The one day I live for,” he says, | 
“is the one when I can procure 
enough paper to really build up 
the editorial part of this supple- 
ment. It’s pretty heavily advertis- 
ing now.” 

Meanwhile, Mr. Davidow con- 
cedes that neither hard facts nor 
golden opportunities fully explain 
his purchase of Family Weekly. 

“My decision to enter the mag- 
azine business,” he declares, “can’t 
be justified on any basis except 
a boyhood ambition to be a news- 
paper publisher—and of a small 
newspaper, not a large one.” 


Foreign Trade to Be 
30% of U.S. Business 


(Continued from Page 3) 
formation of new families and 
have done nothing to replace ob- 


and named a new general manager.|solete housing. In the meantime, | 
He soon began revamping it en-|city slums are growing, he added. 
tirely, shrewdly using materials; Industrial research has gained 
already in the house. Thus, Con-| enormously, with the result that a} 
solidated’s bustling culinary staff|flood of new products and im-| 


produced a big foods section, while | 
the children’s encyclopedia staffers | 
|were assigned weekly kids’ and 
teen-agers’ pages. 


@ Sales were more of a problem. 
Mr. Davidow continued the origin- 
jal Family Weekly idea of “supple- 
|menting the supplements” by pro- 
|viding coverage in new (to color- 
| gravure) markets. Under a “Don’t 
compete—complete” banner, a na- 
| tional pattern of unduplicated cov- 
| erage was to be developed. 
That pattern is now beginning 


proved methods of production will 
be offered, Mr. Drucker said. The 
greater participation of small com- 
panies in research is sure to in- 
crease competition for large com- 
panies, which until comparatively 
recently had had something of a 
monopoly in this field. More basic 
research is still needed, however, 
he said. 


tive Jan. 1. 
The suit stems from the pur- 
chase of majority control of Park 


|& Tilford by Schenley Industries 


early last year. At that time Dis- 
tillers Co. Ltd. notified P&T that 
its control by Schenley would ne- 
cessitate the withdrawal of Vat 69 
and Booth’s gin because of a pol- 
icy of not permitting one distrib- 
utor to have more than one of its 
Scotch brands. Schenley distrib- 
utes DCL’s Dewar’s Scotch. 

P&T’s complaint traces the role 
of National Distillers in the Scotch 
whisky market since 1933. Nation- 
al, the complaint says, bought a 


'Scotch distillery in 1938 and con- 


tinued to acquire other distilleries 
or distribution rights to Scotch 
brands until 1953. It then sold all 
of its Scotch holdings for 2,000,- 
000 shares of the British compa- 
ny’s stock and discontinued its 
distribution of brands not con- 
trolled by DCL. 


s “As one of the inducements for 
National’s withdrawal from the 
production, importation and dis- 
tribution of Scotch whisky in com- 
petition with DCL,” the complaint 
says, “DCL agreed to appoint Na- 
tional exclusive importer and na- 
tional distributor of one of DCL’s 
own major Scotch brands.” 
National, in addition to Vat 69, 


‘also distributes King George IV 


and Highland Nectar Scotch whis- 


| kies. 


gs The big problem of business 
management will be to supply 
proper motivation of the working 
force, which will be much better 


problems. He proposed a series of| to emerge. The magazine is now|educated than ever before, with 
20 public-domain classics and a 15-|in 109 markets and is the only| perhaps the majority having had | 


volume encyclopedia to be sold 
through the newspapers for as lit- 


| supplement in 108 of them; total | 
| circulation is above 2,600,000. This 


college training, he declared. 
In closing, Mr. Drucker said that 


tle as 39¢-49¢ a copy—plus a spe-| compares with 32 newspapers and in the battle to win the minds ana 
cified number of coupons clipped | 600,000 circulation when Mr. Da-| hearts of mankind, American busi- | 


from the right newspaper. 


e Mr. Cuneo liked the idea, and|chip advertisers are beginning to along with 


|vidow took over. 


ness managers will need to dem- 


The complaint contends that Hi- 
ram Walker was awarded distri- 
bution of Booth’s gin in the U. S. 
to gain its adherence to the alleged 
conspiracy. Hiram Walker, it is 
stated, owns distilleries for mak- 


|ing Scotch whisky, but because of 
|alleged 


“collective agreements” 
with DCL and its Canadian sub- 
sidiaries has limited production 
and imports of Scotch into the 


Some formerly inaccessible blue- onstrate moral and ethical qualities U. S. 


their acknowledged 


In the case of Martell cognacs, 


five gin distilleries and rectifiers 
and seven overseas distilling com- 
panies. It exports 38 different 
| brands of Scotch whisky including 
| such well-known brands as Haig 
|& Haig, White Horse, Black & 
|White, Johnny Walker, Dewar’s 
| White Label, John Begg, King 
| George IV, King William IV, High- 
|land Nectar and Usher’s. 

Distillers Corp.-Seagram Ltd., 
with headquarters in Mcntreal, 
|was at one time affiliated with 
| DCL in Canada, but the affiliation 
was broken in 1928. The Canadian 
company, however, retained the 
name which resembles the British 
combine. 

Schenley Industries, major P&T 
stockholder, in testimony before 
| congressional committees on liq- 
|uor bonding, has charged Distillers 
Corp., Seagram and Hiram Walk- 
er with attempting to destroy the 
American liquor industry. The 
Canadian companies favor reten- 
tion of the law that prevents an 
American distiller from keeping 
whisky in tax-free bonded ware- 
houses for more than eight years. 
Schenley would like to see the law 
modified. 


ws Some attorneys here believe 
that P&T may seek to bring the 
Department of Justice into the 
case as a “friend of the court” to 
support its charges against the 
other distillers. P&T’s case is 
based on a similar monopoly prem- 
ise as case 
against Schenley for acquiring 
control of P&T, which is still pend- 
ing. 

Officers of defendant companies 
declined comment until they had 
studied the complaint. 


Nu-Art Cards to Baker 

Nu-Art Engraving Co., Chicago, 
manufacturer of Christmas cards, 
has appointed Herbert Baker Ad- 
vertising, Chicago, to handle 
advertising, merchandising and 
packaging of its lines of cards. 
Advertising schedule includes 
Geyer’s Dealer Topics, Gift & Art 
Buyer, Giftwares, Graphic Arts 
| Monthly, Modern Stationer, Office 
Outfitter and Pacific Stationer. 
| Watson-Guptill Boosts Ellison 
| Cyril Lee Ellison, advertising 
director of Watson-Guptill Pub- 
lications, New York, has been ap- 
| pointed a vp of the company. He 
joined the organization as an ad- 
| vertising representative in 1938, 
and was named advertising direc- 


the government’s 


Mr. Davidow proceeded to sell it to|emerge too—enough to put the ability to produce and distribute. |the complaint says that between/ tor in 1951. 
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Bristol-Myers wil! place a second 
|product in the same type display 
| shortly. 


Edelman Gets Paper-Mate PR 

Daniel J. Edelman & Associates, 
Chicago and New York, has been 
appointed to handle public rela- 
| tions for Paper-Mate Co., Chicago, 
manufacturer of Paper-Mate pens. 
Edelman also has named Ginny 
Evans, formerly with Martin E. 
Janis & Co., an account executive. 


| 


Marie does it 
FASTER... 


complete mailings, multi- 
graphing, mimeograph- 
ing, addressing, fill-in on 
multigraphed letters, 
pianographing. 


NEWSPAPERS PROMOTE—More than 300 Spokane advertisers, agency per- 
sonnel and newspaper employes turned out to see and hear the color 
slide presentation, “Newspapers Do the Job,” prepared by the Bu- 


reau of Advertising, American Newspaper Publishers Assn. Shown 
here is the head table at the luncheon, which was sponsored by the 
Spokesman-Review and Spokane Daily Chronicle. 


: Marie keeps your Mail- 

ing List up-to-date, frees you 

from detail work. For rush pick-up, 
uick service and fast delivery 
ALL WAbash 2-8655. 


Reynolds, Bristol-Myers, Cities Service, 
Calvert—Each Has Own Display Problem 


(Continued from Page 2) 
been redesigned—it carries the 
rainbow theme through the store 
even more thoroughly, it’s more 
colorful, easier to erect and fea- 
tures more dimensional items,” 
Mr. Bjorkholm says. “We hope to 
have it in 15,000 stores before the 
end of the year. We are now ex- 
panding our line of point of pur- 
chase sales aids to promote not 
only foods packaged in foil but 
also any food which can be 
cooked in or wrapped in or served 
in foil.” 


s Reynolds has also taken to using 
its aluminum foil in its consumer 
magazine advertising. The June 18 
Newsweek will carry a spread 
printed on foil. This is said to be 
the first time an ad on foil will 
appear in a weekly. Other consum- 


|stores reflects the basic all-media 
strategy of impressing and repeat- | 
|ing the brand image of Calvert Re- | 
|serve and associating it with the 
copy line used in newspapers, 
magazines and outdoor posters, 
namely, “Nothing Finer in Amer- 
ican Taste.” 

All of the company’s point of 
purchase promotion is keyed to the 
basic art and copy themes used in 
other media. For the most part, 
this consists of reproductions of 
the company’s recent four-color 
Life spread showing Calvert Re- 
serve with a platter of roast beef. 
This is being used for package 
store window displays, for counter 
fronts and for menu covers. In 
beef-producing states, special coun- 
ter cards localizing the ad are being 
used as, for example, “Colorado 
|Beef and Calvert Whisky.” 


|primarily by the company’s own, with chewing gum and candies for a Leller Mit t 


'promotion department. years. Currently, Bufferin is being 
Bristol-Myers Co. packaged in such a carton, and 


Under the supervision of Bruce 
J. Cokeley, assistant merchandising 
manager, Bristol-Myers’ products 
division places much of its point 
of purchase emphasis right on the 


431 S. Dearborn Street, Chicago 5, Ly, 


IT'S GROWING FASTER 


er ads, all foil printed, will run in | Another point that Calvert in- 
May issues of Better Homes &'|sists on in connection with point of 
Gardens and McCall’s and the!sale promotion is that a display 
June Family Circle. Buchanan &/|must present both the brand and 


Co., New York, is the agency. 
Calvert Distillers Corp. 
Marketing men outside of the 
liquor industry frequently ask 
why distillers spend a large pro- 
portion of their promotion budget 
on point of purchase materials for 
bars and taverns which produce 
only about 30% of liquor sales. 


A conspicuous example is Cal-| 


vert Distillers Corp. It spends 
about 40% of its total marketing 
budget of approximately $8,000,- 
000 on point of purchase displays. 

The company regards point of 
purchase displays as a vital part 
of its over-all advertising pro- 
gram. Point of purchase material 
is used as the follow-through to 
remind potential customers of all 
the impressions made by other ad- 
vertising in newspapers, magazines 
and outdoor posters, and to create 
a fresh and final impact at the 
point of sale. 


|the retailer in the best possible 
|light. It furnishes taverns, for ex- 
ample, with plaques that have a 
quotation from Samuel Johnson, or 
some other historic figure, on the 
pleasures of a good inn or tavern. 
These so-called prestige plaques 
are being used today more widely 
than originally anticipated. 


Cities Service Co. 


Cities Service Co., New York, | 


\lavishly decorates its filling sta- 
| tion yards with pump displays and 


|streamers, but does little if any-| 


thing inside the station itself. 
Theme of the spring campaign, 
“Check-N-Change to 5-D Power 


Partners,” is emblazoned in six | 


|product package. The company’s 
| packaging committee devotes much 
|time to developing packages for 
special promotions such as “two 
|for” sales. 
| Especially in grocery outlets, 
where display space on the racks is 
| virtually non-existent, the package 
|is an important factor for Bristol- 
|Myers. The company uses card- 
|board strips (shelf-talkers) and is 
trying to work up displays that 
|would be useful for the smaller 
'grocery areas. 
es For its standardized material, 
such as plain displays, counter 
cards, price cards, floor stands, | 
etc., Bristol-Myers makes no gen-| 
eral mailings unless the retailer 
requests a display. Standardized | 


material is limited to amounts that 


‘colors on a two-faced pole sign, | 
65”x42”, and this theme is reiter-  garGain—Bristol-Myers pays par-| 
| ated on pump caps and on face |+-u1ar attention to product pack- | 
cards which are mounted below | | hich lends itself t : 1 
|the pump indicator. CNS Sen Ee CEC 00 Spees 
| To direct attention to the pre-|PTomotions at the point of sale, as | 


| mium gas pump, 40”x18”, a card- | this Ipana packaging for counter | 


THAN A DIVA'S EGO 


AIR CONDITIONING-REFRIGERATION .. . 
what an industry for parts, products, material! 


Reach the engineers—the major purchasing fac- 
tors—through 


Published by Members of The American Society of 
Refrigerating Engineers. 234 Fifth Avenue, 
New York 1, N. Y. 


REFRIGERATING 
ENGINEERING wcwon 


Have you been trying to track down 
new, better and more economical 
sources for your typesetting? 


Mo. graphic arts buyers are looking for 
methods to reduce the cost of mechanical production. 


If you haven't investigated photo-typesetting by Warwick 


‘board and steel display clamped | 


a In the case of bar and tavern on top of the pump pictures a giant 
displays, Calvert’s experience has|oil can, while a spinning arrow,/|can be installed by the company’s 


display indicates. 


been that its displays in bars and |labeled 5-D, points down to the sales force and merchandising men. 


taverns enjoy more traffic than 
similar displays in package store 
interiors, simply because the aver- 
age bar services many more cus- 
tomers. Moreover, tavern displays 


get more attention because bar | 


customers stay put for a longer pe- 
riod than do package store cus- 
tomers, and are in a more relaxed 
and receptive mood. Bar custom- 
ers are in a position to sample a 
specific product, which is not the 
case in package stores. Finally, 
since taverns are more numerous, 
and their customers more numer- 
ous, the impressions registered by 


backbar displays can and often do 


help sell merchandise through 
package stores as well as bars. 


The current Calvert point of 


purchase program for bars and 


pump. 
| 

'a@ For color, the stations use ten 
strings of multi-colored pennants 
|—this spring’s color scheme is pri- 
marily red and white. Two of the 
|streamers are printed “Make a 
| Date, Check-N-Change”; the oth- 
|ers are plain. 

| Two window “dimensional sets” 
|used by the company have reverse 
molds so they can be attached to 
the inside of station windows. On 
one set, five window streamers 
outline the five selling points of 
the gasoline: anti-rust; upper cyl- 
inder lubricant; high octane; anti- 


stalling and anti-carbon. On the) 


other set, the streamers point up 
5-D Cool Motor Oil. 
Point of sale material is handled 


Mr. Cokeley reports some degree | 
of success with pre-packed dis- 
play-shippers which can be opened 
(up into displays, complete with | 
|merchandise. But much more de- | 
velopment and improvement is) 
needed in this point of sale item, 
according to Mr. Cokeley. He is 
particularly interested in seeing) 
better printing methods for the | 
outside shippers and is looking for | 
simpler designs. 

Among its other point of sale 
items, Bristol-Myers uses some 
motion displays in standardized 
materials and semi-permanent type 
fixtures which will hold one prod- 
uct at a time on concentrated dis- | 
jplay. This year the company 
started using display cartons with- 
in shipping cases, as has been done 


you have overlooked one of the most promising methods of 
saving money on many types of composition. 


And the real clincher is the fact that Warwick Fotosetter* 
composition is also far superior in quality. 


Why not send a trial order and let us convince you that this 

is truly a remarkable advancement in typesetting methods. 

Write for our type specimen book “Warwick Photographic 

Typesetting”; also, just off the press—“Headliners”, a book of 

hand-lettered effects for display composition. They’re free! 
*Trade Mark Reg. Intertype Corp. 


Warwick Typograp 


Mo 


920 Washington Ave., St. Louis 1 
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Ike Praises Ad 
Council, ‘People’s 
Capitalism’ Exhibit 


(Continued from Page 1) 
tive” or “something of that kind.” 
“But in any event,” he said, “the 
exhibit itself shows what the sys- 
tem of capitalism will do for a 
people. What it has done in this 
country in a very, very short time, 


measured by historical units, is a 


very telling thing.” 


The President’s 25-minute ad-|; 


dress this morning was the major 
feature of a meeting which brought 
250 of the nation’s top business 
executives here, under Advertising 
Council auspices, to consider the 
opportunities for public service ad- 
vertising in the year ahead. 


® Louis N. Brockway, board chair- 
man of the council, said the vol- 
ume of public service advertising, 
which currently runs about $125,- 
000,000 annually, will have to be 
increased by 20% in order to meet 
the requests which the council is 
receiving. Among the important 
new campaigns which have been 
mentioned are the register and vote 
campaign and possible campaigns 
for mental health and for the De- 
partment of Defense. 

Foreign relations problems were 
heavily emphasized during the day, 
with reports by Secretary of State 
John Foster Dulles and by Theo- 
dore C. Streibert, director of the 
U.S. Information Service. 

The President’s speech, his first 
informal talk since his illness last 
fall, stressed the importance of 
trade and assistance in stabilizing 
unsettled portions of the world. 


® He used the parable of the man 
who owned the factory on which 
the living of a whole community 
depended. This man built a great 
house on the hill, and all the rest 
of the community lived in the 
plain below, in fairly meager cir- 
cumstances. When the people be- 
low became depressed and lost 
their morale, and the company be- 
gan to fail, the President said, 
“This man fell further than the 
others, because he had a greater 
distance to go.” 

The President said the $36 or $37 
billion we spend for arms “can 
never take us forward—they will 
merely defend what we have.” 

“But when we talk about some- 
thing that promotes a business ar- 
rangement—trade—when we talk 
about something that proposes a 
better understanding between us 
and the people of the Middle East, 
or the people of Africa, or anybody 
else, then you are talking about 
something constructive, something 
that yields results over the years 
to come,” he said. 


a “Every dollar we spend to show 
that we believe in the dignity of 
man, in the independence of na- 
tions, the right of people to deter- 
mine for themselves their own 
faith, is to my mind, if intelligently 


« 


g 


ROBERT W. BALLIN, a former J. Wal- 

ter Thompson Co. vp, has been 

named vp in charge of tv-radio 

program development of Sullivan, 

Stauffer, Colwell & Bayles, New 
York. 


STANDARD RESEARCH brings you 


The Finest Motor Oil 
)  —_InOur 67 Years 


BONUS—A coupon offers a free 
quart of oil to help push Standard 
Oil Co. (Indiana) Super Perma- 
lube. This ad, the first in Stand- 
ard’s spring and summer campaign, 
is scheduled for 1,650 midwestern 
newspapers. D’Arcy Advertising 
Co., Chicago, is the agency. 


spent, worth any five we put into 
sheer defense in the long run,” he 
said. 


® The President said our system, 
like all things human, is neither 
perfect, nor does it sustain itself 
forever without the people who 
are living in it, and are part of it, 
doing something about it. 

But, he added, we try to stick to 
the old Lincolnian dictum that it 
is the function of government to do 
for the people things which they 
could not do for themselves, and 
to stay out of things where the 
people can do things for them- 
selves. 

“We would hope therefore to 
have wisdom in government to 
help distinguish this line beyond 
which government should not go 
and yet be courageous in doing 
those things that it should do.” 


s Likewise, he said, we should al- 
ways hope for more wisdom in 
business leadership, not only in the 
business man and in business man- 
agement, but in their concert with 
labor, so that the individual com- 
pany or corporation—particularly 
the influential ones—do not make 
decisions which damage us and the 
kind of system we are trying to 
run. 

“That can easily be done within 
the corporation just as well as it 
can within the Congress or within 
some regulatory agency,” the Pres- 
ident observed. 


Stromberg-Carlson 
Stops Manufacture 
of Television Sets 


(For other news of Stromberg- 
Carlson see story on Page 74) 


Rocuester, N.Y., April 3— 
Stromberg-Carlson, a division of 
General Dynamics Corp., has sus- 
|pended the manufacture of televi- 
| sion receivers. 


ma; However, Robert C. Tait, presi- 


| dent, said the company will stay in 
the consumer products business. 
The company will continue to 
manufacture and merchandise its 
complete line of radio-phonographs 
and high fidelity equipment 
through established trade channels, 
he said. 

The decision to stop making tv 
receivers was reached after more 
than a year of careful study, and 
after a fact-finding survey of the 
field by an independent research 
lorganization. The decision was 
“actuated by an increasing demand 
on the company’s facilities as a 
designer and producer of elec- 
tronics equipment for manifold in- 
dustrial and government applica- 
tions,” the company said. 


Beleaguered Biow 
Folds His Agency 


(Continued from Page 1) 


named new drug product assigned 


business life. His agency produced| to the Biow agency just a few 
what he himself regards as “land-| Weeks ago. 


marks of modern advertising,” like 


“Bulova watch time” and little| = It was pointed out that P&G has 
Johnny and his “Call for Philip| not wavered in its faith in Biow, 
Morris.” And in a day when $64,- and the recent assignment of the 
000 has made its way into the lan-| drug product is cited as evidence. 
guage, it might be recalled that it) P&G denied reports that one of the 
was Milton Biow who came up| reasons Mr. Biow decided to call it 
with “The $64 Question,” in those| quits was that he could not get a 
dear, dim pre-inflation days. Mr.| commitment from P&G okaying his 


Biow still collects a royalty from 
the sponsors of “The $64,000 Ques- 
tion.” 

Characterizing Mr. Biow last 
December, ADVERTISING AGE called 
him “a resilient” man, who “wore 
out associates half his age and was 
impatient of halfway measures or 
a 9-to-5 regimen. He resisted or- 
ganization, and during the years of 
the agency’s greatest growth it 
was—at the top—a one-man shop. 
And it was the agency with the 
largest billing-per-employe ratio 
among major shops. 

“Mr. Biow,” said AA, “loved to 
report that at his agency all con- 
ferences were held standing up. 
That way, they ended faster.” 


@ Mr. Biow regarded his shop as 
a “tonnage agency,” and it took a 
number of products from birth to 
leadership in the field. Mr. Biow 
was known to pride himself on his 
agency’s ability to take a “dog”—a 
company’s poorest selling item— 
and really make it move. This was 
the way his agency got into big 
billings figures with many national 
advertisers. 

The Biow agency felt research 
was a good tool of modern adver- 
tising. “We used research,” said 
Mr. Biow, “and we were guided 
by our findings. But we never let 
it talk us out of doing a job.” 

As an example, he said that “in 
the old days, when one of our cli- 
ents decided to push wrist watches 
over pocket watches, research at 
that time showed that men 
wouldn’t buy wrist watches be- 
cause they were ‘too feminine.’ 

“If that research had dominated, 
the company would have given up 
the idea and might not be the suc- 
cess it is today,” he said. “Instead, 
by using it as an indication of the 
depth of the job that had to be 


done, the idea was successfully 
put over.” 
Today, in announcing Biow’s 


closing, the agency proudly noted 
that, in many instances, campaigns 
it inaugurated “were carried for- 
ward along the same lines even 
when an account left for another 
agency.” 

‘A Great Man’ 

Dr. Joseph Schultz, president of 
Lanolin Plus Inc., Chicago, told 
AA that he had been notified of 
Biow’s move, and that he was in 
the process of soliciting a new 


agency. Dr. Schultz said he was 
a, ‘solicited a new account, the $64,- 


interested in six agencies, had 
talked to some and planned to talk 
to the others next week. 

Dr. Schultz said he probably 
would name Biow’s successor later 
this month. Lanolin bills between 
$2,000,000 and $3,000,000 yearly, 
he said. He expressed great regret 
that Mr. Biow was leaving the ad- 
vertising field, but added that he 
thought Mr. Biow was entitled to a 
good rest. “A great man is leaving 
the ad scene,” Dr. Schultz com- 
mented. 

A spokesman for Englander Co., 
Chicago, would tell AA only that 
the company had been informed of 
Biow’s closing, but there had been 
no decision as to a new agency. 

At press time, Procter & Gamble 
had made no disposition of its ac- 
counts. These include Fluffo short- 
ening, Lilt home permanent, Shasta 
shampoo, Spic & Span and an un- 
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servicing of its accounts for at least 
one year. 

Hudson Pulp & Paper Co. will 
announce its new agency some 
time next week. Following inter- 
views with a number of agencies, 
Hudson asked formal solicitations 
from seven: Sullivan, Stauffer, 
Colwell & Bayles; Doyle Dane 
Bernbach Inc.; Norman, Craig & 


Kummel; Lennen & Newell; Do-| 


herty, Clifford, Steers & Shenfield, 
Franklin Bruck Advertising and 
Grey Advertising. 

The solicitations did not involve 
creative work, but were primarily 
conversations concerning agency 
services and personnel. Grey has 
since notified Hudson that it is ac- 
quiring a competing account and 
has dropped out of the running. 


ws Jack Tarcher, who controls 
three Biow accounts (Benrus, Ju- 
lius Wile and Seeman Bros.), told 
AA today that as far as his future 
plans go, “I don’t know anything.” 
He indicated, though, that he 
would hook up with another agen- 
cy in the near future. 


‘What About Samish?’ 

The first chink in Milton Biow’s 
armor was made in 1953, when 
Arthur Samish was brought to 
trial. 

Mr. Samish, California liquor 
lobbyist, was brought to trial on 
charges of income 
tax evasion, Mil- 
ton Biow testified 
at the sensational 
trial, revealing 
that he had paid 
Mr. Samish $100,- 
000 to get and 
hold the Schen- 
ley Distillers ac- 
count. 

Mr. Samish 
was convicted of 
failing to report 
this and other income. 

The Biow agency never lived 
down this episode. 

When he testified at the San 
Francisco trial, Mr. Biow was head 
of a $50,000,000 agency, the eighth 
largest in the country. 

The agency never again billed 
that amount. It slipped to $46,600,- 
000 in 1954, and last year its rank 
was down to No. 19. 

Ex-Biow accounts and ex-Biow 
account men became a common- 
place on Madison Ave. They all 
said that whenever the agency 


000 question always came up: 
“What about Artie Samish?” 

Despite these difficulties, Mr. 
Biow remained a resourceful agen- 
cy operator. When Cecil & Pres- 
brey folded in the fall of 1954, Mr. 
Biow salvaged Jack Tarcher, who 
brought in Benrus, Julius Wile and 
Seeman Bros. 

After Mr. Biow changed the 
agency’s name to Biow-Beirn- 
Toigo, in recognition of the impor- 
tant roles played by Ken Beirn and 
John Toigo, he then was supposed 
to assume a less active part in the 
agency’s operation. But it never 
worked out that way. 

The Nosedive Starts 

The Biow Co. reported its 1955 
billings at $45,000,000—down from 
$46,600,000 the year before. 

But the dramatic nosedive 
started in the middle of last De- 
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cember. 

That was when Pepsi-Cola 
bounced out of the Biow shop and 
across town, plunking its $6,500,- 
000 on the Kenyon & Eckhardt 
doorstep. Then the agency took an 
$8,000,000 beating when Whitehall 
Pharmacal waltzed into Ted Bates 
& Co. During this period it also 
lost American Home Products. 

Mr. Biow subsequently was to 
attribute the Pepsi-Cola loss to a 
“silly quarrel” between Al Steele, 
head of Pepsi, and John Toigo of 
the agency. 

“I think Mr. Toigo was on the 
wrong side,” said Mr. Biow. 

At this point Schlitz, impressed 
by Biow’s John Toigo, turned the 
tide momentarily, bringing its $9,- 
000,000 account to Biow. But Mr. 


Ken Beirn 


John Toigo 
Biow promptly spurned the Mil- 


waukee business, “because the 
contract specified a man who was 
to work on the account.” This, pre- 
sumably, was Mr. Toigo. Ruppert 
was resigned to get Schlitz, and 
Ruppert went to Warwick & Legler 
with its $2,500,000 account. Schlitz 
ultimately wound up at J. Walter 
Thompson Co. 


es Finally, Philip Morris—with Mr. 
Biow since 1933—left in February, 
putting its $8,000,000 account in 
the hands of N. W. Ayer & Son. Mr. 
Biow said he had known about the 
cigaret company’s plans to leave 
him, that he had intended to resign 
the business, and that he had just 
waited too long. 

During the same six weeks, 
roughly, Biow came up with the 
$1,500,000 Englander mattress ac- 
count, the $2,000,000 Lanolin Plus 
business and the $500,000 IXL 
Foods business. 


s More astute Madison Ave. dwell- 
ers may have surmised the deep 
water Milton Biow was treading 
early last December, when Ken 
Beirn quit the agency afier two 
years as president. Mr. Beirn 
joined the shop in 1948, after 13 
years with Grant, Dancer and oth- 
ers. At the time, Mr. Biow said Mr. 
Beirn’s departure was “much 
against my own personal wishes— 
the door is always open to him.” 

But Mr. Beirn never came 
knocking at 640 Fifth Ave. He 
hooked up with Ruthrauff &Ryan. 

That left Messrs. Biow and Toigo 
on the deck, and Mr. Toigo soon 
found himself and three other 
cohorts a spot with Schlitz, in Mil- 
waukee. 

Through all the turmoil, Mr. 
Biow managed to hang on to the 
Procter & Gamble business—no 
mean feat considering the stand- 
ards P&G sets for its agencies. 

Mr. Biow, although he is out one 
agency, can still tell his grand- 
children about some of the most 
fabulous success stories in the ad 
business—all of them with an 
ironic finish. He was one of the 
guiding hands behind the Ever- 
sharp wartime success, thereby 
helping to put “the $64 question” 
into the language. Eversharp left 
Biow in 1954. 

Mr. Biow also contributed might- 
ily to Philip Morris, legend having 
it that he invented Johnny and 
“Call for Philip Morris.” The cig- 
aret company checked out of Biow 
in February, ending a 23-year re- 
lationship. 

Mr. Biow, in short, covered him- 
self with glory in the agency busi- 
ness—only to end up without an 
agency. He is believed, however, 
to have a substantial bank account 
to show for his efforts. 
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Donahue & Coe Gets 


Tri-Nut Margarine 


New York, April 5—Donahue & 
Coe hit a triple in the past fort- 
night: 

1. It acquired the Bosco account 
from Ruthrauif & Ryan, a piece of 
business billing more than $1,000,- 
000. 

2. It regained Joseph R. Joyce, | 
who worked for D&C prior to 1948, | 
and since has been with Robert W.| 
Orr & Associates and Ruthrauff & | 
Ryan. In each agency he was a vp | 
and account supervisor, and in 
each agency he had charge of the 
Bosco account. 

3. It acquired E. F. Drew & Co.’s 


Tri-Nut, a “premium” margarine, 
which has been tested in Boston 
and New England and shortly will 
be moved into Cleveland. Tri-Nut 
is Drew’s first consumer product. 
(Drew is said to be the U.S.’ larg- 
est processor of coconut oil, and it 
makes a variety of products, in- 
cluding edible fats, fatty acids, de- 
tergents, boiler compounds, vita- 
mins and soaps, which are adver- 
tised through MacManus, John & 
Adams.) 


@ On the basis of its current bill- 
ing, Tri-Nut could be worth near- 
ly $700,000 annually. In the New 
England drive, Tri-Nut used large 
newspaper space, radio and tv. It 
was billed as a “premium” marga- 
rine, which would mean that it 
would compete with products like 
Lever Bros.’ new Imperial (AA, 
March 26). 

Premium pricing means that in 
the East the margarine is selling 
for about 49¢ a pound, versus 36¢ 
a pound for the conventional 
spread. 

Tri-Nut was originally placed 
with MacManus, John & Adams, 
then switched last year to Ruth- 
rauff & Ryan, where the original 
New England test was planned and 
executed. 


Kaufman, DuFine 
Part Company; 
Accounts Split 


(Continued from Page 1) 
will relieve him of the administra- 
tion and detail work involved in 
servicing accounts and still leave 
him free to do creative work and 
retain his own identity. 

“I don’t want a partnership, I’m 
looking for a working arrange- 
ment,” he explained. He is offer- 
ing to agencies his billings, his 
new business potential, a publicity 
package and his experience, par- 
ticularly in the production and 
graphic arts field, he said. In re- 
turn, he would like the opportu- 
nity to service some of the agen- 
cy’s accounts, including his own, 
while remaining independent and 
free of agency administration prob- 
lems, he added. 

He has started a campaign for 
new business in the New York 
Times, using the theme, “Leave 
It to Herb.” 


8 Mr. DuFine stated that his agen- 
cy will continue as a full-scale 
advertising, publicity and pr op- 
eration, and that he expects to 
announce the addition of a new 
creative service shortly. He also 
said the agency would embark on 
an expansion program aimed at 
more diversification in its consum- 
er field accounts. 

DuFine-Kaufman was formed in 
1948 and currently is billing be- 
tween $350,000 and $400,000 in 
space, exclusive of retainers, ac- 
cording to Mr. Kaufman. Before 
combining, both Mr. DuFine and 
Mr. Kaufman had their own agen- 
cy operations. Prior to that Mr. 
Kaufman was advertising manager 
and public relations director of 
General Printing Ink Corp. (now 
Sun Chemical Corp.) for 13 years 
and Mr. DuFine was sales man- 
ager for Globe Mail Co. 


| SUCCESSFUL—Norge division, Borg- 
| Warner Corp., claims doubled sales 
|in 10 markets since March 15 with 
|newspaper ads like this one fea- 
turing the $99 dryer. Spreads and 
\pages with dealer listings are be- 
| ing used. Arthur Grossman Adver- 
tising, Chicago, is the agency. 


Stopette Added to 
Helene Curtis Line; 
‘Montenier Sells Out 


Cuicaco, April 5—Helene Curtis 
Industries, cosmetics and toiletries 
manufacturer, has added to its line 
all products previously made by 
Jules Montenier Inc., including 
Stopette. 

The switch came about early 
this week as a result of the pur- 
chase of Montenier by the Em- 
ployes’ Profit Sharing Retirement 
Plan of Helene Curtis Industries 
Inc. The retirement plan has li- 
|censed Helene Curtis Industries to 
/manufacture and distribute all 
|Montenier products. Dr. Jules 
Montenier, president of the pur- 
chased company, has joined Helene 
Curtis. 


a Under Montenier, Stopette was 
advertised on the “What’s My 
Line” tv show and in women’s 
service, fashion and general con- 
sumer magazines. Helene Curtis 
made no statement about exactly 
how it will handle Stopette pro- 
motion, but Gerald Gidwitz, board 
chairman of Helene Curtis, noted 
that “Stopette will fill an impor- 
tant place in our line as a quality 
deodorant; it lends itself well to 
our merchandising and advertising 
pattern.” 

The Stopette account, handled by 
Earle Ludgin & Co. while under 
Montenier, will continue to be han- 
dled by Ludgin for Curtis. Ludgin 
also handles Helene Curtis’ Spray 
Net advertising. 

Helene Curtis acquired Stopette 
in the same way it recently ac- 
quired the Kings Men toiletries 
line. It was licensed to handle the 
line in January when the em- 
ployes’ retirement plan bought out 
“42” Products Ltd., West Los An- 
geles, previous maker of Kings 
Men (AA, Feb. 6). 


ws Helene Curtis Industries an- 
nounced this week a national ad- 
vertising budget of more than 
$750,000 for tv and magazine pro- 
motion of the Kings Men line. Full 
and half-page ads will begin to 
appear in April in Collier’s, Es- 
quire, Life, Look and The Saturday 
Evening Post. Kings Men also will 


participate in ABC’s “Dollar a 
Second” show starring Jan Mur- 
ray. 


Weiss & Geller handles advertis- 
ing for Kings Men. 


Hoefer Is Publisher 

In the March 26 issue, AA re- 
ported that Richard A. Hoefer and 
Walter A. Peterson Jr. had joined 
the New York sales staff of House 
Beautiful. Actually, Mr. Hoefer, 
publisher of the magazine, was an- 
nouncing Mr. Peterson’s appoint- 
ment to the staff. 


Last Minute News Flashes 


Miller Brewing Returns to Network TV 

MitwavkKeEE, April 6—Miller Brewing Co. returns to national tv 
July 1, for the first time since 1953, via NBC-TV’s “Tonight.” Contract 
is reported to be the largest ever for “Tonight” participations—about 
$750,000. 


Vogt Leaves Store to Head Point of Sale Company 


MILWAUKEE, April 6—Richard E. Vogt, vp and treasurer of the Bos- 
ton Store, resigned from the department store this week to become 
president and controlling stockholder of Kirby-Cogeshall-Steinau Co. 
here. He succeeds Norvin J. Steinau, who is retiring as president of 
the company, which produces point of purchase advertising displays. 


Outdoor Advertising Inc. Promotes Lord 

New York, April 6—Ted W. Lord, vp and eastern sales manager of 
Outdoor Advertising Inc., has been named assistant to the president in 
charge of sales, effective April 9. This is a newly created position. Mr. 
Lord joined OAI last July as vp and New York sales manager. Pre- 
viously he had been vp and advertising manager of Farm & Ranch, 
Nashville. In November he was made eastern sales manager. 


Oster Moves Cummins Tools to Baker, Johnson 

MitwavkeE, April 6—John Oster Mfg. Co. has appointed Baker, 
Johnson & Dickinson to handle advertising for its Cummins portable 
tools division, effective June 1. Aubrey, Finlay, Marley & Hodgson, 
Chicago, has handled the division since 1951, prior to the time it was 
sold by Cummins-Chicago Corp. to Oster about two years ago. Oster 
moved its housewares and barber and beauty supply divisions from 
Henri, Hurst & McDonald, Chicago, to Mathisson & Associates here 
last December. 


ABC-TV Offers Politicians Special Rate 


New York, April 6—ABC Television is making five-minute periods 
available to political candidates at the reduced price of 10% of the 
hour rate. Normally, five minutes costs 2624% of the hour rate. ABC 
said the 10% rate will apply “when regular programs are reduced for 
five-minute broadcasts for political purposes.” Sponsors get a 10% re- 
fund when they give up five minutes of time for this type of telecast. 


Thomson Is New Dodge Advertising Manager 

Detroit, April 6—The Dodge division of Chrysler Corp. has promoted 
Arnold C. Thomson from cooperative advertising manager to adver- 
tising manager for cars and trucks. Mr. Thomson moves into a post 
vacated in January by Wendell D. Moore when he became assistant 
sales manager-advertising and sales promotion. 


Reber Succeeds McFadden at NBC Spot Sales 


New York, April 6—Thomas B. McFadden, vp in charge of NBC Spot 
Sales, has been named vp and general manager of WRCA and WRCA- 
TV, effective in mid-April. He replaces Hamilton Shea, who is leaving 
to become president and 50% owner of WSVA and WSVA-TV, Harris- 
burg, Va. John H. Reber, director of tv sales for NBC Spot Sales, will 
succeed Mr. McFadden as head of the network-owned station represen- 
tative. 


P&G Buys NBC-TV ‘Bowling’; Other Late News 


® Procter & Gamble will alternate with General Cigar Co. as sponsor 
of the new “National Bowling Champions” series on NBC-TV. Leo 
Burnett Co. will handle the show for Joy. 


® Frederic C. Decker has resigned as executive director of the Christian 
Herald Charities, New York, to join DeWitt Bros. Cadillac-Chevrolet, 
Pawling, N. Y. Previously he was associate publisher of Christian 
Herald and business manager of Lifetime Living. 


® Gen. Frank R. Schwengel, president of Joseph E. Seagram & Sons, 
New York, in response to queries on Seagram’s position regarding the 
Park & Tilford lawsuit (see story on Page 3), branded the allegations 
of conspiracy in restraint of trade as “complete and deliberate false- 
hoods.” He declared the allegation that Brown-Vintners Co., a Seagram 
affiliate, had acted as a conspirator to deprive P&T of its imported 
Martell cognac “is simply not true.” 


® A $100,000,000 advertising campaign, supported by all the U. S. rail- 
roads, was urged on the industry by Robert R. Young, chairman of the 
New York Central, in the road’s current annual report, Mr. Young said 
the campaign would inform the public of the financial danger the rail- 
roads are in from rising costs and inflexible rates. 


® Ben Alcock, creative head on the Chesterfield account at Cunning- 
ham & Walsh, New York, has been named a vp of the agency. He was 
associate creative head at Biow Co. for many years before joining C&W. 


® Toni Co., Chicago, has dropped participations on Arthur Godfrey’s 
tv shows for Silver Curl (home permanent for grey hair) in favor of 
print media—small-space newspaper and Life ads. Using headlines 
like, “I like what they say behind my back,” 84-line ads with editorial 
format are running in 102 papers each week for 38 weeks. Twenty-six 
similar ads are scheduled in Life. 


FTC Health Insurer 
Ad Rules Resemble 


sued complaints against ads of 40 
leading companies. Though most 
companies have challenged FTC 
jurisdiction, nearly 300 industry 
members showed up here in Feb- 


Industry-State Code 


WasHINGTON, April 6—Federal 
Trade Commission complaints 
against health and accident insur- 
ance advertising seemed to be mov- 
ing toward settlement today as the 
commission announced proposed 
trade practice rules which are 
virtually identical with the adver- 
tising code voluntarily adopted by 
the industry last December. 

That code was worked out by 
state insurance commissioners and 


industry members after FTC is- 


ruary for FTC’s trade practice 
rules conference. 


s Proposed trade practice rules 
for the industry released this 
weekend contained the identical 
substantive provisions of the in- 
dustry code, translated into fed- 
eral legalese. 

The commission called a con- 
ference here April 30 for final com- 
ment. Adoption of the code could 
lead to quick settlement of out- 
standing litigation. 
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Advertisers Will 
Exhibit at Popai 


Show for First Time 


New York, April 5—A dozen 
national advertisers will have spe- 
cial exhibits at the Point-of-Pur- 
chase Advertising Institute’s tenth 


annual symposium and_ exhibit 
next week. 
The symposium and exhibit, 


booked Ttesday through Thursday 
in the Sheraton-Astor here, notes 
that this will be the first time that 
advertisers will exhibit at the 
show. 

The exhibits will show how point 
of purchase advertising is inte- 
grated with other media, and they 
will include samples of consumer 
magazine ads, retail store ads, 
television film commercials, con- 
sumer folders, trade ads and Sun- 
day supplement ads. 

Some 12,000 administrative, sales 
and ad executives are expected to 
attend the three-day affair. 

A second feature is the sympo- 
sium lunch Wednesday, at which 
the featured speaker will be Wil- 
liam Hazlitt Upson, author of the 
Alexander Botts series in The Sat- 
urday Evening Post. The subject: 
“You Don’t Have to Be Crazy—or, 
What It Takes to Be a Salesman.” 


es Another attraction, usuaily 
heavily attended, is the merchan- 
dising forum, Tuesday from 2:30 
to 5 p.m. Ralph Head, account su- 
pervisor at Batten, Barton, Dur- 
stine & Osborn, will moderate the 
session. 

The six panel members and their 
subjects: 

Max E. Buck, director of adver- 
tising, merchandising and promo- 
tion, National Broadcasting Co., 
New York, “How Point of Pur- 
chase Advertising Helps Increase 
the Effectiveness of Radio Adver- 
tising.” 

Maynard E. Wiggins, art direc- 
tor, Cities Service Petroleum, New 
York, “How Point of Purchase 
Material Can Help Increase Serv- 
ice Station Profits.” 

William Delaney, director, prod- 
uct promotions, General Foods 
Corp., White Plains, N.Y., “How 
We Integrate Point of Purchase 


with the Over-all Advertising 
Campaign.” 
s Richard Hofmann, Hofmann 


Drug Co., Ottumwa, Ia., “As a Re- 
tail Druggist How Do You Rate 
Display Material Installed by (1) 
Professional Installation Compa- 
nies, (2) Company Salesman, (3) 
Do-It-Yourself?” 

Dan McCormick, owner, Mc- 
Cormick’s Supermarket, St. Pauls, 
N.C., “What Type of Display Mate- 
rial Do You Find Most Accept- 
able?” 

E. F. Schmidt, sales promotion 
manager, Blatz Brewing Co., Mil- 
waukee, “Does the Agency Beiong 
in the Point of Purchase Picture?” 

Among the national advertisers 
who'll participate in the new fea- 
ture of the show, integration of 
p.o.p. with other advertising, are 
Pepsi-Cola, General Electric, Phil- 
ip Morris, Johnson & Johnson, 
RCA, Seagram, General Foods and 
Cluett, Peabody & Co. 

Free tickets for any day are 
available at the exhibit or at the 
Point-of-Purchase Advertising In- 
stitute, 11 W. 42nd St. Tickets for 
the luncheon are $7.50 each. The 
exhibit portion is open Tuesday 
and Thursday 10 to 6 and Wednes- 
day 10 to 8. 


John Dyer Joins Chesapeake 

John F. Dyer, formerly assist- 
ant managing editor of Busi- 
ness Week, has been appointed 
director of public relations and 
advertising of Chesapeake Indus- 
tries Inc., New York. He succeeds 
Robert S. Eisenhauer, who re- 
signed to become public reiations 
director of New York Central 
Railroad. 


Pw. ted 


PmWORGE, ae | 
| Aidomiio LVoiTiio = 
| a —_— : 
ee | 
: 
ee | 
ee | 
| | eS : 
7 ee | 


ZOTR. 


Uons, the company saia 


126 


THE ADVERTISING MARKET PLACE 


Rates: $1.25 per line, minimum charge 


$5.00. Cash with order. Figure all cap 


lines (maximum—two) 30 letters and spaces per line; upper & lower case 40 per 
line. Add two lines for box number. Copy deadline, Chicago office, Wednesday 


noon 5 days preceding publication date. 


$15.50 per column inch, and card discow 


HELP WANTED . 


Display classified takes card rate of 
nts, size and frequency apply. 


HELP WANTED 


COPYWRITER WANTED 

Creative thinker who can prove it by 
what he has been turning out for nation- 
al advertisers in consumer and trade mag- 
azines and sales promotion campaigns. 
Satisfy us that you are an advertising man 
with ideas and know how to put words 
together that sell, and we will satisfy you 
that your future is here. Let's have all de- 
tails, samples, salary and photo quick. The 
Agency Register will answer your first 
questions <bout us. Write in confidence: 
Comstock & Company, 
Partner, 651 Delaware Ave., Buffalo 2, N.Y. 


P.S. We are also looking for a Media Di- 
recter experienced in all phases of han- 
dling space, time and talent contracts; 
who can take a budget and a product ad- 
vertising problem and come up with a me- 
dia program evidencing market knowledge | 
and understanding. Both these openings | 
created by agency growth and promotions. 


c/o H. Earl es 
| 


CIRCULATION MANAGER 
(Part Time) 
Make up to $2000 extra as part time circu- 
lation mgr. for small but growing quality 
Chicago trade magazine if you can con- 
vince us your ability and experience as- 
sure us a modern, efficient control system 
and consistent increase in our circulation 


ADVERTISING COPYWRITER 
One of the largest sports goods manufac- 
turers is seeking an aggressive, hard-hit- 
ting copy writer. He will be 25 - 30 with 
a minimum of 3 years experience in copy- 
writing. Should be able to plan, write and 
follow through on advertising-promotion 
programs. Here is an excellent opportuni- 
ty for a writer with a sound creative 
background and who is now ready to 
move into a more challenging position. 
Box 8319, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


JOB MARKET 
f 


or 
CREATIVE TALENT 
ADMINISTRATIVE PERSONNEL 
MOLENE An 3 4424 
Bankers Bldg. Chicago 3. 
ADVERTISING SPACE SALES—Merchan- 
dising publication, leader in its field with 


|over 75,000 paid subscribers desires ex- 


perienced salesman for Midwest territory. 
Sales talent coupled with a knowledge of 
marketing, merchandising and ability to 
write copy and make rough layouts. Sal- 
ary open, write fully stating age, experi- 
ence, salary desired. 
Box 8320, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


due to your work, subscription-getting 
writing ability, resourcefulness in this| 
line. To qualify for interview write us 
your experience and qualifications. Confi- 
dential! 

Box 8317, ADVERTISING AGE 

200 FE. Illinois St., Chicago 11, Illinois 
FINANCIAL PUBLICATION 
SPACE SALESMAN 

Top quality expanding financial publica- 
tion requires full time space salesman, sal- 
ary and commission. Some travel but Chi- 
cago area primarily. Must have experience 
selling financial publication ads to banks 
and corporations. Refs. required as this is 
important lucrative growth opportunity. 


AGENCY PRODUCTION MANAGER 

To a _ steady-nerved, aggressive, level- 
headed young man on the way up who 
has handled all phases of advertising pro- 
duction: ordering type, layouts, engrav- 
ings for newspapers and magazines; secur- 
ing estimates of letterpress and offset 
printing and supervising department in 
absence of boss, this fully recognized, fast 
growing ‘‘8-man agency” in Cincinnati of- 
fers an unusual opportunity for profit 
participation and eventual partnership. 


Write fully. 
ADVERTISING AGE 


Box 8321, 
200 E. Illinois St., Chicago 11, Ill. 


Pls. send photo. Tell us your background 
and experience. State starting salary and 
comm. required. 
Box 8318, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
BARNARD'’S — NATIONWIDE 
200 E. Illinois St., Chicago 11, Illinois 
CONFIDENTIAL LISTING 
t i’ Research 
Chicago 


“Our 45th Year" 


TO: ADV. AGY HEADS 


We invite your inquiry for compe- 
tent advertising men with creative 
and account executive background 
in both print and Radio-TV fields. 


GLADER CORPORATION 


“The Agency's Agency” 
Stanley D. Koch, Dir. Adv. Div. 
110 S. Dearborn CE 6-5353 Chicago 


CHICAGO NEAR NORTH 
Prestige Office Space 
ONLY $1.25 per SQ. FT. 


Heart of Chicago’s advertising 
area. 351-63 E. Ohio. 14,000 sq. ft. 
4th floor, 3 exposures, very light 
and airy. Passenger and freight 
elevators. Fluorescent lighting. 
Fireproof. Chicago's top office 
rental value. Phone or write C. 
H. Louer, Jr., Arthur Rubloff & 
Co., 100 W. Monroe, Chicago, 
ANdover 3-5400. 


Attn: Vac Form, Metal Sign, 
Specialty Mfrs. 


AGENCY HEADS 


Does one of your clients need 
a good, highly creative 


ADVERTISING MGR. 
And Public Relations Man 


Thoroughly experienced all phases 
advertising, direct mail, production, 
copy, art, photography, and pur- 
chasing. College grad. Can assume 
complete responsibility. 

Box 890, Advertising Age 
480 Lexington Ave., New York 17, N. Y. 


COPY WRITER 
To Head Retail Adv. 
Dept. Of 4-A Agency 


Maybe you're ‘‘the’’ adv. dept. of a 
small department store, an ad man- 
ager, or a copy writer with a retail 
agency. You can absorb a problem 
and write good retail selling copy, 
particularly on hard goods. You'll 
work mainly on special dealer ads 
for blue chip client. We're a con- 
genial, ambitious group, ages averag- 
ing mid-thirties. Medium-size, largest 
in this area (40 people). Pleasant 
suburban location. Good growth po- 
tential. Attractive profit-sharing plan. 
Write fully, salary expectations, 
snap-shot to Norman E. Van Zant, 
vice president, 
Kircher, Helton & Collett, Inc. 

2600 Far Hills Ave., Dayton 9, Ohio 


THAT RARE BIRD... 
A CREATIVE SALESMAN 


33, family, D. S., M. B. A. degrees, sales, 
sales promotion background with nation 
wide contacts. Currently representing 
one company in mid-west territory. De- 
sires greater flexibility through addition 


REWARD 
Let nationally known sales builder 
add that “priceless ingredient” to 
your sales, advertising, promotion 
package. Specialist in tough com- 
petitive a. Small companies 
preferred. Fee or percentage. Free 
consultation. 
Box ADVERTISING AGE 
200 E. Illinois St. Chicago 11, Il. 


of | or 2 non-competing lines in basic 
display, premium and speciality manvu- 
facturing. Prefer vacuum forming and/or 
metal sign house. No printing or lithog- 
raphy. Must provide assured minimum 
earnings plus incentive. Heavy travel, 
but heodquarters S. W. Ohio. Résumé 
on request. 
Box 888 ADVERTISING AGE 

200 E. IMinois St. Chicago 11, Illinois 


ONLY ONE LARGE OFFICE LEFT 
Dignified Near North Side Building. 
Air conditioned, automatic eleva- 
tor, tile floors, fluorescent light. 
Size 15 x 21 feet. Call DElaware 
7-3870. National Sporting Goods 
Association, 716 North Rush St, 
Chicago. 


All personnel in this fully s 
this ad. Write in complete 
Box 887 


GREATER PROFIT OPPORTUNITY 
FOR A. E. or AGENCY PRINCIPAL 


Principal of long-established, successful small Chicago 
agency wishes to expand and form new, larger agency 
by re-incorporating with one or more agency men who 
have approximately the same volume of billing. 


ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


taffed agency are aware of 
confidence to: 


HELP WANTED 


POSITIONS WANTED 


| Shampoo, spic & Span and an un-'started in the middle of last De-|to show for his efforts. 
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MISCELLANEOUS 


ADVERTISING SPACE SALES Large 
circulation trade publication, 
field desires young aggressive sales trainee, 
especially a man in middle twenties with 
an advertising background gained by 


PRODUCTION MANAGER 


leader in its| 13 Years experience supervising produc- 


tion dept. Thoroughly trained in all phas- 


|es of graphic arts, production scheduling 


working for an advertiser or agency who | 
is desirous of putting this knowledge to| 


work as a salesman. Excellent opportunity 
for rapid advancement for the right man. 
Salary open, write fully stating age, ex- 
perience, salary desired. 
Box 8322, Advertising Age 
200 E. Illinois St., Chicago 11, Illinois 
EDITOR 
Trade paper editor, top book, give com- 
plete resume first letter 
Box 8323, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
ASSISTANT MEDIA DIRECTOR 
Opportunity with growing AAAA agency 
for man in thirties with sound experience | 
buying all print media, consumer and in- 


and agency billing. Reliable, conscientious, 
aggressive. Married, age 35. Desire Chi- 
cago location. Can furnish references. 
Write 
Box 8325, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


SPACE SALESMAN 


| Top producer; versatile background; cre-| 


excellent agency-advertiser con- 
Write 


ative; 
tracts 


| Box 8326, ADVERTISING AGE 
| 480 Lexington Ave., New York 17, N.Y. 


| TOP FREE LANCE WRITING 


Box 8316, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
FOR WRITING THAT SELLS! 
FREE LANCE 
WRITER-PHOTOGRAPHER 
16MM FILM SCRIPT WRITER 
Keep your accounts happy. Here's a spe- 
cialist in mag. articles with Product or 
Service Co. tie-ins. Will initiate, develope, 
| write, and photog. on my own or on-lo- 
cation with your client. Pictorial thinker 
| for 16 MM Film scripts. Will travel. Let's 
talk it over. 
Box 8329, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


SALES MANAGEMENT 


Well settled but my ambitions exceed my 


| opportunities here. Well qualified in all 
| phases of national sales and advertising 
both industrial and consumer. Familied, 
39, and seeking permanent management 


dustrial trade. We need a man who can | post South. Grateful for your inquiry. 


take over full media responsibility for an 
important group of accounts. Must be able 
to analyze account problems, make spe- 
cific recommendations to agency execu- 
tives and meet with clients. Salary com- 
mensurate with age and experience. Your 
inquiry will be treated in strict confidence. 
Send resume to Personnel Director, Mel- 
drum & Fewsmith, 1220 Huron Road, 
Cleveland 15, Ohio 
ADVERTISING & PUBLISHING 

FOR ALL TYPES OF PLACEMENTS 

GEORGE WILLIAMS - PLACEMENTS 
209 S. State St. Ha 17-1991 Chicago | 

AVERTISING SPACE SALESMAN 
We have an immediate opening in our 
Midwestern territory for a man with trade 
paper sales experience. Age 28 - 35. Salary 
and commission. Please write in confi- 
dence. DO NOT CALL 

HOWARD PUBLISHING COMPANY 
200 S. Prospect Park Ridge, Il. 

SPACE SALESMAN 
To cover the midwest goldmine for a 
group of national magazines. If you like 
travel and money and can sell real value 
to agencies and advertisers, write giving 
full particulars to: 
Box 8324, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


MR. MAGAZINE PUBLISHER 


If you are interested in increasing 
your advertising lineage in the Mid- 
west, and you publish a magazine 
or magazines that are important in 
their field—we are interested in 
talking with you. 

We can furnish the very best of 
references but more important we 
feel is the fact that we can assure 
you top notch sales performance. 

Phone, write or wire 


0. A. Feldon & Associates 


185 N. Wabash Ave. Chicago 1, Illinois 
Phone Franklin 2-4842 


TOP AVAILABILITIES! 


ACC'T EXECUTIVE 
Radio-T /V sets and /or electronics 


ACC’T EXECUTIVE $ 8. 
Good copy & contact background 


SR. auwen ITER 

Consumer & Industrial Products 

SR. COPYWRITER Open 

Creative & merchandising B/G in Foods 

MGR., COMPESRICA TIONS es $15,000 

Heavy experience in use aried 

media for employee relations 

MARKET RESEARCH MGR...... 

Solid in foods or related 

Por these and dozens of other advertising 

or related openings, contact in confidence 

GEORGE E. PYLEKAS 
Executive Advertising Consultant 
WABASH EMPLOYMENT AGENCY 
202 S. State St. Chicago 4 WAbash 2-5030 


. $14,000 


Mr. Copy Supervisor 
Like to live in 
Southern California? 


The western division head- 
quarters of Foote, Cone & 
Belding wants to bring you to 
Los Angeles. 

You must have the experi- 
ence and ability to key major 
national campaigns and super- 
vise assistants. 

You should be a college 
graduate. 

You will have unusual op- 
portunities in a growing de- 
partment of a long-established 
agency. You will find scope in 
our clients’ wide range of prod- 
ucts and services. You will 
work with a full-time Plans 
Board and fully-staffed agen- 
cy. You will not be ham-strung 
by remote control. 

Your office will be air-con- 
ditioned and only a block from 
the freeway. You will share in 
retirement, health and medical 
plans. 

You will be living in South- 
ern California, where ... (but 
you have read our All-Year 
Club ee 

Your reply will be kept con- 
fidential. Send it to— 

NELSON CARTER 
900 Wilshire Boulevard 
Los Angeles 17, California 


Box 8327, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
$1,000,000 PHILADELPHIA 
AGENCY MAN LOOKING! 
Crack copy, ideas & plans; business getter, 
trouble shooter, sparkplug; mid-30's; 
ready for bigger agency or more respon- 
sibility. 
Box 8328, ADVERTISING AGE 
480 Lexington Ave., New York 17, N.Y. 
ASST. RADIO, TV, FILM PRODUCER 
Five yrs. excellent agency background. 
Young woman with “man’s work-ability.’ 
Box 8308, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


Promotion 
man 


en 4; 


Long, rich experience advertising and 
promotion for mfrs., a wholesaler and 
chain stores, wide var. mdse. Creative, 
produces result-getting direct mail and 
trade ads, catalogues, salesmen’s pre- 
sentations, letters, sales aids. Able ad- 
ministrator. Modest 5-figure salary. Send 
descr. of job to R. G. Polk, 31 Hillview, 
Port Washington, N. Y. for facts. 


—— 

or 

Sales and Advertising 
Assistant 


Young man, 25-35, for sales and 
advertising department of lead- 
ing national organization located 
mid-west, producing packaged and 
feed additive products for the poul- 
try industry. Ag school training 
and/or related experience desirable. 
Tact, sound judgment, imagination, 
flair for copy, ability to analyze, 
plan, handle detail all phases of 
marketing, sales, advertising essen- 
tial. Send complete, personal data, 
background experience, salary re- 
quired and small photo to: 

Box 879 ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Ill. 


MERCHANDISING MGR. 
Must have solid background in Grocery 
Food Field. Knowledge of Display Adver- 
tising and point o 
portant. Must be an idea man, self-sta: 
and capable sales mind. Fine opportunity. 
Salary open. Contact in confidence— 

GEORGE E. PYLKAS 
Executive Advertising Consultant 

WABASH EMPLOYMENT AGENCY 

202 So. State Chicago 4 WaAbash 2-5020 


AD PROMOTION MANAGER 
Large N. Y. magazine publisher 
needs talented, ambitious promo- 
tion manager for tough, growing 
job. Work will include direct mail, 
research, merchandising, presen- 
tations, etc. Plus supervising de- 
partment. Right man can expect to 
work unlimited hours under great 
pressure. Will also have unlimited 
opportunity in rapidly expanding 
aggressive organization. Let us 
know why you are the man. 


Box 891 ADVERTISING AGE 
480 Lexington Ave., N.Y. 17, N.Y. 


TO THE YOUNG WRITER 


who just has his feet wet in ad- 
vertising copy and still wants to 
wade in to his neck: We have a 
copywriting position for you in 
this fast-growing agency. Quali- 
fications needed: Ability to write 
hard-sell copy, ideas and an urge 
to get ahead. Subjects: Industrial 
products with a few consumer 
items. Location: Midwest city of 
120,000. Salary: Open, depends 
upon your abilities. Let us know: 
Your background, age, salary ex- 

tations. Box 892, 

G AGE, 200 E. Illinois St., Chi- 
cago 11, Illinois. 


Fine, Fast, Fairly Priced Photography 


pics 


photographers 
DEARBORN 2-1062 
187 N. LASALLE, CHICAGO LLINOIS 


PUBLICITY 


CONVENTION INDUSTRIAL 


COMMERCIAL 


DIRECT MAIL SPECIALIST 
Available N. Y. Area 


Direct advertising consultant with an en- 

viable record lans, writes and designs 

mail order and promotion literature. 

Strong on sales letters that have the 

human touch. Heavy on ks, services, 
industrials. Monthly retainer basis. 
Box 875 ADVERTISING AGE 

480 Lexington Ave. New York 17, N.Y. 


FREE LANCE 
After 18 years as head of my own medium- 
size 4-A (Ohio) agency, family problems 
will soon require my semi-retirement, to 
farm. I need free-lance clients to replace 
income I will lose as a result. I have had 
successful experience in foods, drugs, au- 
tomotive, toys and soft goods. Also heavy 
public relations, including political, and 
some industrial. I can provide imaginative, 
practical selling ideas and campaigns 
based on current knowledge of competi- 
tive conditions and on sound marketing 
principles. Agencies neeeding new busi- 
ness approaches will find me a prolific 
source of ideas. I will work on ar 
monthly retainer or per-job basis. 
tations furnished. Strictly confidential re- 
lationship. Fast service. 
Box 874 Advertising Age 
200 E. Illinois St., Chicago 11, [linois 


DRAKE PERSONNEL, INC. 
Confidential Nation-Wide 
Magshentieteg Manager $18,000 plus 

Expd. food speass <aates 
Account Ex . . . .$10-15,000 
c Engineering pega. 
wa” 

Lastern Ad Agency. Consumer exp. 

Brand - $9-10,000 


Ps. prod 
BETTY "CLEM 


220 S. State St. Chicago HA 7-8600 


COPY—CONTACT EXECUTIVE 


Leading New York City advertis- 
ing agency seeks a man with 
broad experience in the chemical 
advertising field. Must be able 
copy writer with the ability and 
stature to handle important chem- 
ical accounts. Challenging job! 
Excellent opportunity! Immediate! 

JEAN FIELDS AGENCY 

18 EAST 41st STREET 

NEW YORK CITY 17, N. Y. 
Oregon 9-2850 


earnings to: 


Toledo 4, Ohio 


WANTED 
ADVERTISING, SALES PROMOTION MANAGER 


A Columbus, Ohio manufacturer of heating and air conditioning 
equipment has immediate opening for an advertising adminis- 
trator. Should have experience in building products and whole- 
saler-dealer distribution. Must be qualified to coordinate national 
advertising, sales promotion and sales planning. Market research 
experience helpful. Submit complete resume of experience and 


Vice President, Client Services 
BEESON-REICHERT Inc. 
Toledo Trust Bldg. 
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|industry members after FTC is-| standing litigation. | Railroad. 


ager for Giobe Mali Co. 


| ment to the Stall. 


é 
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isting brands. 

® If the product difference isn’t 

there, put it in, and make it sell. 

® Build products for the long haul. 

A new product story built about a eG 
fad can make it a short haul. 


‘Superiority, Not 


® The true measure of new prod- 
uct success is the repeat purchase. 


* 
TV Quiz, Sold 
Revion: Abrams 

Make certain your new product is 
| right rather than first. 


(Continued from Page 2) 
serge ego saps " srenwrd If you have demonstrable dif- 
promise, showing a benefit which | ference, demonstrate. If you have 
other products are not offering and | a benefit, show it. 
” ma th EE tens ‘Standard Rate Lists Cart-Ads 


is little reason for the women to| A listing of Cart-Ad advertising 
select a particular brand in the 


facilities on shopping carts in 1,293 

|overcrowded marketplace,” he| Supermarkets operated by 39 

| Said, major chains in six trading areas 

“Why is it that marketing men,| will be included in the transpor- 
in their haste to bring out a new | tation section of Standard Rate & : 
| product, forget this simple fact—| Data Service, beginning with the ~¥ 


...to keep herself pretty...” 


“Ads in the ‘sex campaign’... ...urged her to use our soap... 


Stanton Will Get 


Pearce's Stay-Young Palmolive Ads 


AMA’‘s Parlin Award 


to exist unless it can offer more | 


. Pearce’s honeymoon; 


Helped Company Attain Ripe Old Age 


(Continued from Page 2) 

in 1909. The campaign was so suc- 
cessful that it (1) interrupted Mr. 
(2) threat- 
ened to put the company out of 
business, and (3) was suspected 
of causing ulcers in a number of 
company executives. 

“I worked very hard and care- 
fully in preparing a page ad for 
The Saturday Evening Post,” Mr. 
Pearce recalled. “Full-page ads 
were a novelty in those days. This 
ad contained a coupon that was 
good for one cake of our soap at 
any dealer. As soon as I completed 
the ad, I made sure that all our 
jobbers were well stocked, got 
married and took off for Texas on 
my honeymoon. 


“The honeymoon was rudely in- | 


terrupted a few days after the ad 
appeared. I received several fran- 
tic calls from my boss, who ex- 
pressed great fear that the com- 
pany would go broke because of 
the large amount of soap that was 
being given away. 

“The coupons poured in from 
all over the country,” Mr. Pearce 
said. “We thought they would never 
quit coming. It enabled us to get 
national distribution overnight. We 
sold enough soap to pay for the 
ad, and also made a profit.” 


s “Keep that schoolgirl complex- 
ion,” a famous Palmolive slogan 
for many years, was invented by 


advertising campaign, Mr. Pearce 
told AA, breaking into the medi- 
um in late 1927 or early 1928. Ra- 
dio at that time was used largely 
on an experimental basis, he said. 


s “We sponsored a show on the 
NBC network which featured 
Paul Oliver, Olive Palmer and The 


called. “The show cost less than 
$1,000,000 a year—ridiculously low 
when you look at today’s prices.” 
Mr. Pearce is one of the men 
primarily responsible for the over- 
seas expansion of Palmolive mar- 
kets. He went to England in 1912, 
set up a company and mailed two 
|cakes of soap to every retailer in 
|England, Ireland and Scotland. 
“I would like to say that this 
|}venture was successful, but I 
can’t,” he confessed. “By the time 
we got distribution in the British 
Isles, World War I came along, and 
we were unable to ship soap over- 
|seas. Our efforts were largely 
| wasted.” 
|m Mr. Pearce served as vp of the 
|Palmolive-Peet Bros. Co. from 
1919 to 1924, and as its president 
from 1924 to 1928. The company 
merged with the Colgate Co. in 
|1928 and the name became Col- 
| gate-Palmolive-Peet Co. He served 
jas president from 1928 to 1933, 
| board chairman from 1933 to 1938, 
jand has been honorary board 


Mariners quartet,” Mr. Pearce re-| 


Mr. Pearce in the early 1920s. The Chairman since 1952. (The com- 
slogan was first used in an outdoor |Pany name was changed to Col- 
ad campaign in many major mar. | Oecuamelive in 1953.) é 
kets throughout the U.S. Mr.| _When the company celebrates its 
Pearce also is credited with origi-| 150th anniversary April 24, 25 and 
nating the Palmolive soap trade-| 26, in the new company headquar- 
mark. ters in New York, Mr. Pearce and 
What he affectionately refers to|his wife, Vivian, will be on hand. 
as his “sex campaign” came a year | They have been married 47 years 
or so later. Palmolive used a num- | and have two children, Charles Jr., 
ber of media in this drive, but| 4nd Mrs. Richard Bennett. 
heavy stress was placed on mag- The Colgate-Palmolive Co. has 
azines and newspapers. | grown hugely since Mr. Pearce 
“Our ads in the ‘sex campaign’) joined it in 1903—a year that saw 


were directed to wives and moth- |sales hit $500,000. The company’s 


ers,” Mr. Pearce said. “We urged 
a woman to use our soap to keep 
herself pretty for her family and 
loved ones. We stressed how im- 


‘domestic sales in 1955 were more 


than $285,000,000 and sales by for- 
eign subsidiaries were $183,000,000. 
The net income of both domestic 


PHILADELPHIA, April 4—Frank N. | 
Stanton, chairman of the Colum- 
bia Broadcasting System, will re- 
ceive the American Marketing 
Assn.’s 1956 Parlin Award at a 
special dinner meeting of the 
association’s Philadelphia chapter, 
May 15. 

The award will go to Dr. Stanton 
“in recognition of distinguished | 
achievement in the advancement 
of marketing.” He will deliver the | 
12th annual Parlin lecture after | 
being presented with the award 
plaque. 

“Dr. Stanton, over the last two 
decades, has promoted fundamen- 
tal improvements in marketing and 
distribution methods,” Valentine 
Kartorie, York Corp., president of 
the Philadelphia chapter, said. 

“The key position occupied by 
Mr. Stanton in the area of mass 
communications gives him an un- 
usual vantage point from which to 
assess and anticipate trends and 
developments in the swiftly chang- 
ing markets of mid-century Amer- 
ica.” 


@ The award, established in 1945, 
honors Charles Coolidge Parlin, 
generally acknowledged as _ the 
founder of modern marketing re- 
search. It also commemorates the 
establishment of organized com- 
mercial fact-finding at the Curtis 
Publishing Co. 

Among previous recipients of 
the award are: Thomas Mellon 
Evans, Robert Wood Johnson, Da- 
vid F. Austin, Samuel B. Eckert, 
and Robert W. Wilson. 


advantages than existing brands? 
It must, in some way, stand out 


that a new product has no right | April 15 issue. 


Howard Associates Moves 
Lloyd S. Howard Associates, 


from the crowd—in formula, in|New York agency, has moved to 


price, in packaging, in promise. 
It can’t succeed if it’s a ‘me too’ 
or a Johnny-come-lately imita- 
tion.” 

Mr. Abrams cited the success 
of Marlboro cigarets as a “success- 
fully born” new product because | 
the proper questions were asked 
by inquiring market men—“Why 
is it better? How can we make it 
superior? What is our point of 
distinction? Where do we differ 
from the rest?” 


s Marketing men, he said, must 
study the successful as well as the 
unsuccessful campaigns of those 
who have introduced new prod-| 
ucts, “for the monuments and | 
tombstones of these campaigns | 
have behind them the very. things 
we seek to learn—why one new 
product goes on to become a per- 
manent part of American brand | 
name history while others are 
quickly forgotten.” 
Referring to the “ecstasy” of in-| 
troducing a new product, of seeing | 
a “brand born,” Mr. Abrams spoke | 
of his 20 years’ experience along | 
these lines, from the time he saw 
Ritz crackers merchandised while 
he was with National Biscuit Co. 
Mr. Abrams pointed up some key 
lessons he has learned in 20 years: 


® Find the need, then find the 
product to fill the need. 


| © The product must be distinctive 
and preferably superior to the ex- 


How to tell when 


Your Adverti 


sing Age 


Subscription expires...... 


Here's an easy way to find out: look at the stencil imprint 
that appears on the mailing wrapper in which your copy of 


Advertising Age is delivered. 


and foreign operations last year 
exceeded $22,000,000. 


Jantzen Enters Children’s 
Sweater Field This Fall 


portant it was for her to stay at- 
tractive.” 

Palmolive was the first com- 
pany to use a nationwide radio 


Jantzen Inc., Portland, Ore., 

manufacturer of swim suits, sun 

PERSONNEL AD ‘clothes, sweaters, sport shoes, 
PRODUCTION EXPERT—-Major chem- || -untan lotions and foundation 


ical producer in midwest desires man 
experienced in estimating time and 
cost factors for sales promotion plan- 
ning, with working knowledge of 
graphic art techniques, traffic control 
and expediting. 
Send complete resume, including sal- 
ary requirement. All romves confiden- 
ADVERTISING AGE. 200 


| garments, will enter the children’s 
isweater field with a _ back-to- 
‘school line for 1956. Trade and 
/consumer advertising, now being 
| planned, will be handled by Jant- 


tial. Box 889, 
E. Tilinois St., Chicago 11, Illinois. 


|zen’s agency, Botsford, Constan- 
tine & Gardner, Portland. 


Under an exclusive manufac- 

ae a@aeee WE NOW NEED | (turing agreement, Bobbie Sports- 

oo ener = cepa Sane wear Ltd., Marion, S.C., has set 

Executive (amu $10,000 | |UP a new plant to manufacture 

Home Ec. $7,000} |and handle the entire new line. 

Placement By appointment only Principals of the sportswear firm 

Counselors rm an fe, are Cary C. Boshamer and Her- 
bert S. Levy. 


Mr. John Doe . 
257 North Avenue 
Chicago ll, Illinois Ai 5 5D 


ol 
The complete EXPIRATION DATE always appears here. First, the month; 
then, the day; and finally, the year. Example shown is NOVEMBER -5-, 
1957. (Note: the new expiration date for a renewal subscription is not 
changed until payment has been received.) 
_— 
The FILING ORDER NUMBER always appears here. Please refer to this 
number whenever you write us about your subscription. This helps 


assure prompt service. 


Circulation Dept. 
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200 E. ILLINOIS ST. 
CHICAGO 11, ILL. 


larger quarters at 511 Fifth Ave 


with a year’s tria 
INDUSTRIAL MARKETING 


3 Case Studies 


of the 
Advertising Departments 
of these highly 
successful companies 


1. LINK-BELT CO. 
2. REYNOLDS METALS CO. 
3. AIR REDUCTION SALES CO. 


If you advertise and sell a 
product or service to business 
and industry, you meed the 
Industrial Marketing service, 
and this special introductory 
offer will prove it—at our risk. 


The Portfolio contains three 
case studies that appeared in 
recent issues of IM—typical 
of the type of material that 
IM brings you month after 
month. 

Every issue gives you facts to 
help you understand better 
the problems of selling and 
advertising to business and 
industry . . . solutions to mar- 
keting problems that chal- 
lenge you every day. 


A full year’s service (one 
copy of IM each month plus 
the 556-page Annual Market 
Data & Directory Number, 
June 25th) costs only $3. 
Mail coupon today — get 
Portfolio free. 


You must be satisfied 
or your money back in full 


INDUSTRIAL MARKETING 
200 E. Illinois St., Chicago 1! 
Enter my year’s trial for $3 and 
send the Portfolio free. I must 
be satisfied or my money back. 


NAME 


COMPANY. 


STREET 


CITY. z 


STATE 


0 $3 enclosed [) Bill firm (© Bill me 
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